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For Greater Profits, Put in the Hands of Your Salesmen 


THE CARBON PAPER 
THAT ALMOST TALKS 


Every year since it was introduced three years ago, Webster 


dealers have reported a steady increase in the sales of 


Webster’s Micrometric Carbon Papers. And why not? This 


unique carbon paper has five extra sales features. It’s pat- 


ented the only carbon paper on the market that can offer 
all five. Once sold, a customer remains sold on this unusual 
product, and you can rely on steady repeat business. Here’s 
4 h 

1. Micrometrie makes neater typing easy, thanks to the 
vertical scale. 


F.5. WEBSTER COMPATY 


“| AM THE ONLY CARBON 
PAPER WITH THESE FIVE 
EXTRA SALES FEATURES AND 
PATENTED PROTECTION.’ 


pbbet 
e 


Lebebeee® 
bo earner? 





2. Micrometrie assures uniform margins at top and bot- 


tom of letters and reports. 


3. Miecrometrie can be removed more quickly by the 
vertical scale 
1. Micrometrie helps keep the stenographer’s hands 


clean when removing carbon. 


5. Micrometrie saves money. It’s a quality product that 


wears longer. 


Sell Webster’s Micrometric Carbon papers — and enjoy a 


steady, ever-increasing profit. 


13 AMHERST STREET 
CAMBRIDGE, MASS. 
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{OFFICE APPLIANCES is 
a news and technical trade 
journal, serving the entire in- 
dustry of office equipment. 
It covers the manufacture 
and distribution of office ma- 
chinery, office devices, office 
furniture, office supplies and 
the entire range of commer- 
cial stationery. Its compre- 
hensive news reports of the 
industry and its valuable spe- 
cial articles upon subjects 
germane to its field have 
given it unusual prestige. It 
serves a clientele composed 
of managers and agents for 
the various office machines, 
devices and supplies, com- 
mercial furniture, commer- 
cial stationery dealers and 
many of the largest corpora- 
tions in the United States. 
It also reaches some dealers 
in fifty-four other countries 
who deal in American office 
equipment. 


{No person, firm or corpo- 
ration, either directly or in- 
directly connected with the 
industry the journal repre- 
sents, has any share in its 
ownership or voice in shap- 
ing its policy, which has in 
view at all times the best in- 
terests of the field it serves. 
It aims to discuss all sub- 
jects fairly, and to furnish 
its readers reliable informa- 
tion concerning the progress 
and development of the of- 
fice appliance industry. It 
will answer any questions 
germane to its field to the 
best of its ability, and it asks 
its readers in all parts of the 
world to aid it with inquiries 
and suggestions to which it 
will give prompt and earnest 
consideration. 
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These advertisements present the products of the leading manufacturers in each division of the industry. 
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Because of the ground 





for honest differences of opinion, the publishers obviously cannot undertake to guarantee transactions between advertisers and 


customers. They do, however, 
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THE SERVICE BUREAU 
of Office Appliances is maintained for the exclusive 
use of subscribers and advertisers. 
of its various commissions this bureau calls upon prac- 
tically every member of the staff. 
sonal letters all inquiries upon matters germane to 
the field, it furnishes special reports upon articles of 
office equipment, supplies names of manufacturers of 
any article wanted, puts man and job together, pre- 
pares advertising copy, furnishes list of 
agents and dealers in nearly every country, aids for- 
eign dealers in securing U. 
other ways performs useful service, all without charge. 
Subscribers in every land have made, and are making, 
good use of this bureau; manufacturers in every sec- 
tion of the field have evidence of its proved value. 
Subscribers’ requests for catalogues to bring their files 
up to date, or to replace the file in case of fire or 
other form of destruction, are broadcasted in a bulle- 
tin which is mailed frequently to leading manufac- 
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For the benefit of the subscribers the lines advertised are here classified. Many of the requirements of the modern business office 
are represented. Should subscribers be interested in any article of office equipment not listed here, they are cordially invited to 


communicate with the service bureau, 
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Rotospeed Co., The............ 183 
Shipman-Ward Mfg. Co........ 117 
Smith, L. C., & Corona Tws... 95 
Speed-O-Print Corp. ........... 141 
Stencilgraph Co. ............... 186 
Technygraph, The ............. Is4 
Victor Safe & Equipt. Co......184 
Engraving, Copper Plate 
Wiggins, The John B., Co..... 188 
Envelopes 
Globe-Wernicke Co. ........... 103 
Quality Park Envelope Co...... 104 
Envelopes, Celluloid 
PS, caedaboccasecebacs se 186 
Eradicators, Ink 
Carter’s Ink Co., The.......... 145 
H. A. Ink Eradicator Co....... 188 
Heyer Corp., The.........sss00 191 
Erasers, Rubber 
Blaisdell Pencil Co............. 180 
PURE, BD, Wore .BeBeccccvdisbess 165 
Faber, Eberhard ...........+s. 131 
Exhibitions 


National Business Show Co....154 
Eyelets & Eyelet Fasteners 


Markwell Mfg. O0.......sscc00 177 
Rivet-O-Mfg. CoO. ..cccccccccees 184 
File Boxes, Collapsible petite 
Bankers Box Co...........0++:: 156 
Barkley, C. L., & Co........... 164 
Globe- Wernicke Ts eaocsesnnde 103 
Guide System & Supply Co..... 166 
Oxford Filing Supply Co....... 186 
Pronto File Corp............... 101 


Weis Mfg. Co....107, 108, 109, 110 
File Boxes, Metal 


Art Metal Construction Co..... 113 
Bae GRR Giicccececedstecescdee 181 
Corry-Jamestown Mfg. Corp...125 
Pronto File Corp............... 101 
Rockwell-Barnes Co. .......... 121 
Victor Safe & Equipt. Co...... Is4 
Filing Cab. Ball & Roller Bearings 
Oe BI Ween cccccccvccce 178 
Filing Cabinets, Insulated 
Victor Safe & Equipt. Co..... 1s4 
Filing Cabinets, Metal 
All-Steel-Equip. Co. ........... 127 
Art Metal Construction Co..... 113 
BIG GENE Gilead ceccsescesccee 181 
Bentsom Mfg. CO.....cccccscces 144 
Browne-Morse Co. ............. 182 
Camapen,. Gi 60 veer cwnntederes 176 
Columbia Steel Equip. Co...... 115 
Corry-Jamestown Mfg. Corp... .125 
General Fireproofing Co........ 96 
Globe-Wernicke Co. ........... 108 
Invincible Metal Furn. Co.....157 
Metal Office Furn. Co.......... 150 
Peerless Steel Equip. Co........ 165 
Pronto File Cop... .ccccccsccsce 101 
Security Steel Equipt. Cp...... 119 
Victor Safe & Equipt. Co...... 184 


Yawman and Erbe 
Filing Cabinets, Wood 


fg. Co....139 


Globe-Wernicke Co. ........... 10% 
Weis Mfg. Co..... 107, 108, 109, 110 
Yawman and Erbe Mfg. Co... .189 


THE CLASSIFICATIONS 
(continued on page 6) 





THE CLASSIFICATIONS 
Continued from page 5 


Filing Supplies 
Acco Products, Inc 
Art Metal Construction Co 
Rarkley, C & Co 
Browne-Morse Co 
Cameron, Cal. 
Corry-Jamestown Mfg 
General Fireproofing Co 
Globe-Wernicke Co 
(Giuide System & Supply Co 
Metal Office Furniture Co 
Oxford Filing Supply Co 
Pronto File Corp 
Quality Park Envelope Co 
tockwell-Barnes Co 
Vietor Safe & Equipt. Co 
Wabash Cabinet Co 
Warshaw Mfg. Co 
Weis Mfg. Co 107, 108, 109 
Yawman and Erbe Mfg. Co 


Folders (See Filing Supplies) 


Fountain Pens 
Autopoint Company 
Carter's Ink Co., The 
Esterbrook Steel Pen Co 
Kahn, David, Ine 
Parker Pen Co., The 
Sheaffer, W. A., Pen Co 


Gummed Cloth Rings 
Giraff, Geo. B., Co 
Warshaw Mfg. Co 


ummed Tape Sealers 
Metal Specialties Mfg. Co 


index Card Signais 
Graff, Geo. B.. Co 
Victor Safe & Equipt. Co 


Index Tabs 
Barkley, C. L.. & Co 
Cel-U-Dex Corp 
Globe-Wernicke Co 
Guide System & Supply Co 
Markilo Co 
Victor Safe & Equipt. Co 

Inks, Adhesives, Eto. 
Carter's Ink Co., The 
Harriman-Welts Prod. Co 
Higgins, Chas. M.. & Co 
Melind, Louis, Co 
Parker Pen Co., The 
tivet-O-Mfg. Co 
Sheaffer, W. A.., 


Corp 


Pen Mfg. Co 


Superior Type Co 
Inkstands 
Weeks, Frank A., Mfg. Co 


Intercommunicating Systems 
Webster Electric Co : 
Leads for Mechanical Pencils 
Autopoint Company 
Faber, A. W., Im 


Faber, Eberhard 

Sheaffer, W. A Pen Co 
Leather Goods 

Doppelt, Charles, & Co 

National Brief Case Mfg. Co 

Stein Bros. Mfg. Co., Inc 
Leather Uphoistered Furniture 

Bright Chair Co 


Jasper Chair Co 
Majestic Lounge Co 
New Indiana Chair Co 


Leathers. Uphoistering 


Eagle-Ottawa Leather Co 
Letter Trays (See Desk Trays) 
Letterheads 

Wiggins, The John B., Co 


Library Equipment 


All-Steel Equip Co 

Art Metal Construction Co 
Art Steel Co 
Corry-Jamestown Mfg. Corp 


General Fireproofing Co 
Globe-Wernicke Co 
Security Steel Equipt. Cp 
Lockers and Storage Cabinets 
All-Steel-Equip. Co 


Art Metal Construction Co 
Art Steel Co 

Browne-Morse Co 

Corry Jamestown Mfg. Corp 


Gieneral Fireproofing Co 
Globe-Wernicke Co 
Invincible Metal Furn. Co 
Lyon Metal Products, Inc 
Metal Office Furniture Co 


Security Steel Equipt Cp 
Yawman and Erbe Mfg. (x 

Locks, Desk, Showcase, Etc. 
Wonder Lock 


Loose Leaf Books & Systems 


Adams, Henry T.. Mfg. Co 
F. B. Mfg. Co 

Kamket Corp 

Sheppard, The C. E., ( 
Trussell Mfg. Co 


Wilson-Jones Co 


188 


Is4 


14 
IS2 
103 
166 
186 
Is4 


145 


160 
1g2 
149 
Is4 

i) 
186 


160 
165 
131 


156 
175 
148 


181 
100 
151 
170 


108 
119 


.Isl 


182 


. 


108 
157 
106 
150 
119 
139 


Ise 

Isa 
135 
12s 
14s 
153 


Loose Leaf Envelopes, Celluloid 
Markilo Co. 


Loose Leaf Metals and Devices 


Adams, 


Loose 


Henry T.. Mfg 
Leaf Metals Co 
Wilson-Jones Co 
Mail Distributors 
Bristow, Stanley R 
Globe-Wernicke Co 
Vietor Safe & Kquipt 
wr. 4 Tacks 
Graff, George B., Co 
Moore Push-Pin Co 
Matched Office Suites 
Art Metal Construction Co 
General Fireproofing Co........ 
Gilobe-Wernicke Co 
Troy Sunshade Co., 
Memorandum Books 
Kamket Corp 
Rockwell- Barnes c 0 
Trussell Mfg. Co. 
Wilson-Jones Co 
Memorandum Devices 
Bristow, Stanley R 
Mending Tape 
Warshaw Mfg 
Moisteners 
Metal Specialties 
Rivet-O-Mfg. Co. 
Numbering Machines 
Amer. Numbering Mach. 
Melind, Louis, Co.. 
Office Partitions and Railings 
Gilobe-Wernicke Co 
Pads, Figuring 
tockwell-Barnes Co 
Wilson-Jones Co 
Paper 
Rockwell-Barnes Co 
Smith, Bradner, & 
Paper Clamps 
Acco Products, Ine 
Esterbrook Steel Pen Mfg 


Paper Clips 
Acco Products, 
Fulton Specialty Co 
(iraff, George B., Co.. 
Vail Manufacturing Co 


Paper Fastening Machines 
Ace Fastener Corp 
Acme Staple Co 
\-D-K Corp 
Cameron, Cal. 
Hotchkiss Sales Co 
Markwell Mfg. Co. 
Neva-Clog Products, 
Victor Safe & Equipt 


Paste (See Inks, 
Pencil Sharpeners 


(iratf, George B., Co 
Pencils, Wood Cased Lead 
Faber, A. W., Ine 
Faber, Eberhard .. 
Mohican Pencil Co 


Pencils, Mechanical 
Autopoint Company 
Carter's Ink Co., The 
Esterbrook Steel Pen Co 
Kahn, David, Inc 
Parker Pen Co 
Sheaffer, W A., 


Pencils, Paper Wound 
Blaisdell Pencil Co 
Pens 
Eaterbrook Steel Pen Co 
Spencerian Pen Co 
Turner & Harrison 
Co 


Photo Albums 
Kamket Corp 
Picture Hooks 
Moore Push-Pin Co 
Pins and Pin Containers 
Vail Manufacturing Co 
Platens, Typewriter 
American Writing Mach 
Ames Supply Co 


Co 


The 


Mfg. Co 


Co 


Ine 


Ine... 
Co... 
Ete 


Adhesives 


Pen Co 


Pen Mfg. 


Shipman-Ward Mfg Co. 
Postal Scales 

Borg, George W., Corp 

Hanson Seale Co... 

Pelouze Mfg. Co 

Shipman-Ward Mfg. Co 

Triner Seale & Mfg. Co 


Price and Sign Markers 


Superior Type Co 
Publishers 
Bridges, F. W Ltd 
Methodes 
Punches 
Acco Products, Ine 
Globe-Wernicke Co 


Metal Specialties Mfg. Co 
Mitchell Binder Co 


Wilson-Jones Co 


186 
15 
187 
10 


Is4 


ISS 


174 


Is4 


Is5 


. 182 


165 
131 
159 


16 


145 


148 
161 
149 


ou 


1s0 


145 


. 186 


180 
ISS 
181 
117 


186 


Tsu 


108 
147 
176 
153 


Push Pins 
Moore Push-Pin Co 18 
Ribbon Dispensing Machines 
Tybon Corp 174 
Ribbons and Carbons 
\llen & Co Ist) 
\mes Supply Co 11! 
(‘arter’s Ink Co The I4o 
Codo Mfg. Corp Is4 
Columbia R. & C. Mfg. Co 132 
Crown Ribbon & Carbon Co...155 
Imperial Mfg. Co 159, 171 
Manifold Supplies Co v4 
Mittag & Volger. Inc 169 
Pacific Carbon & Ribbon Co...137 
Phillips Process Co 177 
Koval Typewriter Co., Inc 190 
Shipman-Ward Mfg.Co ‘ 117 
Smith, L. C.. & Corona Tws.. 95 
Spencerian Pen Co.........6.0. 186 
Storms, H. M., Co.. 178 
Tybon Corp nae sien 174 
Underwood Elliott Fisher 
Co Back Cover 
U. S. Typewriter Ribbon Mfg 
Co : 182 
Webster, F. 8., Co » 
Rubber Bands 
Faber, A. W.. In 165 
Faber, Eberhard . 131 
Shipman-Ward Mfg. Co 117 
Rubber Stamps 
Melind, Louis, Co. .182 
a i ene 185 
Rubber Type Outfits 
Fulton Specialty Co 163 
Safes 
Art Metal Construction Co 113 
General Fireproofing Co.. 6 
Gilobe-Wernicke Co. : 103 
Meilink Steel Safe Co 184 
Schwab Safe Co., The . 177 
Security Steel Equipt. Corp....119 
Victor Safe & Equipt. Co.....184 
Yawman and Erbe Mfg. Co....139 
Scrapbooks 
Globe-Wernicke Co 103 
Kamket Corp 135 
Secretary Desks 
Art Metal Construction Co 113 
Gieneral Fireproofing Co 6 
Globe-Wernicke Co 108 
Wabash Cabinet Co 130 
Shelving 
All-Steel Equip. Co ‘ 27 
Art Metal Construction Co....113 
Art Steel Co 18] 
Browne-Morse Co. .........0.... 182 
Corry-Jamestown Mfg. Corp...125 
General Fireproofing Co........ 96 
Globe-Wernicke Co. ........... 108 
Lyon Metal Products, Inc...... 106 
Security Steel Equipt. Corp...119 
Signs (Changeable Letter) 
Acme Bull. & Drety. Bd. Corp.184 
Smoking Stands, Office 
Howell Co 162 
Stamp Pads 
Carter's Ink Co., The 145 
Fulton Specialty Co 163 
Melind, Louis, Co 182 
Mever & Wenthe 185 
Rivet-O-Mfg. Co . -184 
Rockwell-Barnes Co 191 
Superior Type Co 186 
Victor Safe & Equipt. Co.....184 
Stands for Office Machines 
All-Steel-Equip. Co , 127 
Art Steel Co.. ‘ ' 181 
Corry-Jamestown Mfg. Corp...125 
General Fireproofing Co 6 
Globe-Wernicke Co : 108 
Harter Corp 136 
ST Ul: stidbidecksnbenn 72 
Sherman-Manson Mfg. Co 114 
Shipman-Ward Mfg. Co 117 
Sturgis Posture Chair Co. 195 
Toledo Metal Furniture Co 140 
Staple Extractors 
Ace Fastener Corp 170 
Markwell Mfg. Co. 177 
Staples and Stapling Machines 
Ace Festener Corp............. 170 
Acme Staple Co. 187 
A-D-K Corp. 178 
Cameron, Cal 176 
Hotchkiss Sales Co 155 
Markwell Mfg. Co 177 
Neva-Clog Products, Ine .102 
Vail Manufacturing Co. 13: 
Stationery, ag ony Lithogr. 
Wiggins, The John B., Co 188 
Stationery. Wholesale 
Weeks, Frank A., Mfg. Co 188 
Stenographers’ Note Books 
Kamket Corp. 135 
Rockwell-Barnes Co. 121 








OFFICE APPLIANCES 
Storage and Transfer Cases 
All-Steel-Equip. Co. ....... ..127 
Art Metal Construction Co....113 
Art Steel Co 181 
tankers Box Co 156 
Barkley, C. L., & Co. 164 
Bentson Mfg. Co 144 
Browne-Morse Co = 
Columbia Steel Equip. Co.....115 
Corry-Jamestown Mfg. Corp... .125 
General Fireproofing Co sos OO 
Globe-Wernicke Co, ee 
Guide System & Supply Co... .166 
Invincible Metal Furn. Co.....157 
Meta! Office Furniture Co 150 
Oxford Filing Supply Co Is6 
Peerless Steel Equip. Co .. 165 
Pronto File Corp ee 
Rockwell-Barnes Co ohne 
Security Steel Equipt. Corp....119 
Weis Mfg. Co.....107, 108, 109, 110 
Yawman and Erbe Mfg. Co 139 
Strong Boxes, Fire Protected 
Meilink Steel Safe Co.........184 
Swinging Typewriter Stands 
Globe-Wernicke Co. o++. 108 
Weis Mfg. Co.....107, 108, 109, 110 
Tables 
Art Metal Construction Co...118 
Art Steel Co .181 
Browne-Morse Co. ...... - 182 
Corry-Jamestown Mfg Corp.. 125 
General Fireproofing Co........ 96 
Globe-Wernicke Co. ........... 103 
Lyon Metal Products, Inc.....106 
Mutschler Bros. Co............ 147 
BS. SGRMS TORRES COrocccccccess 167 
Victor Safe & Equipt. Co .184 
Teleph A ies 
Victor Safe & Equipt. Co.....184 
Telephone Stands 
Art Metal Construction Co.....118 
BOE ee Geiaceaunsccccecocscss 1sl 
General Fireproofing Co .. % 
Globe-Wernicke Co. ............ 103 
Yawman and Erbe Mfg Co....139 


Thumb Tacks 


Graff, George B., Co........... 188 
Moore Push-Pin Co............ 183 
Vail Manufacturing Co .133 
Type, Typewriter 
American Writing Mach. Co.. 97 
Ames Supply Co..........cccee- 111 
Shipman-Ward Mfg. Co.......117 
Typewriter Cleaning Material 
American Writing Mach. Co... 97 
Clarotype ik. \ seabeaeanwecoudas 168 
Mittag & Volger, Inc. ...- 169 
ee Ci cceceseseetees 184 
Dr. Seat Chemical Co... oven 
Shipman-Ward Mfg. Co +117 
CO 2 
Typewriter Cushion Keys 
Peerless Key-Imperial Mfg 
eee ase ‘ 159, 171 
Shipman-Ward Mfg. Co soakae 
Speed Key Mfg. Co............ 184 


Typewriter Cushion Knobs & Bases 
American Writing Mach. Co... 97 


(mes Supply CBrcccsccsvccceses 111 
Fox, Georg {> ee 118 
Peerless Ke y- —_— rial Mfg 
Co 159, 171 
Shipman- Ww ard — 
Typewriter Parts and Tools 
American Writing Mach. Co 97 


Ames Supply Co 111 
Shipman-Ward Mfg. Co ; 117 


Typewriters, Mfrs. of 


Corona Typewriter 95 
toval Typewriter Co —— 
Smith, L. C., & Corona Tws....95 
Underwood Elliott Fisher 
Co he .Back Cover 
Woodstock Type writer Co. 152, 178 
Typewriters, Rebuilt and Used 
American Writing Mach. Co... 97 
Morse Typewriter Co., Ine....185 
Pruitt Co. .. —— 
teliable Tw. & A. M. Corp 182 
Shipman-Ward Mfg. Co.. 117 
Visible Systems Equipment 
Art Metal Construction Co. 113 
Globe- We rnicke Co 108 
Sheppard, C. E., Co. 12s 
Victor Safe & Equipt. Co. .184 
Wilson-Jones Co. ... ni .158 
Yawman and Erbe Mfg. Co 139 
Waste Baskets 
American Can Co -- 112 
Art Steel Co .. 18) 
CRUG, GR. cc cccccccccens 176 
Corry-Jamestown Mfg. Corp...125 
Fox, George E., & Co 118 
General Fireproofing Co -. 6 
Globe-Wernicke Co 108 
Metal Office Furniture Co 150 
Worcester Wire Novelty Co...171 





AUGUST, 1937 


WANTS AND LOR SALE 


The rate for classified advertisements is eight cents a word, minimum charge, $1.60. 


SITUATIONS WANTED 

LOOSE LEAF MAN AVAILABLE—Can build profitable enles valame 
of accounting systems, visible and machine posting equipment—has 
thorough knowledge of accounting, loose leaf and blank books, and 
weneral office requisites. Interested in connection as manufacturer's 
field representative or aS manager of loose leaf department of retail 
stationer in Middle West or West. Extensive experience with large 
loose leaf manufacturer, as accountant, salesman on road and branch 
manager—also in general selling. Age 42, good health, married. 
Bondable, free to travel. High grade references. Address H-135, care 
Office Appliances, , Chicago. 








SAL ESMAN located | in California, with remarkable record, who for 
years successfully operated own store, is available for new connection. 
Recently completed difficult sales assignment for eastern stationery 
manufacturer. Has personal acquaintance with the principals of all 
major accounts in eleven western states. References include men of 
national prominence in industry. Address H-137, care Office Appliances, 
Chicago. 

Royal expert, 
overhauls and 


TY PEW RITER MECHANIC all makes, bench or calls. 
also repair adders and Dictaphones. Can really sell 


rebuilts. 35 years old, 20 years’ experience, 10 years foreman present 
job. Go anywhere, state salary. Box H-132, care Office Appliances, 
Chicago. 


SAL ESMEN WANTED 


METAL OFFICE EQUIPMENT SAL ESMAN experienced in represent- 
ing manufacturers to dealer trade. Must be cepable in every respect. 
Not over 40 years of age. Only written applications considered. Do 
not apply in person. Earl E. Humphrey, 1023 Union Trust Bldg., 
Cleveland, Ohio. 


EXPERIENCED RIBBON AND CARBON SALESMAN to head spe- 
cialized department. Largest stationery store in large Midwestern city. 
Salary and bonus. Want good producer with executive ability. Write 
Office Appliances, W-239, Chicago. 

SALESMEN covering central, western, northern and southern states 
to handle complete line of stencil dunlicating supplies. Liberal finan- 
cial arrangement to those who qualify. Address W-244, care Office 
Appliances, Chicago. 


WANTED SALESMEN to sell high grade line of office specialties, 
prefer men who have established accounts in stationery and office fur- 
niture stores, many good territories open. Address W-245, care Office 
Appliances, Chicago. 


SAL ESMEN. w ANTED to handle new line Self Inking Shielded Daters 
retailing at only 60c, also other models. Gancher Manufacturing Corp., 


423 Broome St., New York. 
MAKE BIG MONEY selling ERASER-HOLDERS for typewriters. 
Best invention of its kind ever put on the market. Write. Super 


Products Company, Spencer, Indiana. 


MEC HANICS ‘WANTED 
MECHANIC trained on Burroughs, Seon Hopkins and quad office 
machines wanted by dealer located in enterprising Michigan city. A 
good opportunity for service man with the necessary experience. Ad- 
dress W-246, care Office Appliances, Chicago. 


WANTEDEXPERIENCED BURROUGHS MECHANIC on Moon Hop- 
kins and bookkeeping machines. Our men know about this ad. Ad- 


dress W-237, care Office Appliances, Chicago. 
GOOD MECHANIC WANTED by Royal Dealer—give full details in 
application. Address W-247, care Office Appliances, Chicago. 


ENGINEER WANTED 


THERE IS AN OPENING in the engineering department of an impor- 
tant office machine manufacturer. Successful applicant must be a man 
with good background of mechanical engineering experience, be capable 
of creative and inventive work on development of new machines as well 
as improvements on present equipment. Must be an inventor who can 
work out details of his ideas for practical production. Remuneration 
will be commensurate with ability. Should be under forty-five years of 
age, preferably under forty. Complete particulars to W-249, care Office 
Appliances, Chicago. 


REPRESENTATIVES AVAILABLE 


IS YOUR PACIFIC COAST territory covered properly? Salesman 
with excellent record in the field and as executive is open for desirable 
line or two to sell to the trade in territory from Denver west and the 
Canadian line to San Diego. Well and favorably known by all dealers. 
Formerly western district manager for leading stationery manufacturer. 
Later operated own business until sold recently. Capable of producing 
good results on any line of real merit sold in commercial stationery 
stores. May I apply my ability to your merchandise? Address H-133, 
eare Office Appliances, Chicago. 


SALESMAN well acquainted in the South has resigned this month to 
establish himself as a manufacturers’ representative in that territory. 
Wide acquaintance among southern dealers. Interested in any line sold 
by stationers which offers fair returns for intelligent effort. Qualified 
from experience to do excellent sales job. Address H-134, care Office 
Appliances, Chicago. 


SALES COMPANY located in Los Angeles is open for agency of line 
having to do with business management and control. Equipped to sell 
to dealers or direct through established sales organization according to 
the requirements of the manufacturer and the line. Ready to handle 
the sale of some important appliance requiring intensive and alert 
sales procedure. Address H-138, care Office Appliances, Chicago. 


SALESMAN with unusual sales record on Addressograph and Postage 
Meter seeks agency for Memphis. Thoroughly responsible. A good 
producer. Convincing references. Will consider any office line of 
merit whether mechanical or supply. Address H-136, care Office 
Appliances, Chicago. 


MANUFACTURERS’ REPRESENTATIVDE, formerly salesman for lead- 
ing pencil manufacturer, seeks a line or two to sell to the trade in the 
East. Located in Pennsylvania. Calls regularly on stationers and 
department stores. Address H-139, care Office Appliances, Chicago. 


HERE I AM and THERE YOU ARE. I seek one account; stationery 
or office appliance; servicing New York. C. H. C. Stewart, 280 Broad- 
way, New York, Manufacturer’s Sales Agent. 


HONGKONG TYPEWRITER EXCHANGE, P. O. Box 740, Hongkong. 
Office equipment specialists. Offering service of agency along similar 
lines. Interested manufacturers kindly communicate. 




















REPRESENTATIVES WANTED 


IF YOU SELL DIRECT to offices, you can sell our high grade Type 
writer Specialty profitably. Liberal profit on each sale. Protection 
Quickly becomes a major line. Write for details, giving terri- 
Address W-238, care Office Appliances, Chicago. 


REPRESENTATIVES WANTED: We have a well established line of 
posture office and side chairs, and need several salesmen. If you now 
cover small city and town territories selling filing equipment, office 
furniture and supplies direct to consumers, and have no conflicting 
lines, we would like to explain our profitable proposition. Address 
W-236, care Office Appliances, Chicago. . 





given. 
tory you cover. 











TERRITORIES AVAILABLE selling superior quality universally used 
product direct to office supply buyers. State lines now handled and 
exact territory covered. Address W-240, care Office Appliances, Chicago. 


Three good repeaters. 





SIDE LINE for s salesmen selling direct to offices. 
Address W-241, care Office Appliances, Chicago. 





FOUNTAIN PEN REPAIRING 


WELTY'S REPAIR ALL MAKES Fountain Pens, Desk Pens, “Vak- 
uum” Pens, Pencils, etc. Repaired at standard prices. Mail all makes 
to ONE place for better service. (Established 1904.) We feature 
Gold Pen Points and Repairing. Welty Pen and Repair Co., 38 S. 
State St., Chicago. 














SALES LETTERS 


LETTERS WILL BUILD SALES: For years I poe “built letters that 
pull sales. You need them more than ever now. nd me your data 
for new letters, or unsuccessful letters for reshaping. Particulars on 
sgunest. Address H. M. Goldthwait, 123 Washington Ave., Santa Fe, 
N. Mex. 





ADDING MACHINE PARTS, TYPE, ETC. 
"37-38 ‘YEAR TYPE SPECIAL CHARACTER TYPE made to ‘order. 
Orders filled promptly. Send your old type with order. Adding Machine 
Parts—Keytops—-Adding Machine Ribbons. I. A. Dehn, Jr., 1450 102d 
Ave., Oakland, Calif. 


BUSINESS OPPORTUNITIES 


FOR SALE in Central Illinois, well established commercial job shop, 
combined with office furniture, supplies and equipment store. Age and 
ill health reason for selling. Address W-242, Office Appliances, Chicago. 























FOR SALE AND WANTED TO BUY 


ELLIOTT-FISHER MACHINES—Burroughs—Moon Hopkins—Adding 
Machines— Addressographs—bought and sold. Chicago Office Appliance 
Co., 533 S. Dearborn, Chicago. 


BURROUGHS, MOON HOPKINS, Elliott-Fisher, Remington Account- 
ing Machines, and everything in the office machinery line. State 
model, serial number and we will quote highest cash prices. Inter- 
national Office Appliances, Inc., 326 Broadway, New York City. 


ELLIOTT-FISHER Machines, Adding Machines, Comptometers, Bur- 
roughs and Monroe Calculators, Typewriters and all office machines 
bought and sold. Teeter-Warsh Co., 309 W. Kilbourn Ave., Mil- 
waukee, Wis. 


























PLLIOTT-FISHER machines, typewriters, adding machines—all office 


equipment, bought and sold. J. Crowley Company, 434 Caswell 


Bidg., Milwaukee, Wisconsin. 


WANTED TO BUY second hand Dictaphone or Ediphone Dictating and 
Transcribing Machines in good operating condition. State minimum 
acceptable price and serial numbers. Address W-243, care Office 
Appliances, Chicago. 


FOR SALE AND WANTED TO BUY—Continued on page 8 











8 
FOR SALE AND WANTED TO BU Y—Continued from page 7. 
DICTAPHONES, EDIPHONES—all models, select machines, prompt 


Sole distributor rights to our Cleartone 


deliveries, profit-making prices. 
American Dictating Machine Co., 


cylinders being granted to dealers. 
1141 we | New York City. 


DICTAPHONES, EDIPHONES, 
bought, sold—Wholesale, Retail 
Co.. 19 8S. Wells St., Chicago. 


SUPPLIES—-headquarters— machines 
Write us. Chicago Dictating Machine 


Sealers. 


ADDRESSOGRAPHS, 
Money 


Folders, Typewriters, 
Making Circular. Pruitt, 527 


Duplicators, Dictaphones, Multigraphs, 
Adding Machines. Write for FREE 
Pruitt Bldg., Chicago. 





OFFICE APPLIANCES 


KARDEX, ACME, POSTINDEX, etc., visible filing equipment of all 
types bought and sold. We specialize in this field and offer full co- 
operation to dealers. Commercial Card System, 401 Broadway, N. Y. 


VISIBLE EQUIPMENT! 








KARDEX, ACME, RAND, POSTINDEX Cabinets, Book Units, and 
panel equipment. Bought and Sold—Largest Stock in the World. 
UNIVERSAL OFFICE EQUIPMENT CO., Inc., 434 Broadway, New 
York. 





Duplicator inks and type- 


MULTIGRAP H RIBBONS re- manufactured. 
Write us, save money. 


writer ribbons. Established over ten years. 
Lewis _Co., 953 N. 4th St., Milwaukee, Wis. 


Ww ANTED “roll top tub card desks, Library Bureau preferred. "Address 
W-248, care Office Appliances, Chicago. 


Export Statistics by United States Department of Commerce 








United States Exports of Typewriters, May, 1937 
7770 7772 7774 1775 
Standard Portable Used and T ype- 
typewriters, typewriters, rebuilt writer 
new new typewriters parts 
Countries No Value No Value No. Value. Value 
Austria 202 9,538 172 4,150 147 4,346 29 
Azores and Madeira 
Islands 3 206 "eT 
Belgium 775 4648,752 239 6,801 86 3,000 853 
Bulgaria ) 378 : 
Czechoslovakia 221 14,856 282 7,548 170 5,163 . 
Denmark 21 1,412 172 
Estonia 39 2,937 49 1,151 
Finland 56 4,541 24 636 63 1,683 634 
France 1,127 79,619 950 27,632 535 20,697 2.875 
Germany l 60 
Gibraltar 6 398 30 996 20 320 
Greece 31 2,119 24 735 10 70 203 
Hungary 2 218 1 33 
Iceland 4 268 ‘ ‘ 
Irish Free State 51 3,546 13 315 10 245 
Italy 217 15,104 1s 643 451 
Latvia 16 1,161 5 180 
Lithuania 15 1,125 10 270 , 
Malta, Goso & Cyprus 5 _ 269 
Netherlands S87 06-226, 546 450 11,678 5160S s«15, 458 456 
Norway $63 20,169 579 16,247 209 
Poland and Danzig 166, 11,142 293 7,265 $44 
Portugal 120 8.373 179 5,600 34 1,332 50 
Rumania 25 2,127 32 1,051 2 79 6 
U. 3. 3. R. (Russia 16 1,280 35 1,368 SS 
Sweden 423 §626,629 723 4 «=-21,032 134 5,077 1,337 
Switzerland s4 », 826 218 6,447 a4 2,260 270 
United Kingdom 2.509 185,370 2.764 50,479 1,382 36,846 14,016 
Yugoslavia $2 2,054 134 3,907 42 1,599 2s 
Canada 30 3,202 6 283 345 10, 256 96,456 
British Honduras 5 314 
Costa Rica s 574 40 1,296 14 571 
Ciuatemala 22 1,312 6 150 
Honduras 16 1,121 2 634 2 100 6 
Nicaragua 7 663 l 56 1 52 : 
Panama 25 1,783 23 813 5 lys 45 
Salvador 60 4,345 20 662 40 
Mexico 677 45,047 1,113 35,438 158 », 244 524 
Newfoundland and < a 
Labrador 6 423 + 27 esse 57 
Bermuda ‘ 311 4 144 1 $5 
Barbados : 133 7 194 ‘ 
Jamaica . 22 1,511 4 108 4 192 44 
rrinidad and Tobago 0 1,387 : B 
2 » , dle ‘ ) 
a, 88 6,39 228 = 8,444 07 «=—«6,910 1,106 
Dominican Republic 32 2 59 2 130 l 
Neth. W. Indies 7 22 673 1 35 
Fr. West Indies F i) ; S = 
P » B « - * 
ph a_i 349 25,996 336 © 10, 789 132 4,262 198 
Bolivia 21 1,415 42 1,500 . . 
Brazil 1187 82,146 239 «812,209 115 4,562 481 
Chile 187 14,567 178 5,881 12 516 892 
Colombia 119 9, 411 11,062 l 36 213 
Ecuador 4 : . 12 00 3 
Surinam 74 22 225 1 25 
French Guiana A 12 35 ‘. ais 
> 
paraguay 168 138 4,026 63 2,254 1 35 
Uruguay 48 24 _ 607 246 
Venezuela 186 185 5,497 31 1,388 155 
Aden 5 89 l 50 oes 
Br. India 828 1,091 27,695 178 5,999 463 
Br. Malaya 9 92 2,922 256 
Ceylon 15 35 1,062 es 
China 91 29 889 ll 366 386 
Netherland India S2 195 5,137 4 141 351 
Fr. Indo-China 27 19 558 on 98 54 
Hong Kong 39 5A 1,397 27 1,196 eee 
Iraq 35 + 302 117 
Japan 05 75 2,268 204 7,866 415 
Kwantung 2 13 444 
Palestine 12 34 1,218 108 
3 . 
Puilippine Islands 235 56 1,847 235 7,709 854 
Siam 11 ; iar 126 
Sy is 6 97 ee . 
Turkey 23 132 3,373 oe 105 
Oo : i) 252 
a SE wa 81 6,707 2 160 2,039 
British Oceania 7 454 s 261 1 48 
French Oceania 11 219 2 79 4 160 
New Zealand 18 1,131 20 285 17 227 40 
Belgian Congo 4 530 41 1,177 = 3 25 
Union of South Africa 229 «615,103 250 7,551 82 3,522 1,106 
Other Br. South Africa 2 150 
Gold Coast 2 132 1 422 
Nigeria 18 1, + 33 838 
y es cs 2 32 e¢ 
Egyot oe ep ngencrnes 50 3,217 43 1,270 4 1,969 56 
Algeria l 89 12 501 19 S82 
Madagascar 6 415 . . 
Other Fr. Africa 33 2,634 46 1,583 5 125 
Liberia 3 224 6 181 
Morocco 6 473 : 
Mozambique ” 745 > 196 6 360 
Other Portuguese 
Africa 15 1,141 10 312 
Canary Islands 3 300 
Total 12,372 $837,913 12,670 $342,350 5,178 $166,924 $129,220 
il pe 
* —s . 110 $ 7,495 55 $ 1.838 20 $ 716 $ 114 
Puerto Rico 37 2,306 24 819 18 649 20 


Virgin Islands 4 "290 1 38 


709.23 
Caiculating 
machines having 
and electric motor 


780.86 
Calculating 
machines not having 


rYPEWRITER IMPORTS 
an electric motor 


FOR CONSUMPTION 


7781.6 as an essential as an essential 
Ty pe writers feature feature 
Countries 0. Value. No. Value. No. Value 

Germany 116 2,397 
Italy 3 S82 
Switzerland 525 7,961 
United Kingdom l 60 
Canada 2 35 

Total 647 10,535 ° 


United States Exports of Adding, Calculating, Billing Machines 


and Cash Registers, May, 1 





7752 7753 
Listing-adding- Typewriter-book- 7756 
bookkeeping ——" billing Listing-adding 
machines ines machines 
Countries No. Value No. Value No. Value 
Austria - an 1 351 19 1,652 
Belgium 3 4,827 13 9,950 67 10,205 
Czechoslovakia 2 1,591 14 10,561 75 5,946 
Denmark A 1 574 2 213 
Finland ‘ 109 7,243 
France 24 17,094 29 25,689 392 43,694 
Germany 4q 8,508 . on 5 165 
Greece ‘ s 14 790 
Hungary 1 773 li 1,176 
Irish Free State ° 6 5,556 5 405 
Italy 1 443 3 2,120 185 25,145 
Netherlands 2 921 10 5,648 136 =: 110,851 
Norway ‘ 7 6,422 53 2,489 
Poland and Danzig ¢ 3,914 98 10,861 
* Portugal : 4 205 
Sweden 5 4,361 17 6,928 283 16,268 
Switzerland 4 809 87 8,214 
United Kingdom 88 86,002 208 75,679 267 38,572 
Yugoslavia ‘ 1 870 : 445 
Canada 13 «10,540 y 2,166 132 10,699 
Costa Rica . 1 138 
Guatemala 1 1,680 5 195 
Honduras 1 40 
Nicaragua 2 280 
Panama 7 706 
Salvador . 1 27 
Mexico Ss 6,201 s 6,394 229 «16,975 
Newfoundland and Labrador. : saee , bees 2 173 
Bermuda l 141 
Jamaica 2 247 
Trinidad and Tobago , 8 600 
Other British West Indies . 3 213 
Cuba . 7 10,878 err sens 8&3 4,375 
Dominican Republic ° eee 6 435 
Netherland West Indies : ll 1,276 
Argentina. .... ‘ 1 543 4 3,538 283 22,984 
Brazil 20 18,714 27 23,719 197 12,836 
Chile... ‘ cans 25 1,570 
Colombia. . . 1 510 1 294 47 3,093 
Surinam , : - 3 178 
Peru ; . 1 997 30 1,897 
Uruguay ‘ eee 22s 21 +902 
Venezuela oe ee 3 3,078 57 6,702 
British India sone es 12 2,941 15 1,797 
British Malaya “A seen Pe asee 19 931 
Ceylon... sane 11 1,066 
China on 1 263 
Netherland India 2 1,610 7 3,373 
a Kong 2 1,110 5 ae aiid 
Japa ; . ‘ 5 342 
Philippine Islands : 10 7,603 70 6,194 
Syria - : . 2 89 
Turkey a iia : ll 741 
Other Asia ones ° 1 147 
Australia . 2 1,486 34 12,898 255 28,727 
New Zealand 3 3,168 4 3,252 74 10,670 
Belgian Congo . , 1 
Union of South Africa 4 3,018 13 10,304 107 =—:11,307 
Other British South Africa vnes “oes ate : 1 3 
Nigeria... . 1 102 ren ous 
Egypt ‘ - : " 7 755 
Algeria 1 65 
Tunisia. ... 1 123 
Liberia 1 154 
Other Portuguese Africa ‘ 2 210 
Total 196 $181,685 450 $234,740 3,615 $339,402 
Shipments to: 
Hawaii 2$ 1,320 2$ 1,204 26$ 2,653 
Puerto Rico 1 1,005 25 2,457 
7760 
7759 Other adding 
Card-punching, and calculating, 
7757 sorting, machines, 
Calculating and tabulating including used 
machines maehines and rebuilt 
Countries No. Value No. Value No. Value 
Austria...... 14 $ 1,706 1$ 71 1 $ 110 
Belgium. .. 32 4,341 2 10,016 17 1,432 
Czechoslovakia 69 8,877 5 8,073 43 2,651 
Denmark... 81 13,727 see see sens tie 
Finland... .. 24 2,582 osee oene 26 1,473 
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7750 Other coding United States Exports of Metal Office Furniture, May, 1937 
‘ a 
Card-punching, and calculating, 
7757 sorting, machines, giao A. 6131 6132 
Calculating and tabulating including used metal metal Sheet metal Sheet- 
machines machines and rebuilt lockers shel filing metal 
— 169 21.508 39 59.729 93 22,624 No. Value. Value. No. Value. No. Value. 
me . * ebb 4 2,152 : eee Austria.... 1 53 
ungary 2 - ; ane die E hy embed el wh cht a 
Irish Free Siate 3 548 “ia ae apts —.... LG PHASE ciate odes 608 a 2.5 ll 407 
i ae in ae <M Ge » — rpceseesceaees me ei 1 iv “ti 
~ Eat ; rs P 2705 Filand................. ones nite ~ he ed e 
Norway. =. 3 (1088 : ase ; ist ila tire vy insu ee i9 4i5 67 5 115 ‘ 68 
nf oe o- ts es a) an. Serecrerererrrrrr aan ara Po jens oh 
Sweden. » ce i ee oe <= 
Rwitzerland 3 SOR re eee -. 3 Net Bos vecevnses » & 4s «507 890205 1,782 185 
United Kingdom 199 40,219 ‘50 19,798 WR ~ — ‘Mbdegeeteonesen soe eee | SS a Re 
Canada 59 11,740 a 633 $1 1,287 eden. oo "a Saale eesti “i9 4i2 53 2,824 91 789 
British Honduras . tees . 1 Switzerland... aap. sad 2 "100 ea 7 
oo: 3 | ae aneg “ae United Kingdom . “ase athe ae ee aes 79 878 i 67 
~ m.- : s oes i. .ncpaibeses oe iad oan av & + a 
Ralveder......22. . = H Getter acess: er ee a ee ee 
Mexico : 29 5,454 14 1,816 " 5 17 nit ices - “hi “78 2 3 “782 
Newfoundland and Labrador. 1 125 : . ate 9 48 2 213 
Jamaica ; . 1 100 oe 3 108 b 
Trinidad and Tobago sah 2 283 . ee etl "ia ae ce 4 Ie it 
oan British West Indies ia 2737 : “ses : aie 92 1,576 36 ai 1.729 4 220 
Dominican Republic 1 63 . oss “4i “Rie 08 P 
> 2 nh 41 bag tt 4 16 7,036 17 786 al 518 226 + is 74 45 2,050 
olivia 2 312 ; - ae ee aa 
Bragil.. ae gues 39 40,122 si 2,665 — 3 MR see 
Colombia... § 5 3,547 50 «189 et “Ye ea nn Fe 
Peru. . z _— ‘ 7 789 1 400 4 108 Other Rritieh W India mia 
ERE -_ ; 118 Ou British W. Indies... 13 179 <kad 6 a Gas 
Venezuela $1,685 sot 005 ie i: neo ee 
British India is +S ee 435 Netherland West Indies... 82 54 256 Se a | 
Netherland India 8 652 . 4 205 French West indies ieor a Se) eee ead 
French Indo-China 1 394 2 2,001 ee . A ntina — * 71 314 6 3 108 Site res 
Hong Kong 2 495 soe Bolivia a Se ee - aap 24 642 et 
ion . 5 1012 Bolivia... 2.00.00... 0. Fits 260 ‘ | Pree 
Kwantung.. _ 1 6,859 : oe Chile a 4i 1 227 15 433 
Palestine 1 31 Colombia tae 88 ‘532 352 20 1,022 i6 1,667 
Foltippine Islands 3 2.678 ee ee 64 » 4 "116 ’ 
= + el hn 
Australis 48 13.132 British < Guiana. na ten ieaais z s0h — + 
New Zealan ‘ 2.0% TE « «ena ol ee ee “4i¢ “166 ! “a 
Union of South Africa li. 2'312 re Uruguay econ elven eS ae 3 Mae : a 
RYE : 55 re LL x hese oe. ee 97 4,206 3 1 
Tetal......... 1,229 $201,342  184$189,990 939 $51,444 eae eee Ss a ps4 3 ae §& 
~~ meee o etherland India. seas des ints 
— —~y eee 31S Geer 4$ 510 French Indo-China. : :: : :: 2 37 io = “246 
Virgin Islands . 5 eee ee ee 
Philippine Isiands........ 71 +=: 1,047 84 469 8,077 24 «=«1,472 
2 Mettésae waves cnesveonke ‘ ‘ 
7761 ; : Poy je? 
Parts for 7766 y+ ee i tee nee 
accounting and 7764 Cash registers, French Oceania. /| ||| |’ 7 : r i "98 aby 
calculating Cash registers, used and New Zealand bebe tei mci FP nb 9 33 dd 
machines new rebuilt British East Africa... |). || Reig 2 AE: 
Countries Value No. Value No. Value Paypt. beers —_ ; ate i "an3 "186 273 ea gee 
SE o+-+<- reseeee § $181 var | fg aes Mesmbtees............. 50 286 phe ~ honk ea’ 
} — — SERRE Se an "BB guys TOBA see eeeeeeees 1,887 $21,723 9,900 2,875 64,681 590 27,074 
Denmark +<ahs reanesese. A 1 392 3 — ae 37 81 
oe justia , 38 45 5.549 Pi Sacnene 4 $1,340 764 29 942 1 aR 
a.” Saaweded "9s 890 77 -20'470 Puerto Rico........... 114 =: 1,002 236 1420 2,427 7 387 
Germany ‘ ‘ 377 apt ° 
Greece. . eee 5 ates . 3 51 2 2,086 taal vee" 6134 
Hungary ’ ; ’ nian 126 w ‘ sh onée Bank Other me 
er. as ; : ; “eae 9,976 , ‘ ; and furniture 
Netherlands. .... jasaeks “ee i4 4,393 20 =. 2,629 safety 6135 6138 
Norway dai iad 303 5 6,073 42 8,398 deposit Other 
Poland and 1 Danaig. : 335 ; ac acd 1 29 vaults office 6137 Chief 
Portugal. ale oat ‘ ; 11 808 and —_ Chief value 
Rumania . 1 361 Pe inde vault 6136 value of 
U. 8. S. R. (Russia) peace 907 220 108,600 6133 equip at "hx. Metal beds and of — 
Sweden ; 1,237 25 7,893 9 3,815 Safes tures bed springs metal "Vib 
Switzerland : ? 2.003 9 2.987 4 1,281 Countries No. Value Value Value No. Value Value Value 
United Kingdom. . 49.099 83 39,016 2 45 
Canada.... : ac " 94056 42 "950 5 62 Austria.. tenes tees vee 9 
Costa Rica......._- viele : 27 2 138 1 192 Belgium vee tees = §26 
Guatemala ‘ : ‘ : a 1 80 i Ear Cacchoslovakia. seee snee 596 
Nicaragua Riso Cacd. sk vane haeees 50 12a te aie Denmark. H+ cess 
anama..... sain dhbneckeabinttae ‘ 7 f ee 
ee SNe 28 6.858 9 339 7,567 7 159 315 
Newfoundland and Labrador..... |... 43 . 2 189 79 rey eens 
Jamaica..... a fade ; 2 330 a ts 72 1 25 
Trinidad and Tobago............. 12 136 wees 
Other British West Indies a i 212 i 225 
Cuba Sepreereeeerererrerrreerreee 144 7 342 35 2,424 tee 5188 a 346 wees 
minican Republic. . a Tl : - f , “oad . * sas 
Netherland } West Indies...... 2... ..: 50 1,133 2 103 752 904 10 95 406 
Argentina. 798 $3 «5.651 54 10,912 ‘tha ora8 ie 30s sees “eas 
Bolivia....... ace BET ah 131 ’ ay et — — "3 4 sees a sees sees 772 
sy sees ee iee a + be 17, 7 -ae7 105 11,446 ame Kingd’ ‘m 26i 16.760 at 1 4,886 jak en 1.215 
Colombia. oe ‘ : ‘ Ree 58 19 3 369 , “42 2,179 Canada....... 80 5,931 1,710 7,438 272 1,908 22.145 
Ecuador..... 58 ak FE ee —_ 
EE eo sts : 32 . oe: pe onduras.... ... évas oeee e 10 36 rag” 
Pine noses tidah thew Gustaueees 141 2 222 2 i170 Costa Rica.... ... tees “es. 261 192 1,054 33 
Uruguay....... a Fale cit 4 8 1,128 13 1,682 Guatemala.... ... tees 269 = 48 205... 
Venezuela.......... ae 115 3 " 5 yp Honduras... . . ons "9% ware 39 333 seen cee 
British India... ‘ 2 . 482 5 1.413 eg pecee 2 eene “30 4 23 288 edie 
British Malaya bi chee 18 4 7 3 aan 5 465 see 362 1,766 10,873 3,166 195 
China. ae 766 px Ne : La gl eecess Ss re ése0 5R6 oan Pre saad ees 
Netherland India. a ae 352 ‘’ Sie 2. ‘iit Mexico 41 2,593 .... 6,223 314 «1,374 = 9,013 630 
French Indo-China. Ja 250 2... . Soot ao ‘t' Miquelon & St. 
Hong Kong... f ‘ ; : 25 s. b : pene. Pierre Is. en ove see cone TTT osee 12 
Japan. Ce wales ts Da ’ abs 98 3 660 3 544 Newfoundland - 
Pales pay 9 wv ; ee ::- Some eho ‘"'. os 313 Fr odee 
Philippine Beer. uns ereeeee ss. SF Se 5 SS Re oe 4 257 (1,040 «(45,724 «= alli‘ 
Australia...-... 1.12): oo ja? < : es abe Tee and 
New Zealand aa <> ee 3 405 é> ae 3 356 S 446 = 1,939 26 
British East Africa. eacce Bs ‘jaa we ands aiisl Bt ritieh ae 900 1.988 ase 
ee Africa... 1.288 in Be | i500 tw... «So 780,042 418842206 88 
i ya en me 56 33 204 617 
Total <tadins sescda ee 828 $249,245 502 $79,761 Netherland “ em Peatat..» -* 
Shipments to: = “y ‘ ah ¥ “hs 
Puerto Rico ee .<5aeee 5 1.583 4 1,338 ee + ones tees 100 ite ye 508 wees 50 
Virgin Islands ee. Soke 4 1.319 ‘ : ia Ta ph agedhde nes . 43 oa ae “991 wee. 
ie SS is cha 4. 48s ia 5 1,114 le 87 
A tariff lt F ES “aa 2b7i 908 780 BAD 304 
_ A tariff protocol between Estonia and Poland provides reductions in OlOMDIA..... . . . . ‘ 
import duties. Included in the items covered is Estonian typewriters. } + ERS 1 91 56 detes)s: 3 oo "aa : 


(Commerce Reports). Surinam....... cel” ae ee 4 81 45 
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(Metal Office Furniture Exports Continued from Page 9) 
Peru i 24 933 45 482 174 
Venezuela 14 1,009 75 2,551 499 4,907 402 
British India 6 298 601 8 105 
om Malaya 63 52 343 
seylon. ; 26 
Chine , 6 788 41,645 72 543 700 
India 858 9 148 
French Indo- 
China 10 24 
Hong Kong 2 150 4,977 50 31 387 
Japan 14 1.873 65,631 4 78 43 
Kwantung 192 
Palestine 30 
Philippine Is! 110 4,666 300 1.646 566 4.304 431 
Siam.. 35 
Turkey 5 234 131 
Australia 1,232 11 451 
French Oceania 213 1,250 
New Zealand 549 7 
Union of 
8. Africa 16 613 2,988 129 476 = 14,531 10 
Other Britieh 
South Africa 68 
Nigeria 12 “4 36 
Egypt 61 233 1,422 60 
ot French 
Africa 4 29 281 
Liberia 7 35 44 
Mozambique 1 24 26 
Other Portu- 
guese Africa 72 
Total. . 633 39.984 114,831 55,495 9.792 57,864 59.57 2,619 
Shipments to 
awall 20 1,968 630 3,475 4,202 19,204 10,137 52 
Puerto Rico 7 443 2,418 2,962 17,838 4,984 542 
Virgin Isi'ds 182 633 6 
— — > _ 
Market for Office Equipment—Ecuador 
Vice Consul Frederick L. Royt and Vice Consul Philip K. Tattersall, 
Guayaquil 
General 
There were no significant developments in the market for office ma 


chines and equipment during 1986. The market continued to be small and 


was reduced by the restrictions created by the control of imports, ex 
ports and foreign exchange, which was established on July 30, 1936 
Purchasing power generally increased during the year and new invest 
ments—particularly in buildings and offices—-were made, but the estab 
lishment of the exchange and import control in the middle of the year 
and the peculiar fact that some of the largest buyers of office machines 
and equipment go to the United States personally to buy their equip 


ment, some of which is used and rebuilt, have militated against the 
natural tendency for an increased market during 1936. 

Important features of the trade are the large number of clerks avail 
able at low salaries; the prevalence of small offices working with ex 
tremely low overhead; high ocean freight charges and import taxes on 
many types of office equipment, especially metal furniture; the cheapness 
of locally manufactured wooden office furniture; weather factors causing 
rapid deterioration of certain types of equipment; extremely small 
agent's commissions allowed on Government contracts; the custom of 
some large buyers of purchasing new, used and rebuilt equipment directly 
from factories and distributors in the United States; and, in general, the 
greater significance given to the price factor as compared with the 
quality factor 

Typewriters 

The United States is the predominant supplier of typewriters in Ecua 
dor. However, German competition, which was formerly very small, 
increased during 19386. American typewriters are sold at retail for about 
1,500 sucres (about $1483 at the official rate of exchange). A standard 
German typewriter is sold at retail for 1,300 sucres (about $124) 
American portable typewriters are quoted at between 550 and 750 sucres 
($52 to $71, approximately) while a German portable is quoted at 290 
sucres (about $28). 

The principal purchaser of typewriters is the Ecuadoran Government 
Contracts with the Government allow very low commissions to local 
agents. Recently a number of American typewriters were purchased at 
distributors prices; the manufacturer gave the Guayaquil agent a com 
mission of $5.00 per machine 

Adding and Calculating Machines 
principal competitor of the United States in the Ecua 
doran market for adding and calculating machines. Small Swedish adding 
machines sell at retail for about 1,000 sucres (about $95) but the 
majority of adding and calculating machines both by number and value 
are of American manufacture. 

Accounting and Bookkeeping Machines 

Foreign competition in the market for accounting and bookkeeping 
machines is confined to Germany. The market, however, is small as the 
price is prohibitive except for large Government offices, leading banks and 
one or two of the largest firms. Sales of such machines are rare. Cus 
toms statistics do not clearly indicate the imports of such machines but 
it is estimated that the imports in 1985 were about 5.000 sucres. Im- 
ports during 1936 were $20,545, because of the purchases of new equipment 
for a bank. Most of this equipment is reported to have been purchased 
in the United States directly from manufacturers and from bank re 


ceivers 
Cash and Autographic Sales Registers 

The competition of foreign cash registers is insignificant but the market 
is small. No registers were imported during 1935 but $686 of miscella- 
neous machines such as fare registers used on the street cars and busses 
which are grouped under the same paragraph of the Ecuadoran customs 
tariff were imported in that year. During 1936 three American cash 
registers were imported. A Guayaquil firm still has two registers remain 
ing of an excessive stock imported several years ago. 

Autographic sales registers are not sold in Ecuador although attempts 
have been made to sell them during several years. The compelling reason 
is that such devices require special printed forms the price of which 
after the payment of the high import duties such forms, is 
virtually prohibitive. 

Coin-counting machines are employed only to an extremely limited ex 
tent by some of the large banks because the lack of uniformity in sizes 
of coins makes impracticable the use of these machines generally. 

Duplicating Machines 
prices of job printing in Ecuador the 


Sweden is the 


issessed on 


Owing to the low sale of various 


types of duplicating machines is very small. During 1935, the imports 
of such machines amounted to 4,043 sucres; in 1936, 7,504 sucres 
Dictating Machines 
It \s reported that only one dictating machine was imported during 
1936. Unsuccessful attempts to increase the sales of such machines have 
been made at various times in the past 





OFFICE APPLIANCES 








BUSINESS OPPORTUNITIES 


Important to Manufacturers 
The following detailed inquiries, received direct from readers of OFFICE 
APPLIANCES, are tangible business opportunities. 
Where inquirers submit references mention is made in the item. 





Wanted Here at Home 


Dealer Asks for Catalogues...Geo. B. Border, Steubenville, Ohio, a 
(lealer, requests catalogues from manufacturers of office furniture, 
filing equipment, commercial stationery and office machines 


Specialty Salesman at Memphis Seeks specialties or supply items. 
Shirley N. Lovelace, Y. M. C. A. Apartments, wishes to take on an 
office specialty or supply line to sell direct in Memphis and environs. 
During a ten-year connection with the Addressograph organization 
he built up an excellent record; he also spent three years with the 
Postage Meter Company. Mr. Lovelace states that he will consider 
any office line which will be responsive to specialty selling methods. 


Catalogues for the New Northern Stationers 
The Northern Stationers, Savings Bank Building, Marquette, Mich., 
wishes to receive catalogues from manufacturers. John M. Hogan is rep- 
resentative of The Shaw-Walker Company in the Northern peninsula 
The past six years he has covered the same territory for a printing 
house, and has built up an acquaintance among office supply buyers. 
—_——_> 


Art Preservative at Paris Fair 


Commerce Reports states that an interesting feature of the Inter- 
national Exposition at Paris, which opened May 25, includes a press 
pavilion. There is an immense map, sixty feet high, illustrating by 
lights the travels of press special correspondents since the latter part 
of the last century. Documents and photographs enable visitors to 
realize the difficulties and dangers encountered in the search for news. 

The more remote history of the press will be depicted by a reconstitu- 
tion of Gutenburg’s printing office, and that of Theophraste Renaudot, 
who started the first Paris newspaper over three centuries ago. 
> — 


Market for Office Equipment—Cuba 


By Assistant Trade Commissioner John P. Hoover, Habana 
Sales of office machines and appliances of almost all types during 1936 
were greater than in 1935 as an accelerated trend toward the replacement 
of worn-out obsolete equipment, delayed or postponed during depression 
market for new machines, 





years, manifested itself. With an improved 
there was a decreased sale of domestically-procured second-hand equip- 
ment, although there was a larger importation of rebuilt typewriters, 


adding and calculating machines. The value of individuai orders for other 
appliances increased as numerous buyers made purchases of several units 
it a time, whereas multiple-unit sales were almost unknown during 1935. 
This applied chiefly to typewriters, adding and calculating machines. 

Euro ean competition in this field remained insignificant, the United 
States being virtually the only supplier of Cuba's imports of office ma- 
chines. Probably the most important exception was in regard to calcu- 
lating machines, for one or two Swedish makes of reputed high quality 
were represented in Cuba. A German stencil duplicating machine was 
likewise on the market, but was beyond the competitive price range. 
Cuban statistics showing the importation of office appliances for the 
past three years are given at the end of this report. 

More detailed information regarding American exports of office appli- 
ances to Cuba is given in United States Export Statistics, which follow: 


Typewriters 

The United States statistics show an increase in the total number of 
typewriters exported to Cuba in 1936 over 1935. While the number of new 
standard typewriters exported was slightly lower than in 1935, the number 
of used machines increased. A notable gain was made in the number of 
portable typewriters exported to Cuba, although it may be pointed out 
that the unit value of the exports was below that of the previous year. 

Cuban statistics show an increase in the number of typewriters im- 
ported; and the indicated decline in the unit value of the imports is in 
line with the increase in the number of used machines imported, as shown 
in the United States figures. 

Dealers report that sales during 1936 were fairly good, although the 
total sales of new standard typewriters were still well below the esti- 
mated annual replacement market, which is said to be about 3,500 units. 
It may be pointed out, however, that an important part of the demand 
for typewriters was supplied by used and rebuilt equipment, some of 
which were obtained in Cuba, but many of which were imported. Some 
of the agents for leading American makes imported factory rebuilt equip- 
ment to help meet competition from independent dealers in used ma- 
chines. It is believed that imports of rebuilt typewriters will be much 
less of an important factor in the market during 1937; for as economic 
conditions improve purchasers will be more and more inclined to demand 
new machines. Stocks of second-hand typewriters, while not yet entirely 
liquidated, are much lower than they have been during the past several 
years. 

It seems likely that sales of portable typewriters will continue to in- 
crease as several dealers are pushing their sale through advertising 
campaigns intended to stimulate the demand for portables for home, 
school, and professional uses, etc. 

A line of American electric typewriters is being offered on the market: 
but the fact that people are not yet educated to their use, together with 
the high initial cost, greatly limits their sale. 


Adding Calculating, Bookkeeping, and Tabulating Machines 
On the basis of the United States export statistics given above, the 
increase in the number of machines of these types exported to Cuba has 


been more marked than in the case of typewriters, the most important 
items being listing-adding machines and calculating machines. Cuban 
import statistics agree with American export figures only in indicating 


increased importation of these types of equipment. 
reported to have been satisfactory during 1936 and to have 
establish- 


a greatly 
Sales are 


been made principally to banks, sugar mills, and commercial L 
ments, the leading users of calculating machines. Purchases of adding 
machines were larger on the part of the Government 


As in the case of typewriters, the presence on the market of second 


hand and rebuilt adding and calculating equipment has had an average 
influence on the market for new machines. Some dealers have imported 
rebuilt and semi-new machines to meet competition. Used bookkeeping 


machines are not an important factor in the market, and there have been 
no imports of used card-punching, sorting, and tabulating machines. 





AUGUST, 1937 








PATENTS 


Copies of patents shown here can be obtained 
from the Commissioner of Patents, Washington, 
D. C., for ten cents each in cash, postoffice 
money orders or certified check. Stamps and 
personal checks not accepted. 





2,085,464. Feed Mechanism For Typewriters. Thomas 


French, Rumford, Maine. Application March 21, 
1935, Serial No. 12,172. Granted June 29, 1937. 

2 085,663. Screw Pencil. Karl Valdemar Jorgens™, 
Hellerup, Dezrmark. Application February 4, 1935, 
Serial No. 4853. tn Denmark February 16, 1934. 
Granted June 29, 1937. 

2,085 880. Fountain iInkwell. Eddie P. Truesdale, 
Camden. S. C. Application March (6, 1936, Serial 
No. 69,212. Granted July 6, 1937. 

2,085,993. Duplicating Attachment. Lewis D. Nel- 


son, Dearborn, Mich., assigner ef one-fourth to Lena 
C. Trimby and one-fourth to Robert H. Trimby, both 
of Highland Park, Michigan. Application April 
1935. Serial No. 14,669. Granted July 6, 1937. 

. Leid Crandall, John W. Davis, and 
Lindquist, Los Angeles, Calif., assignors 
te Harry A. Morgan, Los Angeles, Calif. Application 
ke 10, 1936, Serial No. 58,511. Granted July 6, 


2 086.274. Typewriting Machine. Adoiph G. Kupe 
New York, Y., assignor to Underwood. Elliott Flener 
Company, New York, N. Y., a corporation of Delawrre. 
Application January 1{5, 1936, Serial No. 59,165. 
Granted July 6, 1937. 

2,086,657. Eraser Attachment For Pencils and The 
Like. De Traville M. Alford, Nashv.ile, Tenn. Ap- 
pliextion Jecuary 2, 1937, Serial No. 118,712. Granted 
July 13, 1937. 

2,086,700. Multiple Record Pad. Clifford M. Doan, 
San Leandro, Calif., assignor to Schwabacher-Frey 
Company, a corporation of California. Application 
= 27, 1935, Serial No. 38,048. Granted July 13, 


2,086,749. Bookkeeping Machine. Oscar J. Sund- 
strand, Bridgeport. Conn., assignor te Underwood 
Elliott Fi her Company, New York, N. Y., a corpora- 
tion of Delaware. Application September 25, 1934, 
Serial No. 745 401. Granted July 13, 1937. 

2,086,844. Desk Set. Charles W. Beck, Toledo, 
Ohio. Application September 12, 1935, Serial Ne. 
40,286. Granted July 13, 1937. 

2,086,922. Staple Driving Machine. Roy E. Peter- 
son, Norwalk, Conn., assignor te The E. H. Hotchkiss 

a corporation of Connect.cut. 


Company, Norwalk, Conr.. 
1936, Serial No. 64,015. 


Application February (5, 
Granted July 13. 1937. 

2,086,945. Typewriter. Jakob Fritz Pfeiffer, Zurich, 
Switzerland, assignor to Wanderer-Werke vorm. Winki- 
hofer & Jaenicke Akt.-Ge:., Sehésau-Chemnitz, Ger- 
many. Application March 18, 1933, Serial No. 661,464. 


in Switzerland and Germany March 21, 1932. Granted 
July 13, 1937. 
2,087,182. Listing Adding Machine. Loring Picker- 


ing Crosman, Maplewood, N. assignor to Gardner 
Company. Orange, N. J., a corporation of Delaware. 
Appl.cation December 14, 1936, Serial No. 115,853. 
Granted July 13, 37. 


2,087,242. Stapling Device. Ear! C. Bunnell, Strat- 
ford, Conn., assignor te Neva-Clog Products, Inc., 
Bridgeport, Conn., a corporation of Connecticut. Ap- 
plication 1934, Serial No. 743,989. 


September s* 


Granted July 20, 193 
2,087,253. Tilting Mechanism Especially for Chairs. 
Walter F. Herold, Bridgeport, Conn., assignor to The 


Bassick Company, Bridgeport, Conn., 
Connecticut. Application May (6, 
21,738. Granted July 20, 1937. 


a corporation of 
1935, Serial No 


2,087,310. Eraser For Pencil and Holding Tip 
Therefor. Horace B. Van Dorn, Maplew MH. Iuo 
assigner to Joseph Dixon Crucible Company, Jersey 
City, N. J., a corporation of New Jersey. Applieation 
ae 5, 1936, Serial Ne. 109,205. Granted July 

2,087,315. Time Stamp and Numbering Machine. 


Vernon M. Bugg, Binghamton, Y., and John F. 
Milligan, Ridgefield Park, N. J., assignors by mesne 
assignments, to International Business Machines Cor- 
poration, a corporation of New York. Application 
Oe 20, 1935, Serial No. 12,000. Granted July 20, 

2 087,362. Envelope Blank. Willard E. Swift, Wor- 
cester, Mass., assignor to United States Envelope 
Company. Springficid, Mass., a corporation of Maine. 
Application February |, 1934, Serial No. 709,356. 
Granted July 20, 1937. 

2,087,397. Loose Leaf Binder. Winfield L. Dins- 
moor, Menlo Park, Calif. Appl.cation April 27, 1935, 
Serial No. 18,622. Granted July 20, 1937. 

2,087,409. Key Lever Adjusting Mechanism. James 
F. Koca. Woodstock. Iill., assignor ood_tock Type- 
writer Company, Woodstock, Ill., a corporation of 
IMinois. Original application March 2, 1933, Serial No. 
659.335. Divided and this application June 25, 1934, 
Serial No. 732.200. Granted July 20, 1937. 

2,087,542. Accounting Machine. Robert L. Muller, 
Detroit, Mich., assignor te Burroughs Adding Machine 
Company. a corporation of Michigan. Application De- 
— 28, 1925, Serial No. 78,028. Granted July 20, 

2.087.672. Fountain Pen. Gabriel Larsen, Spring- 
field, and Henry N. Briechle, Irvington. N. J., assignor 
te L. Waterman Company, New York, N. Y., a 
corporation of New York. Application April 6, 1935, 


Serial Ne. 15,044. Granted July 20, 1937. 
2,087,740. Post Binder For Loose Leaf Sheets. 
Jehn Schade, Holyoke, Mass., assignor to National 


a corporation 


Blank Book Company, Holyoke. Mass., 
1935, Serial 


of Mas achusetts. Application October 4, 


No. 43,471. Granted July 20, 1937 

2,087,779. Stapling Device. William G. Pankonin, 
Chicago, Il! Application June 21, 1934, Serial No. 
731,609. Granted July 20, 1937. 


2,087,791. Inkstand. Frank M. Ashley, Great Kills, 
N. Y., assignor to Lewis Gompers, as trustee, New 
York. N. Y. Applicat.on September 15, 1936, Serial 
No. 100,831. Granted July 20, 1937. 

2,087,998. Fountain Pen. Solomon M. Sager, Glen- 
coe, tll. Application January 18, 1936, Serial N+. 
59.672. Granted july 27, 1937. 
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Louis Melind. 


088,009. Adjustable Dating Stamp. 
Serial No. 


2, 

Chicago, til. Application June 25, 1934, 
732,222. Granted July 27, 1937. 

2 088,054. Calculating Machine. Lering Pickering 
Crosman, Maplewood, N. J., Se to Gardner Com- 
pany, Orange, N. J., a corporation of Delaware. Orig- 
inal application October 2, 1935, Serial No. 43 145 
putes and this application January 22, 1936, Serial 

.188. Granted July 27, 1937. 

WS 008 064. Back Spacing Mechanism. James F. 
Koea, Woodstock, Ill., ig te Weodsteck Typewriter 
c Woodstock, Ill., a corporation of Illinois. 








Pay a7 tea. 2, 1933, Serial Ne. 659,336. Granted 


ar 27. 

Ly pewriter Platen Shift Lock Release. 
ener & Handley, Glendale, N. Y., assignor - Royal 
Typewriter Company, ine., New York. WN. Y., cor- 
poration of New York. Application Augu:t 26, * 1936. 
Sorial No. 98,025. Gran July 27, 1937. 

2,088,431. Loose Leaf Binder and Sectional Ring 
Therefor. George W. } man, St. wee Mo., as- 
cone to Loose A etals Company, corporation 

Missouri. Setos July 5, 1935, Serial Ne. 
29.813. Granted” uly 27, 1937. 











Executive Sta of the National Typewriter & Office Machine Dealers Associa 
tion, 1937-1938 


Group Picture: (Seated, left to right) R. H. Preston, Preston 
Typewriter Company, Knoxville, Tenn., Director; J. P. 
McWilliams, Midwest Typewriter Company, Kansas City, 
Mo., Re-Elected Secretary; Lamont H. Wood, Midwest 
Typewriter Company, Kansas City, Mo., Re-Elected 
President; Mrs. Jessie |. Taylor, Globe Typewriter Com- 
pany, New York City, Re-Elected Treasurer; G. S 
Cambias, Cambias Typewriter Exchange, New Orleans, 
Le., Director. (Standing) Irwin Vincent, Western Type- 
writer Company, Topeka, Kansas; C. D. Bills, Typewriter 
Sales & Service Company, Washington, D. C.; Frank 
Marin, Typewriter Sales & Service Company, Chicago; 
Elmer Young, Young Office Equipment Company, Chicago; 
F.C. Waltz, Waltz Typewriter Company, Cincinnati; 


James P. Ward, Sr., Shipman-Ward Manufacturing Com- 

any, Chicago; all Directors. L. C. Neuberger, Broadway 
Raeasier yaa New York City, who was Elected 
Vice-President, was not Present when Group Picture was 
Taken at Cincinnati. (Photo by Childs Studio, Cincinnati). 
Those in the Strip of Pictures are all Directors not shown 
in the Group Photograph. They are (left to right) Theodore 
Schafer, United Typewriter Company, New York City; 
W. T. Corney, Thomas & Corney, Ltd., Toronto, Ont.; 
W. F. Clausing, International Typewriter Exchange, 
Chicago; H. E. Russell. Office Equipment Company, Des 
Moines; Hugh J. Williams, lowa Supply Company, 
lowa City, lowa; J. S. Morse, Morse Typewriter Com- 

pany, Inc., New York City. 


(See Page 38) 
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Thirty-Second Annual N.S. A. Convention 


Waar IS being planned for 
the thirty-second annual con- 
vention of The National Sta- 
tioners Association to be held 
in Chicago September 27 to 30, 
inclusive, ensures the enthu- 
siastic interest of delegates 
and visitors. 

In the business sessions will 
be discussed certain trade sit- 
uations which are engaging 
the minds of dealers in every 
section of the country. And 
there one will learn what 
others are doing to adjust to 
the requirements of the vari- 
ous new state and federal laws 
with which business is hedged 
about. There, too, will be an 
exchange of ideas for resolving 
other difficulties with which 
all are confronted. 

The products exhibits will 
be impressive and more exten- 
sive than last year. With hours 
for the exposition opening ar- 
ranged to afford ample time 
for visits to exhibits, where the 
manufacturers and their rep- 
resentatives will be in attend- 
ance to furnish information. 

A special committee will pre- 
pare a program of entertain- 
ment for both men and 
women. Chicago’s numerous 
cultural and recreational at- 


The Scene Is Being Set 
for a Gathering at Chi- 


cago Surpassing the 


Great Assembly of 
Last Year 


tractions afford a wide range 
of interest. Only a few min- 
utes’ distance from the hotel 
are the library, Art Institute, 
Field Museum, Shedd Aqua- 
rium, Adler Planetarium, the- 
atres, movies, radio stations, 
etc. While a ride along the 
twenty-five mile lake front af- 
fords an impressive view of 
Lake Michigan and the Chi- 
cago towers. The temperature 
in Chicago at the end of Sep- 
tember is pretty sure to be de- 
lightful. The heat of the sum- 
mer will have waned to be re- 
placed by a note of autumn in 
the air. 

Chicago, a city youthful and 
vigorous and pulsating with 
energy, is the central market 
place of a flourishing section 
of the country. Its geograph- 
ical position with its water- 
ways and railroads, make it 
the shipping point of a vast 
commerce which reaches the 
markets of the world. 


Chicago’s Place in the Industry 


And Chicago has long main- 
tained an outstanding position 
in the stationery and office 
equipment industry. Here a 
number of office machines, 
office systems and office utili- 
ties had their origin. And here 
The National Stationers Asso- 
ciation, destined to become 
one of the most important 
trade associations in the coun- 
try, had its birth. 

To make the forthcoming 
convention memorable, local 
manufacturers who produce 
an extensive variety and vol- 
ume of the commodities of the 
industry and the local dealers, 
many of whom have contri- 
buted to the expansion and 
elevation of the stationery 
business, have entered enthu- 
siastically into the plans of 
the organization executives. 


Convention Details 
As we go to press, a release 
concerning the convention is 
received from the Washington 
headquarters of the N. S. A. 
Following are some excerpts: 


“As announced before, the big 
Five Centuries of Progress Exposi- 
tion was a complete sell-out eight 
months before the opening date 
of the Convention. Since that time 
about one-third more space has 
been added and sold and at the 
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present time the Exposition com- 
prehends about 25,000 square feet 
of exhibits covering about 100 
manufacturers. 

“A brief review of the program 
indicates that the Executive Com- 
mittee will meet on Sunday, Sep- 
tember 26th, and in addition there 
will be meetings of the Steering 
and other committees having to 
do with the operation of the Con- 
vention. 

“Monday morning there will be 
a president’s breakfast to the 
board of control and officers with 
President William C. Clegg pre- 
siding, followed by a meeting of 
the Board of Control. Monday 
afternoon the convention will be 
called to order by Charles P. Gar- 
vin, chairman of the national con- 
vention committee, who will pre- 
sent the gavel to President Clegg, 
who will preside over the conven- 
tion. There will be an address by 
Pyke Johnson, vice-president of 
the Automobile Manufacturers 
Association, Washington, D. C., on 
the ‘Effect of National Legislation 
Upon Business’; an address by 
Dan Smith, Jr., of the Smith 
Printing Company, Williamsport, 
Pa., under the title, “‘You’re in a 
Big Business.’ General Manager 
Garvin will deliver the keynote 
address and at 3:30 the conven- 
tion will participate in the grand 
formal opening of the Second Five 
Centuries of Progress Exposition 
with President Clegg in the sad- 
dle. In the evening there will be 
dancing in the grand ball room 
and a general get-together. 

Tuesday's Program 

“Tuesday morning there will be 
an executive session of dealers 
under the chairmanship of Harold 
J. Hampton, president of the 
Indiananolis Office Supply Com- 
pany. There will be a meeting of 
the sales managers division under 
the chairmanship of Harry Tehan 
of Charles M. Higgins & Com- 
pany. There will be also a meet- 
ing of the field division with Fred 
Schaefer, of Sanford Manufactur- 
ing Company, in the chair. A 
meeting of the wholesale division 
will be held under the chairman- 
ship of Vice-President Alvin R. 
Skibbe of Associated Stationers 
Supply Comvany of Chicago. At 
12:30 P. M. there will be a lunch- 
eon for the entire group registered 
and at 1:30 a general session in 
the ball room. There will be an 
address by Edwin B. George, de- 
nartment of economics research, 
Dun & Bradstreet, Inc., this ad- 
dress devoting itself to ‘Details 
and Overation of the Undistrib- 
uted Profits Tax and Its Effect 
Upon Business.’ After Mr. George 
has presented his address there 
will be an executive session of the 
manufacturers division with Vice- 
President R. A. Maish. director of 
the Dennison Manufacturing Com- 
pany, presiding. 

N. S. A. Sales Institute 

“The entire dav of Wednesday. 
September 29, will be given over 
to the first N. S. A. Sales Institute. 
The faculty of the Institute up to 
now is as follows: 

“C. A. Netzhammer, sales man- 
ager of the Northwestern Furni- 
ture Company, Milwaukee, Wis.: 


Harvey P. Rockwell, vice-presi- 
dent, Yawman and Erbe Manufac- 
turing Company, Rochester, N. Y.; 
George M. Baxter, Diebold Safe & 
Lock Company, Canton, Ohio; 
Kenneth L. Boyer, Newell B. New- 
ton Company, Toledo, Ohio; Har- 
old J. Hampton, president, In- 
dianapolis Office Supply Com- 
pany, Indianapolis, Ind.; Arthur 
L. King, Ward’s, Boston, Mass.; 
R. D. Latsch, Latsch Brothers, 
Lincoln, Nebr.; L. E. Hooker, Com- 
mercial Furniture Company, Chi- 
cago; Charles P. Schoen, vice- 
president, the Wahl Company, 
Chicago; Carl Schutz, Eagle Pen- 
cil Company, New York City; 
Charles P. Garvin, general man- 
ager, National Stationers Associa- 
tion, Washington, D. C. 

“Special features will include a 
talking moving picture and a win- 
dow dressing demonstration by 
the window dressing department 
of Horder’s, Inc., Chicago. Sub- 
jects to be covered as listed to 
date include: 

Wide Range of Subjects 

“Salesmanship—Its Fundamen- 
tals—What it méans and its pos- 
sibilities. 

“Training of Salesmen by means 
of a Sales School—How to con- 
duct the school—Curriculum—De- 
tails of operation and actual re- 
sults obtained from such a school. 

“Planning the salesman’s day— 
How to plan the salesman’s day to 
make it most productive — Time 
efficiency—Details on planning. 

“Educating the buying public— 
Selling the user through service 
and sales planning. 

“The traveling salesman — His 
part in the selling cycle—What 
he can do to help—How his con- 
tacts with the dealer salesmen 
may be made most productive. 

“Selling quality—The advan- 
tages of selling the best—The pos- 
sibilities of building accounts in- 
stead of taking orders. 

“Making sales presentations 
stay presented. 

“Dealers’ sales contests — The 
best kind of contests—How to con- 
duct them— Their results and 
value. 

“Selling through store display— 
How to plan store displays— 
Their value with illustration of 
what they are and what they do. 

“The job of the sales manager 
—What he has to do and how he 
proposes to do it. 

“The market for office equip- 
ment and commercial stationery— 
The importance of the business— 
Size of the market—How the 
dealer may best participate in and 
serve this market. 
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“On Thursday will come the last 
general session of the convention 
in the morning, election of officers 
and probably one address. The 
afternoon will be devoted to golf 
for those who wish to participate 
in the big tournament and the 
balance will find themselves at 
home in the exposition. 

“Thursday night will come the 
great thirty-second N. S. A. an- 
nual banquet and Gridiron in the 
ball room of the Palmer House 
with its usual surprise features, 
interesting program and grand 
good time for everyone. 

“The present hours for the ex- 
position indicate that it will open 
at 3:30 on Monday, will be open 
Monday night, opening Tuesday 
at the end of the session, and 
continuing through the evening, 
Wednesday at the end of the ses- 
sion continuing through the eve- 
ning and it will be open on Thurs- 
day afternoon from 1:00 o’clock to 
5:00 o'clock. 

“Reports from the Chicago com- 
mittees and from the hotels indi- 
cate that advance registration 
is running ahead of last year. 
There is a tremendous interest 
both in the Exposition and in the 
Institute and during the conven- 
tion ample time has been provided 
for real meetings of the various 
divisions, including the dealers, 
manufacturers, field division, sales 
managers and others. 


Program for Ladies 


“The ladies’ program is an ex- 
ceedingly interesting one and pro- 
posed features include a tea on 
Monday in the Red Lacquer Room 
at the Palmer House in honor of 
past presidents’ wives, luncheon 
and bridge on Tuesday in the 
banquet hall of the Chicago Ath- 
letic Club, luncheon and theater 
party on Wednesday and on 
Thursday a luncheon in China- 
town with a tour of Chinatown 
plus the Ghetto and ‘Bug House’ 
Square. Other features will be 
added to the general program in 
the interim before the conven- 
tion opens. 

“Registration fees will be the 
same as last year and a large list 
of invitations are being issued. It 
is felt this year that in view of 
the tremendous success that at- 
tended the regional meetings. 
which had a total attendance of 
1,422, that the national conven- 
tion should devote itself, at least 
in part, to a continuation of the 
questions which were brought be- 
fore the regional meetings. Hence 
the liberal profusion of time for 
divisional meetings and for the 
Sales Institute which was en- 
thusiastically approved at every 
meeting where it was mentioned 
during the year.” 


The N. S. A. conventions 
through the years have in- 
spired much of the progress 
made by the trade and have 
been one of the strongest fac- 
tors in the enhancement of 
the prestige of the business. 





The Growing Stature of the 


Federal Trade 


Commission 


Pusnievens of a National 
Fair Trade Committee in The 
National Stationers Associa- 
tion brings to the office out- 
fitting trade an additional 
contact with the Federal 
Trade Commission. Oppor- 
tunely, it does this just at the 
juncture when there is due, in 
all lines of business, a realiza- 
tion of the growing stature of 
the trade board as the mentor 
and arbiter of the ethics and 
practices of business. Just 
where the Trade Commission 
goes from here is not fully de- 
termined. Wherever it goes 
and by whatever route, it is 
going farther and faster than 
ever before. 


“Supreme Court of Business” 

If they were in position to 
take it, members of the office 
equipment industry had plen- 
ty of warning, these past few 
months, of the mounting 
power and influence of the 
once-nicknamed “supreme 
court of business’. But, as 
luck has had it, most of the 
current morals have not been 
directly applicable to the busi- 
ness service and supply trades. 
Hence, the later developments 
have had only a _ passing 
glance. Oh, to be sure, the 
fresh activities of the Trade 
Commission under the Pat- 
man Act have been obvious 
enough in portent. But that 
has been the least of the 
trends that promise to give 
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An Interpretive Slant on the “Supreme Court of 


Business. as it Affects the Stationer Today 


By Waldon Fawcett 


more power to the arm of the 
Commission. Even the hint 
contained in the project of a 
vast new building at Washing- 
ton to house the business trou- 
ble-shooter may have been lost 
on some of the bystanders. 

The two straws which best 
show which way the wind is 
blowing consist in the maneu- 
vers in Congress which seek 
to elevate the Trade Commis- 
sion to new heights of censor- 
ship over the textile industry 
and the food, drug and cos- 
metic industries. On the face 
of things, the business equip- 
ment community has no truck 
with the worries of these in- 
dustries. Or, at least, only by 
such roundabout participation 
as that via the textiles used in 
office furniture, etc. But, in 
matters of principle and as di- 
rection-pointers of public pol- 
icy, the current turns of 
events are full of meaning. 

As Object Lesson No. 1 in 
our education on the central- 
ization of all business regi- 
mentation in the hands of the 
Federal Trade Commission let 
us look behind recent history 
in the Pure Food Movement. 
For a quarter of a century Un- 
cle Sam has been seeking to 
make food and drug producers 
toe the line in matters of in- 


tegrity of products, honest 
weight, truthful labeling, etc. 
All the while, the policing has 
been in the hands of a special 
enforcement agency, the U. S. 
Food and Drug Administra- 
tion. 

Within the past few years 
reformers in and out of Con- 
gress have undertaken the re- 
vision of the Food and Drug 
Act and its extension to cover 
Cosmetics. Seemingly a heavy 
majority of official and popu- 
lar opinion has been strongly 
in favor of taking in more ter- 
ritory and putting additional 
teeth in the law. But the proj- 
ect has dragged in Congress, 
—hobbled by various and sun- 
dry versions of revision Bills 
and proposed amendments. 
Almost all this backing and 
filling, if one seeks the secret 
of the stalling, is to be found 
in a stubborn and spirited 
contest over possession of the 
larger police powers to be con- 
ferred. Particularly the new- 
found jurisdiction over col- 
lateral advertising — Uncle 
Sam’s first drastic and sweep- 
ing advertising censorship. 


Keeping Advertisers in Line 


The Food and Drug Admin- 
istration would seem to be the 
logical heir to the job. But a 
powerful force at Washington 
seeks to inject the Federal 
Trade Commission as the con- 
stabulary to keep advertisers 
in line. So grim the tussle 
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that the legislation, which was 
once on the “Must”’ list, is yet 
waiting at the church. Of 
blood relationship for the of- 
fice equipment circle there is 
none in this family quarrel 
affecting only the food, drug 
and cosmetic clan. But any 
office outfitter on the side lines 
who is curious as to the ulti- 
mate destiny of the Federal 
Trade Commission in business 
supervision may derive ad- 
vance tips by watching the 
progressive test field strategy. 

Object Lesson No. 2 is sup- 
plied by the textile situation. 
Here is a game the better 
worth watching because it in- 
volves an issue of probable ul- 
timate importance in all trade 
lines,—compulsory, interpre- 
tative labeling for the enlight- 
ment of ultimate consumers. 
What with the sprouting of 
consumers’ leagues and pri- 
vate bureaus of standards 
and merchant-subsidized test- 
ing stations, the movement for 
complete informative labeling, 
or merchandise under collec- 
tive warranty-seal bids fair 
to spread to every commodity 
line. But the prime place to 
watch its progress is, of course, 
the textile field because full 
disclosure of the actual con- 
tent of fabrics has long been a 
sore point in many quarters. 
And, behold, this knotty prob- 
lem of how much and what to 
tell the layman is reduced to 
terms of trust in the convic- 
tions and discretion of the 
Federal Trade Commission. 

A Study in Contrasts 

In this campaign to protect 
producers, manufacturers and 
consumers “from the unre- 
vealed presence of substitutes”’ 
or “for the purpose of prevent- 
ing deception of the public” 
the role of the Federal Trade 
Commission is a foregone con- 
clusion. But there is a study 
in contrasts as between alter- 
native formulas as presented 
in the parallel Bills in Con- 
gress. On the one hand is the 


intricate Bill known as H.R.- 
6917 which requires that a reg- 
istration number be secured 
from the Commission by every 
manufacturer, wholesaler, job- 
ber, dealer and retailer. On 
the other hand is the simpler 
formula contained in H. R. 
5182 which provides for stand- 
ards to be established by the 
National Bureau of Standards 
and enforced through the Fed- 
eral Trade Commission. 


F.T.C. Regulatory Packhorse 
Instancing these two Bills in 
Congress as examples of the 
tendency of the lawgivers to 
make a regulatory packhorse 
of the Federal Trade Commis- 
sion is but a small sample. If 
any reader desires evidence of 
a disposition at Washington to 
make the-Trade body the all- 
around preceptor of business 
he has only to run his eye 
down the waiting line of Bills 
at the capitol designed to en- 
large or increase the jobs of 
the dictator of business hehav- 
ior. To analyze all these pro- 
posals would require many 
pages of OFrFrice APPLIANCES. 
But, just to show how much 
the Trade Commission is in 
the mind of Congress at this 
writing, let’s list for reference 
some of the principal propos- 
als that affect this independ- 
ent bureau which shows how 
bureaucracy doth grow. 
Because resale price mainte- 
nance has been, notoriously, a 
pet aversion of the Trade Com- 
mission, we may top the list 
with the Tydings Bill (S.100) 
which has already been re- 
ported to the Senate. The 
counterpart in the House of 
Representatives is the Miller 
Bill (H.R.1611). Then there 
is the Bill known as H.R.7472 
one part of which is identical 
with the twin bills just men- 
tioned. Senator Nye of North 
Dakota is sponsor of 8.363, a 
Bill relative to the reasonable 
regulation of competition. Sen- 
ator Nye, with Senator King 
of Utah, added to the collec- 
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tion S.414 which seeks to 
amend the Act creating the 
Federal Trade Commission 
and defining its powers. Yet 
another proposal to the same 
end is S.1077 which was pro- 
duced by Senator Wheeler of 
Montana and has already 
passed the Senate. 

Fresh duties would devolve 
upon the Trade Commission if 
Congress accepts another 
Wheeler Bill. This candidate 
is S.1581 and the declared pur- 
pose is to protect the public 
against combinations in re- 
straint of trade and to prevent 
unnecessary and wasteful 
cross-hauling of commodities. 
Senator Walsh of Massa- 
chusetts has, — in S.2640—a 
scheme to supplement the 
powers of the Federal Trade 
Commission and to encourage 
industry planning by permit- 
ting controlled codperation. 

The Lamneck Bill 

Typical of various proposals, 
formulated or hatching, which 
would install the Federal 
Trade Commission as the ac- 
tive agency or guardian of a 
successor to NRA is the Lam- 
neck Bill in the House. This 
draft (H.R.2897) provides for 
voluntary codes containing 
provisions relating to fair com- 
petition, child labor, hours 
and wages and other purposes. 
The widely-discussed Lea Bills, 
— H.R.3143 and 5854 — both 
seek to amend the Act creat- 
ing the Trade Commission and 
would amplify the powers of 
the bureau. Yet another 
would-be means to the same 
general end is H.R.7457 which 
would attain its purpose by 
supplementing the existing 
laws against restraints and 
monopolies. This aggregation 
takes no account of a number 
of Bills and Resolutions which 
are pending and which would 
authorize the Trade Commis- 
sion to conduct investigations 
connected with business prac- 
tices. 

The sharp point to the sev- 
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eral trends now in evidence is 
the almost unanimous disposi- 
tion among the would-be cur- 
ers of existing ills or evils to 
make the Trade Commission 
the enforcing agency for the 
respective schemes of reform. 
Confronted by this activity in 
Congress one leading question 
will occur to all business men. 
To what extent, if any, will 
extra, specific police work on 
the part of the Trade Commis- 
sion affect or interfere with 
the Commission’s activities in 
guidance or promotion of vol- 
untary efforts in trade fields 
to get on a mutually-bound 
code basis by means of Trade 
Practice Conferences? The 
question is doubly important 
just now when so many busi- 
ness groups are turning to just 
this expedient to salvage what- 
ever good was in the NRA. 

To the question, which so 
many interested parties have 
put, no official answer is re- 
turnable at Washington at 
this juncture. Nor will be un- 
til Congress decides just what 
additional reforms the Trade 
Commission shall be required 
to initiate. It is a safe bet, 
though, that the Trade Prac- 
tice Conference will not be 
junked. The institution has 
born too much good fruit to 
allow it to be chopped down 
in its prime without a strug- 
gle. Furthermore, the system, 
as implemented for an indus- 
try by a permanent, continu- 
ing committee of the trade, af- 
fords the best if not the only 
means of meeting promptly as 
they arise the new conditions 
and practices that constantly 
appear in industry. 

Change in F. T. C. Attitude 

For one change in the atti- 
tude at the Trade Commission 
participants in Trade Practice 
Conferences may as well be 
prepared. What with the tre- 
mendous increase in the vol- 
ume of negotiation it is in- 
evitable that standardization, 
in greater degree, will over- 


take the recipes presented by 
the Trade Commission. Fresh 
converts to the treaty idea 
must expect to find the Trade 
Commission inclined to focus 
at the outset upon the stand- 
ard objectives,—wages, hours, 
child labor control, etc. Leav- 
ing to future supplementary 
conferences, or self-solution by 
the trade, any special and par- 
ticular trade-pains such as un- 
due leniency in consignment 
selling, over-indulgence in free 
sampling, or what not. 
Ways of Approach 

The other-days-other-fash- 
ions adage holds good just 
now in respect to ways and 
means of approach to the 
Trade Commission. The very 
bulk of this fast-growing or- 
ganization and the varied 
ramifications of its program 
confer a certain advantage in 
first-hand direct contacts. 
Wise is the trade group that 
plants a working committee at 
Washington, as the NSA has 
done. Formal actions by the 
Trade Commission are com- 
municated simultaneously to 
all interested parties. But 
there are opportunities for off- 
the-record inquisitiveness, in- 
spired forecasts of future de- 
velopments, and reduction of 
generalities to specific cases of 
trade application, that are 
most readily seized by the 
trade body which has its own 
listening post in the gallery 
on Constitution Avenue. 

It is a foregone conclusion 
that if Congress continues to 
pyramid the responsibilities of 
the Federal Trade Commission 
there will needs be an increase 
in the membership of the 
Commission, whether or not 
that body is elevated to full 
Cabinet status, as some sooth- 
sayers foresee. Just by way of 
visualizing what it means in 
terms of routine when the 
Trade Commission branches 
out, have a look at the first 
year’s administration of the 
Robinson-Patman Act. During 
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the twelve months, the Com- 
mission’s Investigational Divi- 
sion, working under this sin- 
gle new law, conducted 291 in- 
vestigations necessitating field 
work. And this constituted 
only a part of the cases han- 
dled under the Robinson-Pat- 
man Act. 

The usual faults of bigness 
should be compensated if the 
Trade Commission expands in 
girth and stature. Almost in- 
evitably it will fall out that 
decentralization or specializa- 
tion of a kind will be imposed 
upon the organization set-up. 
We may expect to see individ- 
ual members of the Commis- 
sion or staff sections of the 
personnel delegated to concen- 
trate on particular commodity 
lines or given industrial fields. 
This should make for a better 
and closer understanding as 
between specialists at the 
Trade Commission and the re- 
spective business groups to 
whose negotiations they are 
habitually or regularly as- 
signed. 


Personal Relationship 

Even more important to ex- 
ecutives in industry and trade; 
substitution of the personal 
for the impersonal relation- 
ship is calculated to gradually 
break down that attitude of 
aloofness and noncodéperation 
which has been complained of 
at certain stages of Trade 
Commission history. Already 
we have evidence of relaxation. 
Faced by the difficult prob- 
lems, suddenly dumped in the 
lap of industry by the Robin- 
son-Patman Act, the Trade 
Commission changed its tune 
and permitted members of its 
staff to discuss with groups of 
business men and their attor- 
neys’ problems generally af- 
fecting the industries. This 
spirit of accommodation based 
upon complete understanding 
can be carried much farther in 
the channels of Trade Com- 
mission activity. And probably 
will be. 








EDITORIAL 


The Stationery Business in the U.S. A. 


© In his address at the convention of the 
Stationers Association of Great Britain and Ire- 
land, at Hastings on June 12, Charles P. Garvin, 
general manager of the N. S. A., opened with the 
statement “Six million people in the United 
States are working in offices and the stationer 
is the logical source of supply for practically all 
of their office requirements”’. 

Proposing a vote of thanks to “Cousin Gar- 
vin”, Mr. Clifton Tollit, Tollit & Harvey, Ltd., 
London, noted the difference between the gen- 
eral nature of the stationery business in the 
British Isles and over here. There “the tendency 
is to develop the stationery business on the lines 
of the fancy goods trade rather than the com- 
mercial side”’. 

While the stationery business in the British 
Isles majors in paper products, writing instru- 
ments and that wide range of related manu- 
factures, a substantial volume of the trade 
comes from sales for office usage. Over here, too, 
a considerable percentage of business is built 
about these items, but the great expansion of 
the stationery business in this country came 
through the inclusion of office machines, office 
furniture, loose leaf and visible index systems 
and a great number of smaller utilities of every 
day use in all offices. The addition of these lines 
to the multiplicity of smaller items has made 
the commercial stationery store, “The depart- 
ment store of office requirements” and has ma- 
terially extended its boundaries and enhanced 
the prestige of the business. 





The Experience of the Macey Company 
© Prior to the depression the Macey Company 
of Grand Rapids had an unbroken earning 
record for many years. Its workers, many of 
them long in the company’s service, fared well 
and evidently found contentment and happiness 
in their employment. Then came the lean years 
of hard going in common with a vast number of 
other manufacturers when a part of every dollar 
paid the workers was a loss to the company. 
Draining away surplus and creating a deficit. 
After several years the turn of the tide and grad- 
ually increasing business under the improved 
general conditions upon which all business is de- 
pendent. And in 1936 a volume which ap- 
proached the peak of former years. But the 


period of flourish was too short to accumulate 
sufficient cash reserve to withstand the attack 
made early this year by C. I. O. in which the 
company workers were drawn by one influence 
or another. 


A strike on May 10 brought an end to produc- 
tion and even prevented shipping of goods al- 
ready completed. There was no protection of 
the company’s legal rights by the constituted 
authorities. (When the history of these times is 
written, law abiding citizens of the state of 
Michigan will not point with pride to the record 
of certain of its state and municipal officials.) 
The situation developed by the expense of the 
strike and the shutdown of the plant for weeks 
so diminished the company’s resources that a 
temporary receiver for the protection of credi- 
tors and stockholders was considered the proper 
procedure; under which reorganization is being 
effected which insures continuance of the Macey 
lines without further interruption of shipments 
to dealers throughout the country. 

Operations were resumed on June 15 when the 
strike was settled and, the case in several similar 
situations in Michigan and elsewhere, the work- 
ers returned to their jobs with only what the 
company all along had been willing to do to 
comply with the requirements of the Wagner 
law. Both company and the workers having suf- 
fered great losses. 

Since operations were resumed on June 15 the 
company’s business has increased remarkably. 
Production difficulties have been resolved and 
the order so long characteristic of the company’s 
business, restored. So dealers who have had the 
Macey agency will have no concern over supply 
in the future. 

The Macey case is mentioned particularly as 
another example of the futility of attempts to 
achieve by force and illegally what can be ac- 
complished only by good will and legal process. 
There is nothing in the Wagner law giving any- 
one the right to abrogate other laws. 


“Robinson-Patman” Complications 

@@ The decision of the Federal Trade Commis- 
sion in the Bird & Son-Montgomery Ward case, 
that sellers may give special discounts to buyers 
of large quantities because selling expense to 
such buyers is much less than for customers 
buying in small quantity, is of far-reaching sig- 
nificance. In effect the decision would appear 
to nullify many state laws under which prices 
were to be controlled. The interpretation would 
seem to liberalize some of the terms of the 
Robinson-Patman Act. 

Some of the state laws prohibit the sale of 
goods below cost plus the cost of doing business. 
But under the ruling, large buyers being per- 
mitted special discounts for the reason given 
would be able to undersell some competitors 
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without violation of the “cost” law. And so— 
the Robinson-Patman Act, like many other laws 
intended to direct the course of trade by legis- 
lation counter to the marketing economics of 
efficiency and low prices, becomes somewhat un- 
availing under competition. 

On the other hand, the Federal Trade Com- 
mission issued a cease and desist order against 
the Biddle Purchasing Company of New York, 
which acts as purchasing agent for retailers in 
several fields. The ruling being made on the 
ground that the Robinson-Patman Act prohibits 
payment of unearned discounts in the form of 
brokerage fees. Parts of these fees being passed 
on to the buyer were considered a discount upon 
the price of the goods. 

Beyond the results of the decisions, the recent 
cases have drawn attention to the tremendous 
price the law exacts of the innocent. It is an 
unfortunate provision of this law that instead 
of placing the burden of proof on the prosecu- 
tion, it reverts to the feature of ancient Ger- 
manic law—abandoned in mediaeval times — 
which imposes the burden of guilt upon the 
plaintiff until he proves himself innocent. 

Incorporated to facilitate the compilation of 
facts required by the Federal Trade Commission 
in handling the cases, this provision undoubt- 
edly is penalizing the concern in the case more 
seriously than its authors intended. The presi- 
dent of one of the involved corporations reported 
that his company spent nearly $100,000 for its 
defense in connection with the hearings and 
related procedure over the period of ten months 
which terminate with a decision dismissing the 
charges. The total cost to these concerns can- 
not be figured in dollars and cents alone, as an 
inestimable amount of time of the principal ex- 
ecutives was spent on the cases. 

But the greatest cost of all, as cited by the 
head of another of the companies, was the dis- 
turbance of mind in the entire organization and 
in the minds of its distributors and customers. 
The company, according to its president, suf- 
fered many months for the fact that over the 
country it was broadcast that this concern was 
charged by the Government with committing 
an illegal act. 

The damage to its standing among dealers re- 
sulting from the suspicion of unfair dealing and 
attempts to create a monopoly has a serious ef- 
fect upon a company so charged, despite the 
fact that it might at length be cleared of those 
charges. 





Definitions of “Rebuilt” and ‘Overhauled”’ 
@ Frequently we are asked by subscribers and 
others in the industry for the accepted, specific 
definition of “rebuilt” and “overhauled” type- 
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writers. Definite standards of requirements for 
machines within these two classifications were 
established in 1928 at a trade practice confer- 
ence of the rebuilt typewriter industry held un- 
der the auspices of the Federal Trade Commis- 
sion in Cleveland, Ohio, and subsequently ap- 
proved by the commission. 

In order to correct the loose use of the term 
“rebuilt,” which had been covered in a previous 
trade practice conference held on February 27, 
1920, a second conference, as indicated above, 
was held at one of the sessions of the third an- 
nual convention of the then National Associa- 
tion of Typewriter Dealers in Cleveland, on 
August 22, 1928. 

At this session two resolutions were adopted 
to define “rebuilt” and “overhauled” typewrit- 
ers, for the purpose of establishing what con- 
stitutes unfair competition in the sale of used 
machines. The conference was attended by 
members of the industry who at that time con- 
ducted about fifty per cent of the volume of 
business in this field. E. A. McCulloch, a Fed- 
eral Trade Commissioner, presided, assisted by 
M. M. Flannery, director of trade practice con- 
ferences. 

In addition to covering typewriters, the reso- 
lutions adopted at the conference were made 
applicable to adding machines, duplicating ma- 
chines, bookkeeping machines, and calculating 
machines. 

The following are the resolutions which were 
adopted by this fair trade conference and ap- 
proved on October 31, 1928, by the Federal Trade 
Commission: 

“Rule 1. Resolved, that to sell, offer for sale, 
advertise, invoice, or otherwise describe type- 
writers, adding machines, duplicating machines, 
bookkeeping machines, or calculating machines, 
as ‘rebuilt,’ unless such machines are rebuilt by 
having them dismantled, cleaned, completely re- 
finished, with new transfers, completely re- 
nickeled and assembled, with all imperfect type 
and defective working parts replaced with per- 
fect type and perfect working parts, and then 
carefully adjusted and brought to the highest 
standard of rebuilding, is declared to be an un- 
fair method of competition.” 

“Rule 2. Resolved, that to sell, offer for sale, 
advertise, invoice, or otherwise describe type- 
writers, adding machines, duplicating machines, 
bookkeeping machines, or calculating machines, 
as ‘overhauled,’ unless the same are refinished, 
with nickel and japan where needed, reassem- 
bled, with all imperfect parts replaced and care- 
fully adjusted, is hereby declared to be an un- 
fair trade practice.” 

The above action thus placed the rebuilt type- 
writer business, as well as that of the other des- 
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ignated machines, on a sound basis, with definite 
standards established by the industry and ap- 
proved by the Federal Trade Commission. 

In the intervening years since their adoption, 
these standards have not merely been goals to 





TWO FISHERMEN AND THE SPLEN- 
DID FISH.—Karl Castle, Weis Manufac- 
turing Company, (left) and Art Walker, 
Farnham Stationery & School Supply 
Company, maancneeia, are the lucky 


anglers why the finny captures are un- 

identified. The catch was made at Lake 

Belle Tain where Mr. Castle and family 

maintain a summer cabin and spend their 

vacations. The scene is northwestern 
Minnesota. 





COLEMAN ADDS FLYING TO 
OTHER ACCOMPLISHMENTS 


Henry |. Coleman, president of 
Nathan |. Coleman & Son of Savan- 
nah, Georgia, recently set a new 
record when he learned to fly an 
airplane after only six and one-half 
hours of instruction. 

Prior to taking up his new hobby, 
Mr. Coleman satisfied his longing for 
the great outdoors by indulging in 
the comparatively safe pursuits of 
fisherman, hunter, yachtsman and 
skeetshooter. These were fine sports 
with plenty of thrills and a few dis- 
appointments—but they failed to 
bring the brand of excitement Mr. 
Coleman craved. So he hied him 
to the chief pilot of Strachan Sky 
ways at the Hunter Field, Savannah 
Airport. There he was given an in 
structor, a cabin monoplane and the 
best wishes of everybody on the 
ground, and told to hop to it. 

His endeavors won immediate suc 
cess, a great deal of which was at 
tributable to Mr. Coleman's other 
hobbies. He took with him on the 
new job the courage which sustains 
the huntsman and the patience and 
skill without which no fisherman is 
proficient. 

These qualifications must make an 
ideal flier for it was after exactly six 
and one-half hours of instructions 
that Mr. Coleman hopped off on his 
solo flight. He circled the field a 


industry. 


Here and There 


few times and landed his ship a full 
fledged solo flier. 





DILLON VISITS GOLD COUNTRY 

Out in the land where shooting- 
irons, bad hosses and tough gam- 
blers once ruled supreme, last month 
our friend, Matt Dillon, of the Asso- 
ciated Stationers Supply Company, 
and Mrs. Dillon, went for a visit to 
the summer home of Will T. Hughes, 
Weis Manufacturing Company, at 
Eldora, Colo. 

Mr. and Mrs. Dillon, accompanied 
by Mathew, Jr., spent a delightful 
time prowling through the tall, leafy 
and uncut timbers which have grown 
up since the days of the gold rush. 
While in the territory, the visitor 
from Chicago made trips to Sun 
Valley, Craters of the Moon, Yel- 
lowstone Park and Estes Park, driving 
a total distance of 6000 miles. 

No story is complete without a 
picture, so Messrs. Hughes and Dil- 
lon stopped for a snapshot in the 





“IF THEY ONLY HAD THEIR 
SHOOTING IRONS AND A 
COUPLE OF HORSES!’’—Pic- 
tured here are (L. to R.), 
W. T. Hughes, Weis Manu- 
facturing Company, and Matt 
Dillon, Associated Stationers 
Supply Company, posing for a 
picture in the Hughes front 
yard at Eldora, Colo. The gen- 
tlemen, who mislaid their 
spurs and six-shooters, deny 
emphatically that the plug 
hats were handed down by 
“Wild Bill’ Hickok and the 
brother-in-law of Calamity 
Jane. 


Hughes front yard. Just where the 
two gentlemen got the plug hats in 
which they posed for the picture is 
probably one of those secrets which 
will go down the annals of time un- 
answered. 
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be achieved but have actually become industry 
practices. By general adherence to them, the 
trade has materially progressed in establishing 
itself as a major division of the office equipment 





IT GETS HOT IN TOLEDO! — But this 
mere fact does not stop the boys in the 
industry from going out and making 
calls. As proof of this statement, we 
present this photograph of (L. to R.) 
George 8S. Long, district manager of The 
Globe-Wernicke Co., and Joe LeRoux, 
vice-president of the Franklin Printing 
& Engraving Company, Toledo. Both 
gentlemen had shed their coats, but 
carried their order books, doubtless, in 
their hip pockets. 





LITTLE ENTERTAINS LITTLE 
GUESTS 


Children of Wabash, Indiana— 
350 of them—spent a day of joy and 
happiness recently when they were 
guests of Edward Little of the Wa- 
bash Cabinet Company at a party 
held at his home, 403 Manchester 
avenue. 

Hair all slicked up, faces shiny 
from a recent scrubbing, and 
dressed in their ‘Sunday best" the 
guests appeared at Mr. Little's home 
for the ninth annual party which is 
the yearly reward to youngsters of 
the neighborhood for avoiding any 
action which would tend to injure 
or destroy the beautifully landscaped 
garden adjacent to the Little home. 

Although many of the youngsters 
were not yet born when Mr. Little 
came to a gentleman's agreement 
with the youth of Wabash concern- 
ing his beautiful garden, the tradi- 
tion seemed to have been handed 
down, for the boys and girls tem- 
pered their anxiety to get at the ice 
cream, lavishly dipped by Mr. Little, 
with a scrupulous care to avoid 
walking among the flowers of which 
their owner is so proud. Before the 
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ice cream and cake were passed, the 
youngsters listened attentively to Dr. 
Frank Jaynes, who talked for a brief 
time about traffic and traffic acci- 
dents and ways to avoid them. They 
listened also to Boy Scout Robert 
Mills, who paid tribute to Daniel 
Fulton, another scout who was killed 
in a traffic accident recently. Mr. 
Little was aided at the party by a 
number of girls from the Wabash 
Cabinet Company, of which he is 
the sales manager, who volunteered 
to help take care of and serve the 
youngsters at the party. 

After an hour in the Little gar- 
den, the troop of quests started 
home, each one hesitating long 
enough to say “goodbye” to Mr. 
Little and leaving the host with many 
happy memories of a ninth party. 








MEET THE NEW GOVERNOR OF DIS- 
TRICT TEN.— Here is Governor-Elect 
Gus Lipp of Regional District Ten, his 
wife and daughter, Nancy Lou, as they 
appeared at a recent Travelers’ picnic at 
Elitches Gardens near Denver, Colo. Ap- 
proximately 150 Travelers and their fam- 
ilies attended the big event. 
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THREE SCENES IN THE RETURN OF CHIEF PELLY.—1. 
imitation made out of a number of display cards advertising several stationery items. 
largement of the last real estate tax check paid by the company. 








TWO SALESMEN WHO TRIED TO 
MAKE A CALL ON SUNDAY.—At the 
left is Carl Oates, representative of the 
Sanford Manufacturing Company and at 
the right is Herb Morgan, who calls on 
the trade in the interest of the Asso- 
ciated Stationers Supply Company. The 
picture was taken on Sunday late in May 
in front of the store of the Tribune 
Printing & Supply Company, Great Falls, 
Mont. The two hard working salesmen 
were planning to do a little selling on a 
Sunday but for some strange reason did 
not find Bob Slye, manager of the Trib- 
une firm in the store. Otherwise it seems 
to have been a pleasant day. 


“CHIEF” PELLY FETED ON 
RETURN FROM ALASKA 


"Chief" T. M. Pelly, president of 
Lowman & Hanford Company, sta- 
tioners of Seattle, Wash., and gov- 
ernor of District No. || of the Na- 
tional Stationers Association, was 
accorded a welcome home recep- 
tion on June 20 upon his return from 
a trip to Alaska that would not only 
warm the heart of any tribal head 
but which included an ingenious dis- 
play appropriate to the occasion. 

Mr. Pelly was returning from an 
"Alaska Good Will Tour,” of which 
he was chairman, sponsored by the 
Seattle Chamber of Commerce. 
About 200 leading business men 
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and their wives made this trip—a bi- 
annual affair. As chairman of the 
tour, Mr. Pelly's duties were to or- 
ganize the delegation, prepare the 
itinerary, make public speeches in 
every port, and, above all, be the 
“hail fellow''—which we understand 
he was most successful in doing. 

More than fifty employees of 
Lowman & Hanford Company were 
on the dock to meet the S. S. Aleu 
tian, of the Alaska Steamship Com 
pany, upon its return. Lead by O. G. 
Bayless, vice-president of the com- 
pany, in regal headdress as acting 
"Chief" during Mr. Pelly's absence, 
the members of the "tribe" wore 
head bands and quills emblematic 
of the Tyee Quill, which is known as 
the adopted identification mark of 
the company. Feeling that Mr. 
Pelly probably would not bring a 
Totem Pole back from Alaska with 
him, several members of the organi- 
zation contrived the novel adapta 
tion of a Totem Pole shown in the 
accompanying snapshot. 

The staff of Lowman & Hanford 
Company has declared its indebt- 
edness to the various manufacturers 
whose display matter was used. 

When Mr. Pelly descended the 
gangplank, acting "Chief" Bayless 
continued the home-coming cere 
mony by removing the head-dress 
and placing it upon Mr. Pelly's head, 
symbolic of his resumption as head 
of the "tribe." 

Mr. Pelly was then presented with 
a huge Waterman fountain pen 
about five feet long, as he was as- 
sisted in signing a photostatic en- 
largement of the last real estate tax 
check paid by the company. This 
check was about four feet long and 
proportionately wide; the amount 
was rather large, too! 
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The huge totem pole really looks like the real article but is an ingenious 
(Center) Big Chief Pelly signs a photostatic en- 
He is using a huge Waterman pen, about five feet long, presented 


to him upon his return. (Right) Acting Chief 0. G. Bayless, who was boss of the wigwam while Chief Pelly was away, is shown praying 
for the rain to cease so that the home-coming ceremonies would not be spoiled. 





Office Machines 
Around the World 


By M.S.Eylar, Vice-President 
Underwood Elliott Fisher 


Company 


oo equipment has come 
to mean everything from a paper 
fastener to air conditioning, and 
there is no doubt that all such 
equipment forms a useful function 
in modern business. 

But I prefer to speak of “office 
machinery,” and that term is a 
very broad one; but to me it 
means typewriters, adding ma- 
chines and accounting machines. 
These are all made in a great va- 
riety of models to meet every busi- 
ness demand. 

The practical typewriter was of 
course an American invention, 
and was first manufactured and 
used in America; but its use rap- 
idly spread to the civilized coun- 
tries of the world. 

The same thing may be said of 
adding machines and accounting 
machines. 

On the other hand, calculating 
machines were first developed 
abroad, and later introduced into 
the United States. 

The use of office machinery has 
become general in the United 
States during the last forty years, 
and the greatest development of 
the industry is therefore within 
the memory of many men living 
today men who can remember 
when the typewriter was a nov- 
elty—when carbon paper was not 
used for making copies—when a 
part of the furniture of every 
business office was a “letter press.” 

The typewriter, the telephone, 
the electric light have all come 
along together, and the United 
States has been the country in 
which they all developed most 
rapidly; and they certainly have 
made the business office an en- 
tirely different place from what 
it was before their birth. 


The Spread of Office Machinery 


It was perfectly natural that as 
office machinery was adopted by 
business men of the United States, 
it should be adopted by aggressive 
business men throughout’ the 


world. For many years all type- 
writers, etc. were obtainable only 
in the United States. As patents 
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expired and nationalistic feeling 
developed, manufacture of these 
devices was undertaken in other 
countries. But American manu- 
facture has always retained su- 
premacy. This is largely due to 
the development and adoption of 
improvements on these machines 
from time to time, most of which 
were patentable, and were not, for 
that reason, promptly adopted by 
manufacturers abroad. 

There have been certain periods 
in which very important develop- 
ments occurred, notably the de- 
velopment of the visible type- 
writer, that is, one writing in 
sight. This feature has of course 
been adopted by all typewriter 
manufacturers. It was first intro- 
duced by Underwood, about forty 
years ago. The development of 
the Noiseless typewriter, which oc- 
curred about ten years later, was 
another great step forward. These 
are probably the two outstanding 
developments of the typewriter in 
the last forty years, and have 
been copied, as far as patents 
would permit, by all manufactur- 
ers. 

It is said that the more civilized 
a country is, the more typewriters 
per capita it uses. If this gauge 
were correct, and no other meas- 
uring stick applied, the United 
States would certainly stand out 
as the most civilized country in 
the world, followed closely by sev- 
eral of the European countries. 
The typewriter has been adopted 
more extensively on the Continent 
of Europe than in any other sec- 
tion of the world excepting the 


United States. But there are other 
foreign countries which are rap- 
idly gaining on European coun- 
tries in the adoption of modern 
office machinery. 

The distribution of office ma- 
chinery has engaged the attention 
of very able sales managers. It 
has been said, with some truth, 
that these men were the origi- 
nators of sales schools, standard 
demonstrations, quotas, specialty 
advertising and other sales meth- 
ods which have been adopted by 
other industries. 


Distribution Methods 


The distribution of office ma- 
chinery in the United States is 
largely through branch offices op- 
erated throughout the country in 
various commercial centers, but 
the distribution abroad is and has 
been largely through exclusive 
dealers or sales agents. Very few 
American manufacturers have 
cared to extend the branch office 
system into remote foreign coun- 
tries, but have depended upon the 
exclusive dealership idea, supply- 
ing the dealer in a given locality 
and foreign country with all of 
the sales helps in the way of 
printed matter, sales methods, 
territorial control, selection of 
salesmen and all of the other sci- 
entific selling ideas which they 
have utilized in their own organ- 
izations in the United States. 
Many of these sales agents have 
been remarkably successful. They 
have built up very profitable busi- 
nesses and have become promi- 
nent in the business world by 
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linking their names and abilities 
with the names of American office 
machines. They purchase ma- 
chines of the American manufac- 
turer at a discount from American 
list price which is somewhat in 
excess of the total selling cost of 
such machines in America, and 
they then undertake the sale of 
such machines in the territory as- 
signed to them. It is astonishing 
to see in operation in many of the 
overseas countries selling organ- 
izations which are practically du- 
plicates of some of the selling 
units in the United States. 
Contact Not as Close 

The American manufacturer is 
of course not in such close contact 
with the export dealer as with his 
own branch office in America, and 
very few of them know as much 
about conditions in the different 
countries as they do of conditions 
in the domestic market. 

It was for the purpose of be- 
coming better acquainted with 
these conditions that I undertook, 
almost a year ago, a trip which 
took me into every continent on 
the globe, in both the northern 
and southern hemispheres. Hav- 
ing visited Europe many, many 
times in the past, I was on famil- 
iar ground in that country. 

When I landed in South Africa 
I was on new territory so far as 
personal contact was concerned. 
My old friend, George McMurdo, 
who is a world traveler himself, 
greeted me in Johannesburg, 
where he is associated with Hor- 
tors, Limited, who have repre- 
sented Underwood Elliott Fisher 
products in the southern part of 
that continent for years. 

Hortors, Limited is under the 
able management of Mr. A. Down- 
ing, chairman, and Mr. W. Adam- 
son, managing director. The office 
equipment division is in charge of 
Mr. Morice Losky, who is a very 
able and experienced office ma- 
chinery man. In every large city 
throughout South Africa, Hortors, 
Limited have a branch, and in 
that branch is an office machin- 
ery division, in charge of a com- 
petent manager, who has selected 
and trained an efficient sales 
force, and who maintains a proper 
service division. Horters, Limited 
is a real national organization. 

Features of South Africa 

Of course I was intensely inter- 
ested in seeing the wonderful 
progress Underwood Elliott Fisher 
products had made in South 
Africa. But I was also interested 
in observing the unique features 
of the country itself. Capetown, 


where I landed, is one of the most 
beautiful cities in the world, and 
has a climate which will compare 
favorably with any. It reminded 
me of Southern California. It is 
right on the point of the conti- 
nent. Stretching off to the east 
and north is one of the most 
fruitful countries in the world. 
But as you go directly north, you 
soon come into the semi-desert 
country which they call the Ka- 
roo, which is an enormous plateau, 
ranging five to six thousand feet 
in height. It is quite level, gener- 
ally speaking, and reminded me of 
our semi-desert country in Ari- 
zona. This same sort of land ex- 
tends for 2,000 miles north, up to 
and beyond Bulawayo, in South- 
ern Rhodesia. 

Less than halfway up we come 
upon the City of Johannesburg, 
which to my mind is the marvel 
city of the world today. I was 
told that that area produces about 
seventy percent of the world’s gold 
production, and it is certainly a 
booming city—modern to the last 
word. It is truly built on gold, 
because there are gold mines right 
under the city—mines a mile deep, 
from which the precious ore is 
brought in quantity. Diamonds 
are the second valuable thing 
which comes from the earth in 
South Africa, and while not on a 
par with gold, they are an impor- 
tant product. 

Fertile Land Along East Coast 

That stretch of fertile, season- 


‘WELCOME HOME!’’— 
These were the prin- 
cipal words of hundreds 
of telegrams which 
greeted Mr. Eylar upon 
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able, productive land which starts 
at Capetown, follows the east 
coast around clear up to the 
equator and beyond. It is several 
hundred miles wide, and is a gar- 
den spot, becoming more tropical 
as we proceed northward. In this 
great variety of climate all sorts 
of products of the soil are avail- 
able, from the delicious grapes 
and peaches of the south to the 
tropical fruits of the equatorial 
region. 

We proceeded up the east coast 
as far as Mombasa, where we put 
off across the Indian Ocean to 
Colombo, Ceylon, one of the most 
beautiful islands in the world. 
Colombo is the principal city, 
where Underwood Elliott Fisher 
products are ably represented by 
Dodwell & Company Limited, Mr. 
C. J. Elliott being in charge of the 
office machinery division. Ceylon 
is really a tropical paradise, with 
a marvelous history. They have a 
civilization there which dates back 
long before the Christian Era. 
Ruins of old cities dating back to 
600 years B.C. indicate a high civ- 
ilization at that period. Near the 
second city of the Island, Kandy, 
is one of the most interesting 
botanical gardens in the world, 
where it is said there is a speci- 
men of every known tree in the 
world. 

Tea and copra are among the 
principal products of Ceylon. Ap- 
parently a very happy and con- 
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tented population inhabits this 
beautiful island. 

From Colombo we took steamer 
to Madras, in Southern India, 
where Byramshaw & Company 
Limited hold forth as the Under- 
wood Elliott Fisher representa- 
tives. In my opinion this part of 
India is one of the most interest- 
ing—historically and otherwise— 
and it is certainly quite different 
from the central and northwest- 
ern and northeastern portions. It 
is real India. 

From Madras we went overland 
to Bombay, cutting right across 
the center of India. At Bombay 
we met Sir John R. Abercrombie, 
with whom we had had much cor- 
respondence but had never had 
the pleasurs of meeting. Here we 
found a well organized office ma- 
chinery division in charge of Mr. 
A. S. Parelker, who has had years 
of experience in the introduction 
of office machinery in this quarter. 
He is a native, and I might say 
that most of the office machinery 
distribution, not only in India, but 
in most foreign countries, is 
actually handled by the native 
Salesmen and native managers. 
Europeans or Americans may be 
in charge as the directors, but the 
actual selling—whether it be in 
India, Burma, China or Japan—is 
done by natives. And it is aston- 
ishing how well these natives have 
learned the technique of sales and 
service as we in America under- 
stand it. 

Our next great point of distri- 
bution in India was Calcutta, with 
many sub-points at places like 
Delhi, Lahore and others. This 
northwestern territory is in charge 
of another able native, Mr. 
Dwaner, who operates under 
Blackwood, Bryson & Company 
Limited, Calcutta, Mr. F. S. Little, 
director, and Mr. George A. Pad- 
gett, in charge of the office ma- 
chinery division. I could not leave 
Calcutta without referring to Mr. 
Robineau, the Calcutta manager, 
who is another able native of 
India. 

There is something about India 
that is indescribable. Its ideas, 
religions, are all quite different 
from any other country in the 
world. 

Our next stop was Rangoon, 
Burma, where we met Mr. D. 
Jones, managing director for Un- 
derwood Elliott Fisher products, 
and who is assisted by a splendid 
staff of European and native 
salesmen. 

A Call at Bangkok 
Our next stop was at Bangkok, 


which was just on the other side 
of the Malay Peninsula. It takes 
a steamer about eight days to 
make the trip. But the Dutch are 
running a line of aeroplanes across 
there, so we took our only aero- 
plane trip one morning, making 
the trip from Rangoon to Bang- 
kok in two hours and fifty minutes 
—a saving in time of almost eight 
days. The trip was interesting. 
We passed over a range of moun- 
tains at an elevation of about 
12,000 feet. 

At Bangkok, Siam, we met the 
personnel of Barrow, Brown & 
Company, Limited, who have been 
handling Underwood Elliott Fisher 
products for many years. Bang- 
kok again is a city in a country 
which it would take volumes to 
describe. 

We are now in the center of the 
Far East, where the old and the 
new meet and mingle, and where 
office machinery is being rapidly 
adopted. 

From Bangkok we took ship for 
Singapore, that English Settle- 
ment down at the end of the 
Malay Peninsula. Singapore is 
really the crossroads of the world, 
where all steamships, aeroplanes, 
cables and all means of communi- 
cation and transportation meet. 
The Underwood Elliott Fisher 
representatives there, Paterson, 
Simons & Company Limited, Mr. 
F. H. Temperley, director, have a 
special office machinery division. 
This company has been in exist- 
ence for over 100 years. 

Singapore is being modernized, 
and is destined to be one of the 
important points in the Far East, 
commercially and every other way. 

On to Java 

From Singapore we took steamer 
to Batavia, Java, where, for the 
first time in the Far East, we came 
under the influence of the Dutch. 
The good old Dutch house of 
George Wehry & Company are the 
Underwood Elliott Fisher repre- 
sentatives, and the office machin- 
ery division is in charge of Mr. 
Van Doogan, who is as energetic, 
as well informed and as capable 
as any office equipment man in 
America. 

Java, and in fact the whole 
Dutch East Indies, is a wonderful 
territory, and the Dutch are doing 
a wonderful job. They govern 
just enough, but not too much. 
It is a prosperous, happy country, 
both natives and Europeans. I 
think it is one of the most highly 
cultivated areas in the world, and 
is certainly one of the most beau- 
tiful. Through the courtesy of 
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Mr. Van Doogan, we were able to 
see much of the island, and retain 
many pleasant memories of the 
tea plantations, rice fields and 
sugar plantations. A marvelous 
country and a marvelous people! 
And they are taking more than 
their quota of Underwood Elliott 
Fisher products. 

After driving the length of the 
island of Java over good roads, 
we finally arrived at Sourabaya, 
from which point we took steamer 
to Australia, stopping first at Bris- 
bane and later at Sydney, where 
we met Mr. Sydney Stott, of Stott 
& Underwood Limited, and his son 
and his brother at Melbourne. The 
name Stott has been so long asso- 
ciated with the name Underwood 
in Australia that it has become 
part of the business community. 
Mr. Stott and his brother and son 
maintain subsidiaries or associ- 
ated companies at Sydney, Mel- 
bourne, Adelaide and Brisbane, 
Mr. E. H. Voss being managing 
director at Brisbane. We spent 
only a short time in Sydney before 
proceeding to New Zealand, where 
we spent eight days and then re- 
turned to Sydney. 

New Zealand—the “Different” 

Country 

New Zealand would make a 
chapter in itself—a country quite 
different from anything else in 
the world, in both climate and 
soil. Underwood Elliott Fisher 
products there are represented by 
several different men locally. The 
Office Appliance Company Limited 
at Wellington represent the ac- 
counting machines in the Welling- 
ton territory. Typewriters are 
handled by Mr. E. E. LeGrove; 
and in the south island at Christ- 
church is Mr. F. John Needham, 
managing director of R. M. Wat- 
son Limited, who handle the 
entire line for that area; while 
Mr. H. G. Beechey of Auckland 
handles the entire line for the 
Auckland territory. 

After finishing our visit in New 
Zealand we returned to Australia; 
took an automobile trip from Syd- 
ney to Melbourne and returned by 
way of the National Capitol, Can- 
berra, which gave us a good idea 
of what was back of the great 
cities of Australia. We had the 
pleasure of meeting the splendid 
sales force of Stott & Underwood 
Limited, at Sydney, Melbourne 
and Brisbane, and I will say that 
those salesmen compare favorably 
with any office machinery sales- 
men any place in the world. 

Having finished our visit in Aus- 
tralia, we sailed from Sydney for 
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Manila, again passing around the 
northeast shore of Australia inside 
of the great barrier region, and 
through scenery’ indescribably 
and absolutely unique—bays and 
lagoons teeming with sea life. One 
begins to realize the fascination 
of the south sea islands. We 
passed many of them en route to 
the Philippines. We finally landed 
at Manila, where Smith, Bell & 
Company Limited have been rep- 
resenting Underwood Elliott Fisher 
products for many years—Mr. H. 
T. Fox, director, and Mr. Tyre, 
manager of the office machinery 
division—one of the best organ- 
ized Underwood Elliott Fisher 
agencies in the world. 


China Visited 

From Manila we went to Hong- 
kong, and from there visited Can- 
ton. Dodwell & Company Limited, 
the Underwood Elliott Fisher rep- 
resentatives for most of China and 
all of Japan, maintain branches 
with office machinery divisions in 
all important cities. Mr. J. A. 
Thompson is the director in Hong- 
kong, Mr. William J. Reid in Can- 
ton, and Mr. George S. Dovey in 
Shanghai, being ably assisted by 
European and native salesmen. 

We then started north to 
Peiping, visiting Tientsin, where 
Mr. E. Winter directs the Under- 
wood Elliott Fisher Sundstrand 
distribution, with sub-agency at 
Peiping. Mr. Winter is improving 
the possibilities of that growing 
market for American office ma- 
chinery, Underwood Elliott Fisher 
in particular. 

After completing our visit to 
Tientsin and Peiping, we returned 
to Shanghai and took steamer for 
Kobe, where we again met our 
friends Dodwell & Company Lim- 
ited, Mr. J. H. Ewing manager; 
and later visited Tokio and Yoko- 
hama, where Mr. E. R. Hill is man- 
ager, and Mr. H. C. D. Knight is 
in charge of the office machinery 
division. 


The People of China and Japan 


Entirely aside from our own 
business, China and Japan were 
extremely interesting. The people 
of both countries seem to be per- 
fectly happy. I saw more smiling 
faces in these two countries than 
I had seen for a long while. The 
Chinese, of course, are not very 
happy about the treatment they 
have received from Japan, but 
there are two sides to every story, 


and the philosophical Chinaman 
does not hesitate to express the 
opinion that China will eventually 
absorb all of the Japanese that 
Japan will send over. Whether 
this is true I do not know, but I 
will say that the Chinese are im- 
proving rapidly and are building 
up a strong central government. 

Japan, to my mind, is the mar- 
vel nation of the world, which in 
a few years has developed from a 
hermit nation to one of the most 
progressive in the world. One of 
the things that struck me in both 
China and Japan was the fact 
that they had no unemployment 
or relief problem. These countries 
are much more thickly populated 
than most other countries, and 
yet do not have these two great 
problems. But upon inquiry I 
found out the reason why: It 
seems that if a Chinaman or a 
Japanese loses his position and is 
unable to support his family, both 
he and his family move in with 
some of his relatives, and the rela- 
tive does not object, because if he 
did object he would be disgraced 
in the eyes of all of his friends. 
In this way the unemployment 
and relief problem is settled all 
within the family. I wonder if 
the United States could not learn 
something from these countries. 

From Japan we sailed to Hono- 
lulu, where we met our old friends 
F. P. Alexander, representing Un- 
derwood and Sundstrand, and 
L. W. Koss, representing Elliott- 
Fisher. Both are able and are 
doing a good business. 

After spending a week with 
them, we sailed for San Francisco. 
where we were met by a host of 
friends and hundreds of tele- 
grams. We did not need the 
friends or telegrams to make us 
happy, but we were delighted to 
receive both. 


The Pleasure of Coming Home 


The nicest part of going away 
from home is the coming back. 
If you don’t believe it, just try it 
some time. 

Of course, when one has had 
such a trip and visited so many 
countries, it is absolutely impos- 
sible to describe anything but the 
high spots. But there are certain 
impressions that remain that 
cause you to think. When I left 
the United States, a year ago, 
after having passed through sev- 
eral years of business depression, 
I rather thought that the depres- 
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sion was an American institution. 
But I soon discovered that it was 
purely international and _ that 
there was not a country in the 
world which had not suffered from 
it to a greater or less degree than 
the United States. I was happy 
to discover, however, that in all 
countries without exception recov- 
ery had taken place to a greater 
or less degree than in the United 
States. In many places some of 
the same ideas that we had in 
America had been put into opera- 
tion by the governments. In other 
countries no such ideas had been 
used, and yet recovery had taken 
place—sometimes more rapidly, 
more completely, than we have 
had here. No doubt the price of 
gold had much to do with the 
rapid recovery of South Africa. 
No doubt increases in the price of 
rubber had much to do with the 
rapid recovery in Java and Su- 
matra. No doubt the price of wool 
and mutton and beef had much 
to do with the recovery in New 
Zealand and Australia. 


Great Stretches of Arid Land 


Another impression that re- 
mains in my mind is the tre- 
mendous amount of land in this 
world which is desert or semi- 
desert. I presume the Continent 
of Europe has less desert than 
any other continent in the world. 
Outside of the barren mountain 
ranges, there is very little desert 
in Europe. When you get into the 
Near East and in Northern Africa, 
you begin to realize what desert 
is, and then that enormous area 
in South Africa which is semi- 
desert again impresses you; and 
then the huge areas in India, far 
under normal, make an impres- 
sion; and again when you get into 
North China, Inner Mongolia, 
Outer Mongolia and the Great 
Gobi Desert, you are again im- 
pressed with the huge volume of 
wasteland. But then we might 
consider that our dear old U.S. A. 
is almost one-third desert or 
semi-desert. All of which drives 
home the thought of conserving 
the soil in this world which is pro- 
ductive. When you visit the older 
countries you are impressed with 
the idea that man has not done 
a particularly good job in this 
respect. 

To sum up my observations, the 
business of the world—in all coun- 
tries—is definitely better and is 
rapidly improving. 
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What the Social Security 
Act Means 


Tm CONCEPT of social security 
is an old one with a new name. 
It is as old as history. The fact 
that we are obliged to find new 
ways for accomplishing old and 
well-known purposes should not 
confuse or deter us. 


Conceivably, the term social se- 
curity can be applied to all those 
efforts of government which result 
in assuring a higher degree of 
comfort and well-being to its citi- 
zens, but for our purposes it re- 
lates to those efforts of govern- 
ment directed toward furnishing 
specific protection to the individ- 
ual and his family against per- 
sonal economic hazards such as 
unemployment and dependency in 
old age. 

The passage of the Social Secur- 
ity Act was the result not only 
of the depression, which brought 
into focus the need for a nation- 
wide program for social security, 
but of economic factors caused by 
industrial developments begun 
many years ago. 


The provisions of the act which 
are probably of most interest to 
employers and employees are un- 
employment compensation and 
Federal old-age benefits. Federal 
old-age benefits, as the name im- 
plies, are administered entirely by 
the Federal Government. Unem- 
ployment compensation, as well as 
the provisions relating to public 
assistance and the several welfare 
services, are administered by the 
States. With respect to these pro- 
visions the Social Security Act is 
an enabling statute, designed to 
aid the States in the organization, 
administration, and operation of 
their own plans 


Unemployment Compensation 


Title IX of the Social Security 
Act levies an excise tax on the pay 
rolls of employers of eight or more 
persons engaged in occupations 
not definitely excluded from its 
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provisions. This tax is one per 
cent of the wages payable during 
1936; it will be two per cent on 
wages payable during 1937, and 
three per cent on wages payable 
during 1938 and thereafter. An 
employer in any State with an 
approved unemployment compen- 
sation law may receive credit 
against this Federal tax, up to 
ninety per cent of its amount, for 
the contributions he has made to 
his own State unemployment com- 
pensation fund for employment as 
defined for the purposes of the 
Federal tax. The Federal tax is 
payable not later than January 31 
next following the close of the 
taxable year. 


Thirty-nine of the 46 approved 
laws provide for a pooled fund 
for their unemployment compen- 
sation reserves. Under such plans, 
all contributions go into a single 
State fund from which benefits 
are paid to eligible unemployed 
workers, irrespective of their for- 
mer employers. Of the States with 
establishments producing business 
machines, Wisconsin has an em- 
ployer-reserve plan, in which sep- 
arate accounts are kept for each 
employer and from which benefits 
are paid only to that employer's 
unemployed workers; in Indiana 
the pooled-fund and employer- 
reserve type of plan are combined. 


Title IX of the Social Security 
Act applies only to employers of 
eight or more persons, but many 
States have extended the number 
of their workers who are pro- 
tected, by including in their plans 
employers of less than eight em- 
ployees. Of the States with estab- 
lishments producing business ma- 
chines, Michigan and Pennsylva- 
nia include employers of one or 
more persons; in New York the 
law applies to employers of four 
or more; in Ohio, employers of 
three or more are included; and 
the Connecticut law applies to 


employers of five or more persons. 


Forty approved laws provide 
benefits for unemployment of 50 
per cent of full-time weekly wages, 
up to a definite maximum. In 
Connecticut, Indiana, and Michi- 
gan, benefits are based on the 
total earnings of a worker over a 
particular 3-month period. The 
maximum weekly benefit is $15 in 
all but two States. One of these 
is Michigan in which it is $16. 


The minimum weekly benefit, 
when specified, varies consider- 
ably among the 46 approved laws, 
but the most frequent amount is 
$5 a week or three-fourths of the 
full-time weekly wages of the un- 
employed worker, whichever is 
less. All State laws set a waiting 
period between the loss of a job 
and the first benefit payment for 
total unemployment, although the 
length of time varies. Most States’ 
plans offer compensation for par- 
tial unemployment, as well as for 
total unemployment. 


In five States the amount of 
wages paid employees is made the 
basis for exclusion from benefits. 
Among these are New York, in 
which all workers earning more 
than $3,000 a year are excluded, 
and Wisconsin in which workers 
who earn a fixed wage of $150 or 
more a month for 10 out of the 
preceding 12 months are excluded. 


Loss of employment because of 
a labor dispute in the establish- 
ment where the employee works, 
or refusal of suitable employment, 
are reasons given in all approved 
laws for extending the waiting 
period before benefit payments 
begin, or for complete refusal of 
them, until reemployment. The 
State agency which administers 
the law is usually given discretion 
to fix the waiting period in such 
instances. 


In most States the disqualifica- 
tion for loss of employment be- 
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cause of a labor dispute does not 
apply if the worker or any mem- 
ber of his grade or class is not 
participating in, financing, or di- 
rectly interested in the dispute. 
In the case of a labor dispute, all 
laws in States producing business 
machines, except those of New 
York and Pennsylvania, make a 
worker affected by it ineligible for 
benefits while the dispute exists. 
Pennsylvania sets a waiting period 
of six weeks, under such circum- 
stances, and New York extends it 
to ten weeks. 

Old-Age Retirement Benefits 

While the provisions of the So- 
cial Security Act for public assist- 
ance to the needy aged are de- 
signed to help the States give im- 
mediate aid to the aged on the 
basis of need, those for Federal 
old-age benefits provide retire- 
ment incomes in the future to 
qualified persons sixty-five years 
of age and over, without relation 
to need. The provisions for aid 
to the needy aged are adminis- 
tered by the States, which are as- 
sisted by the Federal Government 
by grants, while those for old-age 
retirement benefits are the only 
provisions of the act administered 
by the Federal Government exclu- 
sively. 

Federal old-age benefits will be 
payable to wage and salary earn- 
ers, men and women who work in 
industry, in business offices, in 
commercial enterprises. 

The size of the benefits each 
qualified wage earner will receive 
will be based on his total wages 
from employment as defined in 
the act, after December 31, 1936, 
and before he is 65. The term 
“wages” means all remuneration 
from such employment, including 
the cash value of remuneration in 
any medium other than cash, ex- 
cept that in calculating the 
amount of benefits to be received, 
wages of more than $3,000 a year 
from any one employer are not 
counted. 

The wages on which benefits are 
based do not include those re- 
ceived for agricultural labor; do- 
mestic service in a private home; 
casual labor not in the course of 
the employer’s trade or business; 
service performed as an officer or 
member of the crew of a vessel 
documented under the laws of the 
United States or of any foreign 
country; service performed in the 
employ of the United States Gov- 
ernment or of an instrumentality 
of the United States; service per- 
formed in the employ of a State, 
a political subdivision thereof, or 


an instrumentality of one or more 
States or political subdivisions; 
service performed in the employ 
of a corporation, community 
chest, fund, or foundation, organ- 
ized and operated exclusively for 
religious, charitable, scientific, lit- 
erary, or educational purposes, or 
for the prevention of cruelty to 
children or animals, no part of 
the net earnings of which inures 
to the benefit of any private 
shareholder or individual; service 
in the employ of a carrier as de- 
fined in the Railroad Retirement 
Act of 1935; and self-employment. 

Three types of benefits are pro- 
vided: monthly benefits, payments 








IMPORTANT FEATURES OF THE 
TAXING PROVISIONS OF 
THE SOCIAL SECURITY 
ACT 

Actual money, when paid in 
wages, is not the sole basis on 
which the tax is levied. Goods, 
clothing, lodging, if a part of com- 
pensation for services, are wages 
and a fair and reasonable value 
must be arrived at and become 
subject to the tax. 

Commissions on sales, bonuses 
and premiums on insurance are 
wages and taxable. 

Officers of corporations whether 
or not receiving compensation are 
considered employees for the pur- 
pose of taxation. 

Wages paid during sick leave or 
vacation, or at dismissal are tax- 
able. 

Traveling expenses required by 
salesmen are not wages if the 
salesmen account for, by receipts 
or otherwise, their reasonable ex- 
penditures. That part for which 
no accounting is made is con- 
strued as a wage and is taxable. 








of which begin in 1942; lump-sum 
and death payments, which are 
being paid now. 

The act provides a monthly 
benefit of % of 1 per cent on the 
first $3,000 of an employee’s total 
wages, as defined above, 1/12 of 
1 per cent on the next $42,000 of 
his total wages, and 1/24 of 1 per 
cent on his wages over $45,000 up 
to a maximum total of $129,000. 
To qualify for monthly benefits, a 
worker must be at least 65 years 
old; his total wages after Decem- 
ber 31, 1936, and before he be- 
comes 65 must be $2,000 or more; 
and he must receive wages for 
employment on at least 1 day in 
each of 5 different calendar years 
after 1936 and before he becomes 
65. 

Lump-sum payments will be 
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made to wage earners at the age 
of 65 who have worked in covered 
employments but do not qualify 
for monthly benefits. The amount 
paid them will equal 34% per cent 
of their total wages of the kind 
described above, for services per- 
formed after 1936. Death pay- 
ments will be made to the estates 
of those workers who die before 
the age of 65 or before they have 
received as much as 3% per cent 
of total wages as monthly bene- 
fits. 

Old-age benefit payments to in- 
dividuals will be made direct from 
the United States Treasury out of 
an old-age reserve account, to 
which Congress makes periodic 
appropriations based upon ac- 
cepted actuarial principles. 


Assignment of Accounts 

Because old-age benefits are 
based on the total wages received 
by a worker after December 31, 
1936, and before he reaches age 
65, a system of maintaining wage 
records for every person in em- 
ployments included in the plan 
has been set up. With the codp- 
eration of the Post Office Depart- 
ment, the Social Security Board 
had by May 25 received 27,853,941 
applications for social security 
accounts. 

As the provisions of the Social 
Security Act increase the expenses 
of the Federal Treasury, Congress 
has set up certain taxes, which 
began to accrue on January l, 
1937. Both workers and their em- 
ployers, unless the services per- 
formed are specifically excluded, 
are subject to these taxes. The 
rates for each are the same. They 
begin in 1937 at 1 per cent of 
wages received by the worker and 
1 per cent of the wages paid by the 
employer during 1937 and pro- 
gress in increments of % of 1 per 
cent every 3 years until they reach 
3 per cent in 1949. The wages of 
an individual employee in excess 
of $3,000 from any one employer 
in any taxable year are not taxed. 
These taxes will be collected by 
the Bureau of Internal Revenue 
and become a part of the general 
funds of the Treasury as internal 
revenue collections. It should be 
noted that this tax applies to em- 
ployers of one or more as distin- 
guished from the tax under title 
IX which applies to employers of 
eight or more. 

The taxes under the act are ar- 
ranged to increase gradually. This 
plan of gradual increase makes 
possible gradual adjustments of 
industry and gradual absorption 
of these costs. 
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Creative Selling in Loose 





Leaf Systems Being a story of Constructive Methods Placed in 


en and creative 
Sclling in loose leaf systems has 
built a successful department in 
this field at Buxton & Skinner 
Printing and Stationery Company 
of St. Louis. 

The loose leaf department was 
organized many years ago with the 
objective of developing a profitable 
volume. All loose leaf items were 
separated from stationery items 
and the buying and selling is done 
by a trained personnel. 

After the company selected the 
loose leaf line to be merchandised, 
the personnel concentrated on 
that particular line. “It is our ex- 
perience that while operating with 
such a policy we lose an occasional 
deal,” said Otto Hermann, man- 
ager of the Buxton & Skinner loose 
leaf department, “but the final re- 
sults have been very satisfactory. 
We believe it is just as important 
for us to become sold on the items 
which we are offering for use, as 
the customer himself. We do not 
believe it is constructive operation 
to jump from one line to another, 
or item to item, merely to get an 
order which may be in the discus- 
sion stage.” 

A creative selling job will result 
in more new business and a great- 
er volume. When a loose leaf or- 
ganization creates a demand for 
a system and it is sold to a public 
utility or department store or any 
other business organization this 
new business will not only replace 
the inevitable losses sustained in 
competitive selling but will go far 
in providing the company with an 
increased volume of sales for the 
current year over the year pre- 
ceding. 


“Sell the System” 


In his presentation of the mer- 
chandise to a buyer, the Buxton 
& Skinner salesman “sells the sys- 
tem,” and not so many binders. 
The selling of six or twenty-five 


use by Otto Hermann, Manager, Buxton & Skinner 


Printing & Stationery Company, St. Louis, Mo. 


By Howard Barman 











OTTO HERMANN 


binders is a secondary matter. If 
a corporation or political subdivi- 
sion is considering the installation 
of an elaborate system, a detailed 
prospectus is made up. The pros- 
pectus may show several plans, 
procedure, installation, costs of the 
several systems, floor plans and 
blue prints. 

Perhaps the sales personnel has 
conceived a system which would 
be instrumental in increasing vol- 
ume of business done by the mar- 
keting department of an oil com- 
pany. The system which has to do 
with a customer’s car servicing 
could be tied up with a plan de- 
vised to bring in new prospects for 
the company’s service stations. 
Presented as a possible business 
builder, the system would not un- 
likely receive a more cordial recep- 
tion at the hands of the marketing 
department. 

When the buyer and office man- 
ager of a department store, oil 
company or public utility can be 
shown that a particular system in- 
stalled will mean increased effi- 
ciency, a speeding up of work and 
a reduction of operating cost, they 


will lend a sympathetic ear to a 
loose leaf salesman. But a familiar 
knowledge of the company’s book- 
keeping problems must be gained 
before a recommendation can be 
made. A Knowledge of accoun- 
tancy fundamentals is a decided 
asset. 

When the Buxton & Skinner 
Company has familiarized itself 
with the office routine of, say, a 
public utility company it follows 
through with this knowledge in 
applying a system to other corpo- 
rations in this industry. 

If a training school or conven- 
tion were held annually at the 
factory of loose leaf manufactur- 
ing companies for the dealers’ 
loose leaf sales personnel, better 
organized loose leaf departments 
would result, in the opinion of Mr. 
Hermann. The special department 
would be more resourceful in its 
selling work. 

Careful planning and designing 
of forms from the standpoint of 
exactness, color scheme of ruling 
(if a ruled form is used) and the 
numerous other necessary techni- 
cal details are executed at Buxton 
& Skinner. 


Care Eliminates Errors 


The punching of sheets receives 
the most careful handling, since 
any variation in the distances be- 
tween the centers of the holes will 
affect the operation of the most 
efficient device. A mistake of this 
kind would result in a dissatisfied 
user who may be the means of 
creating unfavorable atmosphere 
on a future deal. 

Sample forms of all special jobs 
put through the manufacturing 
department are collected in the 
loose leaf department. This col- 
lection has a value in any attempt 
to serve a customer on special sys- 
tem applications. 

It is an axiom of the Buxton & 
Skinner loose leaf department that 
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the sales personnel should be 
thoroughly conversant with the 
items their competitors are offer- 
ing and should know them as well 
as their own merchandise. 

“This knowledge is necessary if 
the salesman wishes to present his 
line to the best advantage,” said 
Mr. Hermann. “Every sale cover- 
ing any worthwhile installation 
should be the product of careful 
preliminary handling from the 
standpoint of application, so that 
the proper devices may be applied 
for the application involved. If 
this plan is followed through care- 
fully by the salesman, it will re- 
sult in mutual good—both the 
buyer and seller getting benefits.” 

Mr. Hermann began his business 


career with the Sieber-Trussell 
Manufacturing Company, which 
was afterwards acquired by 
Boorum & Pease. He next went 
into direct selling, and some years 
ago joined the Buxton & Skinner 
Company, where he established a 
department devoted exclusively to 
loose leaf operations. 


Many Systems Devised 


Buxton & Skinner has devised 
systems which have been widely 
accepted. One of them is a public 
utility system which includes util- 
ity chart and billing rack, index 
of streets and controls, index sheet 
with reference index and utility 
cash coupon sorter. The utility 
chart is a combination for han- 
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dling both rate charts and meter 
book for billing purposes. The 
sorter is recommended for han- 
dling incoming cash coupons. In- 
dex of streets and controls is for 
quick reference to customers’ ac- 
counts, and it was prepared to 
serve an installation covering 
about 1400 streets and approxi- 
mately 225,000 accounts. 

Another development of the 
Buxton & Skinner Company was 
the “Harvey” machine posting 
ledger which has been installed in 
large department stores, banks, 
public utilities and practically 
every kind of business. This ma- 
chine simplifies and perfects ma- 
chine bookkeeping ledger opera- 
tion. 


A Church Sales Idea 


E. SUDERMAN, manager of the 
typewriter department in the 
Brown Shop, office supply dealers 
at 190 East Colorado § street, 
Pasadena, Calif., has found it 
good business to co-operate with 
churches, young people’s societies, 
and similar organizations, espe- 
cially in building up sales in 
duplicating supplies. You can best 
get patronage by being helpful, 
he states. 

When Mr. Suderman gets a 
duplicated notice, leaflet or other 
output of a church office or young 
people’s group he looks it over to 
see if good work is being done 
from a producing standpoint. If 
the work is poor he looks up the 
secretary or whoever is responsible 
and finds out where the poor work 
is coming from. He carefully but 
diplomatically explains that poor 
work sent out in notices, etc., is 
giving the wrong impression, that 
an organization engaged in human 
uplift activities ought to be well 
represented in its own circulars, 
etc. 

If opportunity affords he goes 
right into the office and works 
evenings with the group putting 
out the work and shows them how 
to do good work. If the materials 
used are not up to standard he 
tells them so. 

Here is an illustration: A young 
people’s groupinan M. E. church 
in Pasadena, issuing a little dupli- 
cated paper twice monthly was 
‘ putting out poor stuff, blurred and 
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hard to read. Mr. Suderman con- 
tacted the proper parties and 
worked with them two hours per 
evening for several evenings until 
perfect copy was produced. Soon 
the young people ordered an elec- 
tric machine and ever since have 
been buying all supplies from Mr. 
Suderman. 

At another church he found a 
group getting out a little paper 
with several different people op- 
erating the machine from time to 
time. He induced them to ap- 
point one person to do all such 
work and he worked with that 
person until perfect work went 
out. He told them that the work 
previously going out was in no 
sense representative of the organ- 
ization. As a result of his work 
with them he now has all their 
patronage. He did himself good 
but he did it by doing them some 
good also. 

A Y. W. C. A. group sponsoring 
a twice-a-month dance sent out 
duplicated announcements that 
were mechanically below par. Mr. 
Suderman worked with the pro- 
ducers, improved their copy and 
won both their friendship and 
their business. 

Follows Up Good Copy Also 

When an especially good piece 
of work comes to Mr. Suderman’s 
attention he finds it also pays to 


trace it down as a means of secur- 
ing leads. For example a dry 
cleaner used blotters imprinted by 
the stencil duplicating process for 
distribution among his customers. 
The work was very well done. Mr. 
Sudeman went to the cleaner and 
found out where the work was 
done. A commercial firm was 
doing it and since the firm did 
splendid work mechanically Mr. 
Suderman felt it would appreciate 
good materials. Business has re- 
sulted from this fine contact. 

These systematic methods of 
making contacts have paid out 
well. The firm now is among the 
first, in the sale of duplicating 
machine supplies in the city and 
the work was started at scratch 
not very long ago. Of course every 
duplicator of any kind in the city, 
is listed and monthly calls are 
made on every one owning such 
machines, but it has been the spe- 
cializing plan, attention to groups 
needing help chiefly, that has been 
the big thing in building volume. 
Inasmuch as any group of the 
kind mentioned means a group of 
young people interested in various 
kinds of activities and working in 
various kinds of offices there is a 
big reflective business coming 
from it. Mr. Suderman always 
finds such people on the average 
loyal to the firm that seems to be 
doing the right thing. He has ac- 
counts that he feels no competitor 
by any kind of appeal could pull 
away from him. 





30 


Returning the Call of 


Columbus 


- seems to be a series of ad- 
ventures. Some folks can crowd 
in only one a year, others can find 
one every day, while still others 
find adventure in practically 
everything they do. 

When I was a youngster, I 
craved adventure and believed the 
only way I could satisfy the crav- 
ing was to possess a bicycle. I 
found the only way to get a bi- 
cycle was to work for it. Of course, 
being a kid, there were two ways 
of working. One, working the folks 
and the other working anybody 
else that could be worked or 
worked for but I finally got the 
bicycle and immediately my hori- 
zon moved back in a widening 
circle and I began to see much of 
the world that I did not know ex- 
isted before. 

It was only a matter of time 
when I found operating a bicycle 
depended upon leg work and it 
took more than a good pair of 
muscular legs to find enough ad- 
venture to satisfy one whose im- 
agination was bounded by the 
ceiling of his mentality. The next 
one was a boat—a Swampscott 
dory with an oar for a mast, an 
old tablecloth for a sail and so I 
ventured into unknown waters 
and after a mishap when I was 
cast away for two days on an 
island in a remote part of Boston 
harbor, was told that a Swamp- 
scott dory, propelled by an old 
tablecloth was not for me. 

It was some years later that I 
found myself in the stationery 
business, having my ups and 
downs as an elevator operator and 
again I found a new adventure 
and if you don’t think you can 
find adventure running an eleva- 
tor, try it some time. 

Came the great adventure of 
being a traveling man and believe 
me that was something. As a trav- 
eler the old horizon moved back 
fast and the best of the adventure 
came from the fact that I was 
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earning my keep and enough be- 
yond that to justify someone in 
the payment of my transporta- 
tion. 

Now these were all major ad- 
ventures and I suppose most of 
the readers of OFFICE APPLIANCES 
have been through similar ones 
but there is always one that lies 
on beyond and I think that one 
is the desire to cross the ocean 
and emulate in a small and safer 
way the job done by one Christo- 
pher Columbus who came over 
here on a trip a long time ago. 
Some one has said, and I think it 
bears repeating, that when old 
Chris left home he did not know 
where he was going, when he got 
over here he did not know where 
he was and when he got back 
home he did not know where he 
had been. The modern adventurer 
knows where he is going, when he 
gets there he knows where he is 
and after he gets home he not 
only knows where he has been 
but is able to figure out for him- 
self whether the acre of diamonds 
lies beyond the seas or out in the 
old back yard near the fence. 


This adventure has taught me a 
number of things, the first one 
being that trees, flowers, and 
grass speak a universal language 
and are not different as countries 
are different. There were places 
on the other side that looked so 
uncannily like places familiar to 
me at home that little convincing 
would have been needed to prove 
to me that I had been there be- 
fore. 


The Overseas Adventure 
as a Teacher 


The things that old Mother Na- 
ture provides for our use, our en- 
tertainment and for our happi- 
ness are dealt out by that cagy old 
lady to all the people of the world 
in a scientific way and the differ- 
ences come in what the people in 
the different parts of the world 
do with the things that Nature 
has provided. In the older sec- 
tions of the world it is interesting 
to see what has been done over a 
long period of time with these 
gifts. One cannot help but feel 
that had mankind been as careful 
in the handling of what Nature 
has provided as Nature has been 
in the provision thereof, perhaps 
this whole world would be a bet- 
ter place to live in these days. 


So I traveled around on the 
other side of the great pond and 
I found that differences in people 
come primarily from different 
conceptions of opportunity, desire, 
beauty, peaceful living and hap- 
piness. 


No, we don’t do business the 
same over here as they do in Eu- 
rope. In some ways we are a hap- 
hazard lot. The American, being 
a little king in his own right, re- 
spects the past but concentrates 
on the present and future. He 
picks out the kind of throne he 
wants to occupy, builds it himself, 
and if it isn’t comfortable, he ad- 
justs it to his comfort and makes 
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it high enough so that he can see 
the things he wants to attain. 

It is difficult to compare busi- 
ness in the United States with 
business in England or in France 
or in Germany. In England busi- 
nesses are old, the traditions are 
long established and the methods 
have been in use for a space of 
time that insures that change is 
necessarily gradual. In Germany 
you have a situation where busi- 
ness is being conducted by rigid 
rules. My personal opinion is that 
when there are set up boundary 
walls beyond which no man can 
go in his search for more and bet- 
ter business and what might be 
called business immortality, the 
same rules and boundaries prove 
to be confinements and a restric- 
tion upon the full flower of indi- 
vidual genius. 


Difference of Ideas 


People abroad have ideas differ- 
ent from those in America. Food 
habits are different. Water is 
scarce or at least seems so. Hotel 
accommodations have not been 
developed as they have in this 
country with the result that 
America seems to be possessed of 
the best of the public palaces 
which devote themselves to relax- 
ation and sustenance for the 
weary traveler or the person trav- 
eling in the search for adventure. 

The stationery business is dif- 
ferent over there. The trend in 
the stationery business has been 
toward the fancy goods side and 
in my opinion, not enough in the 
direction of commercial use. It 
seems to me that in commerce lies 
the greatest opportunity for not 
only the usage of commercial sta- 
tionery and office equipment but 
the chance for the performance of 
a public service that dignifies the 
commercial stationer in this coun- 
try as a member of a major na- 
tional endeavor and a contributor 
to business growth. 

Hospitality is fine over there 
and there is little difference in 
the attitude of fine people toward 
those that they like from the atti- 
tude of fine people in this country 
toward those whom they would 
call “friend.” 

There is a misunderstanding on 
the other side as to the aims, pur- 
poses and principles of the Amer- 
ican business man. Some people 
seem to have a horror of what 
they characterize American meth- 
ods. They seem to visualize the 
American business man as a hap- 
hazard, wise-cracking vaudevillian 


who puts on a daily show and ex- 
pects loud applause for his every 
effort. We know that this picture 
is no more a faithful reflection of 
the great mass of business people 
in this country than is the picture 
of Venus taking her music lesson 
an actual scene in the home of a 
modern American. 

Reading one of the business 
magazines over there, I was aston- 
ished to find an interview with an 
American business man who left 
the impression behind him that 
the slogan of a great many people 
in American business was, “Never 
give a sucker a break.” As a mat- 
ter of fact, the saying used by this 
gentleman who left such an im- 
pression behind him is used only 
in gambling circles and American 
business is not set up on the basis 
of deals between suckers and 
those who can or cannot hand out 
the breaks as they see fit. 

The big thing that I learned in 
Europe was that business thinking 
reflects national thinking. In a 
country where political thought 
dictates definite rules for the con- 
trol of an individual’s every ac- 
tion, that same philosophy extends 
it down through the ranks of busi- 
ness until they are confronted 
with a hopeless situation as far 
as the individual is concerned be- 
cause there isn’t the opportunity 
for quick advancement under such 
a system. There isn’t the oppor- 
tunity for spectacular achieve- 
ment and there is no opportunity 
to develop quickly the installation 
and sale and promotion of new 
ways to happier and peaceful liv- 
ing as there is over here where 
the road is open and the ambition 
of the merchant is only bounded 
by his own skill in proving to the 
people of the nation that he has 
something they ought to have, 
something they will enjoy, some- 
thing they can use to advantage 
and something that will result in 
a profitable investment on all 
sides. 


Power of Tradition 


In other countries where tradi- 
tion is strong, where things have 
been done pretty much the same 
over an enormous period of time, 
we find that compensation and 
rewards for labor are not as gen- 
erous as they are here. 

There is no particular advan- 
tage in reviewing the meetings I 
attended over there except from 
the commentator standpoint. 
These meetings have been re- 
viewed elsewhere in OFFICE APPLI- 
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ANCES. Of course I went over to 
attend the annual meeting of the 
Stationers Association of Great 
Britain and Ireland as a delegate 
from The National Stationers As- 
sociation. I did the job that was 
assigned to me and listened care- 
fully at the meetings, religiously 
observed the methods of conduct- 
ing meetings and trends of 
thought that ran through the 
conference. I met many splendid 
people and many old friends. I 
was able to confer with the Eng- 
lish representatives of a number 
of American companies. I was in 
a position to study methods of 
merchandising and merchandise. 
It was all very interesting and at 
Hastings, when the _ red-coated 
toastmaster announced that the 
president of the Stationers Asso- 
ciation of Great Britain and Ire- 
land would drink wine with the 
delegate from America, I could 
not fail to be impressed with the 
delightful aspect of the unusual 
traditions which had been handed 
down for hundreds of years in the 
old mother country. 

Up in Berlin was a different pic- 
ture. Here we had groups of busi- 
ness men from forty-three coun- 
tries. Sitting in the general ses- 
sions listening to a man making 
an address in French or German, 
one reached to the back of the 
seat in front of him, picked up a 
headphone, turned the dial and 
out came the speech in English. 
At the big conferences, when one 
ended his speech, interpreters 
arose and made the speech over 
again in French and German. 


Address in English Repeated 
in French 


I had a very interesting and 
amusing experience in the distri- 
bution conference. After having 
been assigned to the job of mak- 
ing an address on distribution and 
making it, the secretary of the 
conference arose and made my 
speech in French, using gestures, 
intonations and emphasizing some 
features. About half way through, 
a distinguished Englishman leaned 
over and said, “You touched a 
match to the beggar, he is on fire.” 
And that was indeed praise from 
Olympus. It was encouraging to 
find the British delegation moving 
in lock, stock and barrel with the 
Americans. It was interesting to 
find two great English speaking 
delegations, standing shoulder to 
shoulder on things that had to do 
with control of distribution and 
opportunity. There was something 
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satisfying about it, something that 
was more significant than would 
have been the case had we both 
been for the same thing but con- 
ducting our fights separately. 

I think it is perfectly splendid 
and a great compliment to Amer- 
ica that an outstanding American 
citizen and business man, Thomas 
J. Watson of International Busi- 
ness Machines Corporation, was 
selected as president of the great 
International Chamber of Com- 
merce. All Americans who are fa- 
miliar with the magnificent busi- 
ness record of Mr. Watson, with 
his fine personality and keen per- 
ception and his homely philoso- 
phy, will appreciate this compli- 
ment that comes to America in 
having this outstanding American 
chosen to lead the greatest busi- 
ness organization in the world. In 
Elliott Wadsworth, who was 
chosen to succeed Mr. Watson as 
chairman of the American delega- 
tion, America chose an outstand- 
ing business man, a gentleman 
who is willing to expend of his 
means and ability and to provide 
intelligent leadership for Ameri- 
ca’s participation in this great 
movement. 

Yes, I was profoundly impressed 
in Berlin. I was impressed by the 
quality of the men who made up 
the American delegation. I was 
impressed with their friendliness, 
their fraternity and their 
coéperative spirit. I sup- 
pose the best place to 
come to a realization of 
the tremendous contribu- 
tion that is made by these 
men is to see them work- 
ing abroad, protecting and 
conserving and building up 
America’s place in the 
world of trade and indus- 
try. Of course, in Berlin 
I was on a holiday. When 
I left England I went on 
a vacation and I spent my 
vacation up in Berlin af- 
ter an interlude in Paris 
on what might be called a 


MODERN EQUIPMENT IN THE 
MODERN OFFICE.—These in- 
teresting photographic views of 
Yawman and Erbe Manufactur- 
ing Company steel desks and 
Accesso trays were taken in the 
new offices of the Indiana State 


busman’s holiday, for I found re- 
laxation and inspiration and all 
of the things that a person likes 
to find on a vacation in those 
great meetings which were held 
with men from forty-three coun- 
tires. I think the greatest inspira- 
tion came from the fact that in 
this great international movement 
which I believe is the most power- 
ful element working today for the 
achievement of world peace, an 
outstanding American was chosen 
as its president, leader and guid- 
ing genius. 


Armament and Unemployment 


I came away from the meeting 
a little sad for in the last session 
Lord Essenden, a great English 
Industrialist, made this statement, 
“Ladies and gentlemen, every clear 
thinking man wants peace among 
all the nations of the world and 
yet we cannot overlook the fact 
that at the expiration of the pres- 
ent armament program we shall 
be confronted with a problem of 
unemployment.” 

It seems sad to me that any 
portion of the world’s population 
should have to be dependent for 
its labor and for employment 
upon the manufacture of muni- 
tions and implements of war 
which are designed to eliminate 
their makers from living. As I 
came back to America I had a 








OFFICE APPLIANCES 


feeling that it is up to the indi- 
vidual American business man to 
Support these leaders of ours in 
the international industrial move- 
ment who hope to work out the 
problems of business and world 
trade in such a way that no 
longer will people have to depend 
upon war for their economic posi- 
tion under the sun. So, early one 
morning out on deck, out of the 
mist came that glorious figure of 
Liberty at the entrance to New 
York harbor and up the harbor 
as the mist lifted, the great busi- 
ness and industrial palaces of 
lower New York made a fantastic 
picture in the early day. 


I was glad to be back in this 
country where employment does 
not depend upon preparations for 
war, where people want only peace 
and a chance to earn a decent liv- 
ing. I thought perhaps it is better 
that there is a great young coun- 
try in the world like America, 
which with all its faults, at least 
devotes itself to making more op- 
portunity for more people and to 
the experiment of trying to pro- 
vide for the people a higher 
standard of living, .a finer sense 
of security and a greater oppor- 
tunity for individual success. This 
great adventure is over and other 
great adventures are to come. The 
meeting of a friend. The getting 
together with a group of pals. The 
Chicago convention when 
again we will see a great 
industry and trade meet- 
ing in friendly codpera- 
tion. The bicycle and the 
boat with the tablecloth 
sail and the road experi- 
ence and all of the other 
adventures will have been 
worth while because they 
lead to the greatest ad- 
venture of all and that is 
the adventure of so living 
each day that tomorrow 
becomes something worth 
looking forward to. Such 
tomorrows do exist in 
America. 


Automobile Insurance Associa- 
tion in Indianapolis. The com- 
plete installation was made by 
Salesman Bob Burnett of the 
William B. Burford Printing 
Company, “Y and E”’ agents in 
Indianapolis. 





Making Special Sales Earn 


a Profit 


So YOU'RE thinking of holding 
a sale! 

“Don’t forget then,” advises one 
successful office equipment dealer, 
“That profits should be the objec- 
tive of every sale. And just re- 
member that while you probably 
won’t make much profit off the 
sale itself; your profit is going to 
have to come from the merchan- 
dise you sell at regular prices dur- 
ing that sale.” 

It doesn’t pay to give away mer- 
chandise. Every successful office 
equipment dealer knows the truth 
of that statement. Nor will vol- 
ume alone, generated by a sale, 
insure profits. 


Continuous mark-down sales 
have a habit of turning regular 
customers into bargain hunters. 
They wait for these sales and the 
bargains that come with them. 
Nothing will make the average 
customer more dissatisfied with 
the average store than continuous 
sales. 


There should be a definite rea- 
son behind every sale the dealer 
plans. That reason should boil 
down to the desire to win regular 
customers to the store. Some of 
the profitable reasons and pur- 
poses of holding a sale include: 


(a) To attract people into the 
store, (b) To clear out over-pur- 
chases, (c) To introduce some- 


WOLVERINE IN 
NEW HOME.—Here 
is the new home of 
the Wolverine Type- 
writer Company at 
228 South Capitol 
street. Lansing, 
Mich. The photo- 
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In Which is Pointed out the Unwisdom of Selling 


at a Loss at any Time 


By Ernest W/. Fair 


thing new, (d) To raise cash 
quickly, (e) To pass on to cus- 
tomers good bargains, (f) To in- 
crease volume when it is too low, 
(g) In order to close out or dis- 
continue a line of goods, (h) To 
tone up the store organization. 


Sales Should Leave a Pleasant 
Impression 


“Every sale should be carefully 
planned to leave a pleasant im- 
pression in the minds of cus- 
tomers,” states a nationally known 
sales authority, “Many sales fail 
because this and little details are 
forgotten. Plan all the details of 
your sale well in advance. Figure 
operating expenses, cost of mer- 
chandise, volume, speed of stock- 
turn, later mark-downs into the 
prices you set on sale goods.” 

Many dealers have found it 
profitable also to plan special sale 
items for each hour or for each 
day of the sale and not sell them 
at any other time. Others find it 
best to plan special window dis- 
plays well in advance but to avoid 
flaring colors in such displays. 

One dealer has found it best 
not to place the best values too 
close to the store door but to make 
people walk to the back of the 
store to find them. 





Every authority warns against 
the tendency to exaggerate in sale 
advertising; to make bargains 
seem better than they really are. 
Prices must be right and descrip- 
tions must be accurate. The use 
of big words, so familiar in movie 
trailers, is also to be avoided. 


Moving Slow Stock 


One of the most common rea- 
sons for holding a special sale is 
to move slow stock, which is not 
selling at a proper pace to justify 
retaining it upon the store shelves. 

There are many successful 
methods for moving slow stock. 
Here are seven: 

(1) Pay salespeople premium 
money for selling the goods. 

(2) Write and telephone to cus- 
tomers who may be particularly 
interested in this merchandise. 

(3) Display the goods attrac- 
tively, calling attention to them 
with special descriptive price 
cards. 

(4) Mark down the price and 
offer as a “Special.” 

(5) Automatically reduce the 
price at fixed intervals if the 
goods do not sell. 

(6) Buy enough new, attractive 
merchandise to freshen the stock, 
and feature new and old together. 

(7) Advertise the truth about 
the merchandise, however bad it 
may be. 


graph shows the cap- 
ital window display 
of L. C. Smith stand- 
ard typewriters and 
Corona portables and 
adding machines for 
which the company 
is the local dealer. 
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The Job of Selling Office 


Ways and Means Adopted by the E. A. Kramer 
Company, New Haven, Conn. 


Furniture 


Aver over forty years of sell- 
ing stationery and office furniture, 
E. A. Kramer, president of the 
E. A. Kramer Company, New 
Haven, Conn., believes that all 
that is necessary to make sales is 
knowledge and work. 

“Know your goods, your cus- 
tomers’ needs and work out the 
best values for the money to be 
spent,” is Mr. Kramer’s advice. 

“Just how would you start out?” 

“The same way I did, I suppose,” 
Mr. Kramer answered, smiling. “I 
made a record of the first sale I 
made and I kept right on making 
such records of everything I sold 
and to whom I sold it for years. 
Just a glance at the card—I used 
cards because they are easier to 
handle—and there was the in- 
formation I needed. Often this 
saved me calls. Or I could see 
that I needed to call because the 
merchandise that had been sold 
was almost gone. When I sug- 
gested that item, it was as good 
as sold. Just about the easiest 
way to sell is to have something 
to suggest that you are certain 
your customer needs.” 

“Yet that’s the first time I’ve 
heard of a salesman making such 
a record.” 


Selling Office Furniture 


“It’s too bad that so few of them 
will take the trouble,” remarked 


By E. M. Marshall 


Mr. Kramer. “But I know that 
I would appreciate it if any of the 
people who sell to me could sug- 
gest things I should buy, and that 
they were positive I needed be- 
cause they had such a _ record 
which they used all the time. 
Anyone who has to buy such a 
large quantity of small items as I 
do in a year’s time, would be sure 
to give the lion’s share to such a 
thoughtful salesman.” 

“How about office furniture?” 

“Of course no one buys new 
furniture at stated intervals,” said 
Mr. Kramer, “but the record idea 
can be used to jot down any prom- 
ising leads, too, you know. Often 
someone will remark that they 
want to buy something at a future 
date, or that some friend of theirs 
will be in the market soon. If 
these things are not jotted down 
at once they may be forgotten and 
the salesman will have lost what 
may have been a very good order. 
Once such information is down in 
black and white it will serve as a 
constant reminder.” 

“Have you any other ideas about 
how to obtain sales?” 


Selling Ideas 
“There’s one thing that I do 
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which may not be done by all 
other salesmen,” replied Mr. 
Kramer. “When a customer is in 
need of new furniture, I do every- 
thing that I can to help him get 
the best for his money. I draw 
a plan of the office and put in the 
furniture where it should give the 
best results. The plan is like an 
architect’s. All the time I’m work- 
ing on it I try to keep in mind 
the actual conditions under which 
the equipment will be used. I 
consider the lighting, the heating, 
the convenience of the worker 
and the general routine common 
to the business. After selling to 
a customer over a period of time 
you collect quite a fund of in- 
formation.” 

“But drawing such a plan must 
take quite some time. It seems a 
terrible lot of work.” 

“It’s not easy, nor will you 
always get the sale after making 
such a plan,” remarked Mr. 
Kramer. “Why, I’ve even had 
customers use my plan and buy 
their goods from one of my com- 
petitors. Not often, you under- 
stand, but it has happened, and 
not so long ago either. 

“One morning when I was over 
at the bank the president saw me 
and called me in. He said that 
they were going to do some ex- 
panding and that he would be in 
the market for furniture. All he 
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said was that the furniture was to 
take care of business for twenty 
years.” 


Providing for the Future 


“How could you be sure? Twenty 
years is such a long time.” 


“The company I buy filing cab- 
inets from sent me a helper,” Mr. 
Kramer informed me, “and that 
man and I spent three days down 
in the vault of the bank counting 
documents and making estimates 
based on the normal increase 
which the records showed. After 
all that work, the president did 
not give me the order. I didn’t 


RECENT INSTAL- 
TION OF AIRLINE 
DESKS BY THE ART 
METAL CONSTRUC- 
TION COMPANY IN 
MERCHANTS CO- 
OPERATIVE BANK, 
BOSTON, MASS. 


mind losing so much as I minded 
the fact that he used the plan I 
supplied. That was—er—unfair. 
So I better tell you that he tried 
to make it up to me later on when 
the new wing was added to the 
bank. I got the order and I 
charged enough to cover the cost 
of the plan as I told him straight 
out. Id do.” 

“T’ve heard that you won many 
of the prizes which were offered 
for sales of office furniture during 
the summer months when busi- 
ness is never very brisk. Is this 
true?” 

“We have had our share—per- 
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haps a little more than that,” 
admitted Mr. Kramer modestly, 
“of those prizes. And I learned 
a lot from the results, too. One 
thing is that there is business to 
be had all the year around if only 
you work hard enough to dig it up. 
Even when the mercury is climb- 
ing higher and higher, some 
people are working away at type- 
writers, over books, filing away in 
cabinets already filled. So sales’ 
effort is never wasted in calling 
regularly. All you have to do to 
Sell is find out when there is the 
need for what you are selling and 
supply it before anyone else does.” 


These desks are fin- 
ished in deep ma- 
hogany grain and 
provide an attractive 
banking room for 
this, one of the larg- 
est codperative banks 
in the Boston area. 


Selling Office Desks for the Home 


Note.— Office Appliances has 
long advocated the inclusion of 
office desks of a suitable size and 
appearance for the home in the 
merchandising program of office 
furniture dealers. The appended 
article gives a detailed account of 
a sound selling plan which has 
proved its value in practice. Time 
spent in studying the Crocker 
method and adapting it should 
prove profitable. 


——— promotion of small 
desks for home use has increased 
office furniture volume nearly 
twenty per cent for the H. S. 
Crocker Company, Inc., San Fran- 
cisco, Calif. Since the business 
can be handled with very little 
extra selling cost and is done on 
a high markup basis, it represents 
a very substantial part of the de- 
partment’s total net profit. 

“The office appliance man who 
doesn’t go after home desk busi- 
ness these days is passing up an 
excellent merchandising oppor- 
tunity,” says Henry Le Sassier, 


By H. L. Sanders 


manager of the furniture division. 
“In every city, there are thousands 
of men who have to do work at 
home in the evening. In the past, 
most of them have done their 
work on the diningroom table or 
at an inconvenient secretary or 
Governor Winthrop desk. They 
are all logical prospects for a con- 
venient, utility desk having an 
appearance which does not de- 
tract from the general decorative 
schemes of their homes. Getting 
that business is just a case of 
going after it.” 

The largest part of the com- 
pany’s volume in home desk line 
comes from personal contacts by 
the office furniture salesmen. 
When the home desk stocK was 
first put in, a thorough explana- 
tion of it was given to all the 
furniture men. Because most of 
them plan their work for the fol- 
lowing day at home in the evening 


and sometimes do a_ certain 
amount of clerical work, they were 
familiar with the problem of the 
businessman who has to do work 
at home and quickly saw the ad- 
vantages of the new merchandise. 
Most of them immediately bought 
home desks for their own use— 
with the result that they could 
talk advantages of the merchan- 
dise from first-hand experience. 
Whenever a new item or line in 
the home desk stock is taken on, 
a special meeting is devoted to 
discussion of it so that the sales- 
men always have complete in- 
formation. 


Where the salesmen deal with 
purchasing agents on office furni- 
ture, files and supplies, they 
usually make their first home desk 
approaches to these men. A ma- 
jority of purchasing agents are 
immediate prospects. When they 
have bought, they naturally do a 
certain amount of talking about 
the item to other office workers 
in the company. And, oftentimes, 
they will furnish the salesman 
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with “leads” on others on the staff 
who work a great deal at home 
and are particularly good pros- 
pects. 


Small Space Advertising 


The second important source of 
home desk business is small space 
newspaper advertising. At regu- 
lar intervals, the company runs a 
one column by six inch advertise- 
ment devoted exclusively to this 
one line. This promotion brings 
in business people who may not 
be contacted by the office furni- 
ture salesmen in their regular 
rounds. 

Experience showed that best re- 
sults were obtained by repeating 
the same advertisements period- 
ically. Usually, these ads are 
alternated so that the same ad 
does not run twice in succession 
and yet the benefits of repetition 
are obtained. 

The headline usually employed 
is a simple one which instantly 
tells the story: “Desks for the 
Home.” Copy is equally brief and 
simple. For instance: “Styled to 
harmonize with the finest home 
furniture ...and priced to meet 
the moderate income. Modern and 
period designs. Budget terms.” 

The “budget terms” referred to 
are arranged on a regular install- 
ment basis. They meet the re- 
quirement of the man having a 
reasonably good income who buys 
most everything on a time pay- 
ment plan and is unable to pay 
any amount of cash at one time. 
Credit losses and repossessions on 
this class of merchandise are very, 
very small. 


Carry 100 Per Cent Markup 


In order to cover high costs of 
free delivery in the residential 
districts—as compared with the 
business section where office fur- 
niture deliveries are usually made 
—the company takes a higher 
than average markup on this line 
of merchandise. All home desks 
and chairs are marked up full 100 
per cent. The relatively small 
amount of competition in this line 


also helps make the line one of 
the most profitable in the depart- 
ment. 

When the home desk line was 
first put in, getting suitable chairs 
to go with the merchandise pre- 
sented something of a problem 
but now chairs in styles to har- 
monize with nearly all types of 
home desks are available. These 
chairs are shown right with the 
desks and are always suggested. 
Chairs are sold with more than 
90 per cent of the desks. 

After considerable experimenta- 
tion, the company standardized 
on a display arrangement where- 
by the home desks and chairs are 
mixed in with regular office fur- 
niture. Originally, the line was 
segregated but this arrangement 
did not prove satisfactory. 

“Showing too many home desks 
together in one place creates con- 
fusion in the customer’s mind,” 
explains Le Sassier. “Under the 
old display arrangement, we lost 
sales simply because customers 





DESKS 


a 





ME 


Styled /o 
harmonize 
with the 
finest home 
furniture 
And priced 
to meet the 
moderate 
INCOMC..6 


MODERN AND 
PERIOD DESIGNS 


BUDGET TERMS 


HS CROCKER (on 


565 MARKET ST. 





H 

















OFFICE APPLIANCES 


couldn’t make up their minds as 
to what they wanted. Now, that 
we have a home desk and chair 
spotted here and there in groups 
of office furniture, each individual 
set stands out and makes the 
right impression. We get an idea 
of what the customer wants and 
then show him just the two or 
three articles which are most 
likely to meet his requirement. 
This type of display also has a 
definite suggestive selling value. 
When we are showing regular 
office furniture to customers who 
ceme in without any intention of 
buying a home desk, we can show 
the latter line and often make an 
additional sale.” 

Until prices started fluctuating 
in the last few months, the most 
popular price range in home desks 
was around $50. Now, the level 
has raised to around $62. The 
popular size range is between 42 
and 48 inches. 

Style preferences, experience 
has shown, are entirely an indi- 
vidual matter. In most cases, 
they are determined by the gen- 
eral decorative scheme used in the 
individual home. If a customer’s 
home is furnished in Modern, he 
wants a Modern desk. If a Period 
decorative scheme is carried out 
in the rest of the house, he wants 
a Period desk. 

Because of this condition, it is 
necessary to carry a wide variety 
of stock. However, quantities of 
individual items are kept small. A 
stock control is carried on the 
merchandise so that re-orders can 
be placed frequently enough to 
avoid running out of any one item. 
Quantities are in direct proportion 
to the rate of turnover on each 
Style, as revealed by the stock 
control. 

One feature which the company 
has found almost universally pop- 
ular is a pedestal for a portable 
or personal size typewriter. Nearly 
all home desks are now being 
bought this way. A majority of 
home workers use a _ typewriter 
and want a convenient means of 
handling it.—Bart. 


tisements at a considerable cost and finds them 

=. In the accompanying article Mr. 

anders explains how this lucrative business 

was built up by the H. 8. Crocker Company, 
San Francisco. 


THIS ADVERTISEMENT TELLS THE STORY. 
—One dealer who has made a specialty of sell- 
ing desks for the home, has found the business 
so profitable that he regularly utilizes adver- 





Furniture Salesmen go After 


Pacman as it may seem, many 
office furniture dealers overlook 
the importance of “getting new 
customers” when building their 
sales solicitation programs, finds 
L. E. Askew, president of the 
Askew Company, Dallas, Tex. 

In the long run, the salesman’s 
solicitation program, directed 
toward keeping in touch with the 
old customer, can be made to 
bring good returns, Mr. Askew 
pointed out. But such a program 
must be constantly hammered at, 
and must be very thorough to be 
of any use to the store. 


There is a shorter program 
which can be made to bring good 
returns to the business in direct 
advertising result, for the benefit 
of the new customer. This is the 
policy of having salesmen give 
bulk of their time to new trade 
contacts. “We get more of our re- 
orders by telephone than we do 
through the men working outside 
the store,” Mr. Askew reported. 
“Our salesmen represent more 
part of our advertising program, 
than solicitation of old business. 
They go after the people who 
haven’t traded with us.” 

When a promotional program is 
conducted with this as the aim 
and end, fewer outside men are 
needed, according to Mr. Askew. 
For keeping its name before reg- 
ular trade, the store relies on 
other forms of promotion, whether 
mail, or small presentation items 
of merchandise, from time to time. 

Mr. Askew, whose present com- 
pany supplanted the Askew Office 
Furniture Exchange of several 
years ago at the time he added 
stationery to his stocks, goes a 
step farther in stressing advertis- 
ing, rather than routine “getting 
of old business,” as an important 
feature of his operations — one 
which has done its share in bring- 
ing an increase over a _ recent 
period. 

“We don’t have a man who 
gives his whole time to advertis- 
ing. But we do recognize an ad- 
vertising department, as part of 
the organization of the company. 
This keeps the importance of ad- 
vertising before us at all times; 
and stands as a reminder that 


New Business 


advertising is a phase of business 
of importance equal to many 
others. 

“I give a good deal of my own 
time each month to advertising; 
salesmen, too, help out with the 
problem.” The store maintains, in 
fact, a small office on one of the 
upper floors for advertising work. 
Frankly, it was given more use a 
few years ago, and less attention 
during the depression; but it 
stands as a reminder, yet, that 
advertising is to be considered a 
distinct department in the opera- 
tion of any business. 

Here are collected the advertis- 
ing cards received from manufac- 
turers. And this is another phase 
often overlooked by the office fur- 
niture dealer, Mr. Askew insists. 
Many of them give too little 
thought to display cards and ac- 
cessories available to them. “Ad- 
vertising material of this type 
ought to be closely sorted as it 
comes in. We find that, eventu- 
ally, we use most of what we get. 
Manufacturers generally furnish 
just what we want; most of it is 
very good stuff if you know how to 
use it.” 

The classified advertisement has 
been used by the Dallas store over 
a long period of time with, Mr. 
Askew thinks, good results; it is 
the only regular type of news- 
paper advertising used. Even here, 
it was found, care in writing such 
advertisements will be directly re- 
flected in results; the scrap book 
record of all classified advertise- 
ments run by his firm has filled 
reference needs well, in writing 
such ads. These advertisements 
are best when they are of the 
merchandising type, says Mr. 
Askew. “It is very difficult to know 
what is the best form of classified 
advertising to use today. Ours al- 
ways seemed best when made 
‘spectacular’ by listing merchan- 
dise.” 

Wide variety in merchandise 
lines—carrying three types of 
desks instead of one or two—is a 
fundamental feature of merchan- 
dising with the Askew Company 
which has given it good returns, 
Mr. Askew said. “You have to have 
at least two or three varieties of 


any one item, in order to sell one,” 
he pointed out. “I might have the 
best desk in the world on my saies 
floor; but it wouldn’t sell unless 
I had a desk of another type 
alongside it.” Comparison of one 
article of merchandise with an- 
other similar article is the very 
essence of good merchandising 
practice in the office appliance 
field, Mr. Askew insists. 

Refinishing work in the shop 
can be made profitable as a fea- 
ture helping to meet overhead ex- 
pense. But it remains an accom- 
modation feature: time spent on 
it may and often does take time 
away from work on the shop’s 
own merchandise, when the out- 
side work becomes an actual loss, 
instead of a means of meeting 
overhead. “It is only by watching 
this refinish work closely, to see 
that it doesn’t take too much of 
the shop worker’s time, that we 
are able to do it profitably.” 

Another point of “improved 
business” in the operation of his 
company over a recent period, Mr. 
Askew reports, is the retention of 
file records over a five-year period. 
“We keep records on every trans- 
action made during this time. 
This is as much of an accommo- 
dation to customers, as for our- 
selves. 


“Recently, for instance, a cus- 
tomer called the office and asked 
to have a purchase he had made 
two or three years before, checked. 
It was a question with his com- 
pany of whether he had bought 
the office furniture in question 
himself, or whether the company 
had. Our records verified his own 
assumption, that he himself had 
paid for the furniture.” Records 
such as these include customer’s 
invoices and delivery tickets. 


Variety in lines carried has an- 
other important feature not to be 
overlooked, Mr. Askew said. This 
is the failure of his exclusive, or 
bread and butter item of stock— 
to have it taken over at a lower 
price offer, say, by some one else 
in the business. The greater the 
spread in number of different 
types of the same article offered, 
the more his chances of overcom- 
ing the loss—BART 
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Holds Twelfth Annual Convention 


HE TWELFTH ANNUAL Con- 

vention of the National Type- 
writer Dealers Association held at 
Cincinnati on August 2, 3 and 4, 
is now history, and those attend- 
ing should feel considerable satis- 
faction over the worth-while ac- 
complishments. A new record for 
constructive action was _ estab- 
lished, centering around the prob- 
lem of price maintenance. 

The convention unanimously 
passed three major resolutions of 
far reaching importance, which 
should aid materially in clearing 
away some price confusions and 
lead to improved conditions. Fur- 
ther details are given elsewhere 
in this report. 

Each speaker on the program 
brought before the members ideas 
that should help dealers obtain 
more business and establish their 


National Typewriter & 
Office Machine Deal- 
ers Association at 
Cincinnati, August 2- 
4 Focuses Spotlight on 
Sales Technique Acts 
Upon the Price Main- 
-Re- 


elects Lamont Wood 


tenance Problem 


President 


stores as headquarters for office 
machines and typewriters in their 
respective communities. 

Major credit for the smooth 
running of the convention, even 
to the smallest detail, should go 
to Chairman F. C. Waltz and his 
capable daughter, Mrs. Mary 
Smith. 

Lamont Wood of Kansas City, 
the guiding genius of the associa- 
tion during the past year, was 
elected president for the third 
time. This will be Mr. Wood’s 
second consecutive term. To en- 
able the members to follow their 
inclination and name Mr. Wood 
for a third period of service, the 
convention unanimously passed a 
resolution changing the associa- 
tion by-laws. 

Mrs. Jessie Taylor of New York 
City, without whom no convention 
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would be complete, was reelected 
treasurer and Mr. Wood’s able 
assistant. J. Paul McWilliams was 
again named secretary. L. C. Neu- 
berger of New York City was 
elected vice-president, in order 
to expedite the arrangement of 
details connected with the next 
convention, which will be held in 
Manhattan. 

The convention was scheduled 
to open at 8:30 Monday morning, 
starting with registration, but be- 
cause some members failed to ar- 
rive in Cincinnati until after this 
hour and as many others were 
busy renewing old acquaintances 
and making new ones, the first 
session was not under way until 
about eleven o’clock. 

The meeting was called to 
order by Lamont Wood, who im- 
mediately turned over the gavel 
to Chairman Waltz. After the lat- 
ter had made the address of wel- 
comes on behalf of Cincinnati 
members of the association, he 
introduced Vice-Mayor Ed Imbus, 
who presented the “keys of the 
city” to the conventionites. 

Lamont Wood, then introduced 
by Mr. Waltz, delivered the presi- 
dent’s address. Mr. Wood outlined 
the association’s accomplishments 
during the past year and indi- 
cated some objectives for the year 
approaching. 

At the Kansas City convention, 
a year ago, $76,547.35 worth of 
orders for manufacturers who ad- 
vertised in the Convention Guide 
and program were placed by deal- 
ers attending. That the volume of 
business placed at Cincinnati 
might be known, President Wood 
called attention to the order box 
conveniently placed for this pur- 
pose. 

At the close of his address, Mr. 
Wood turned over to the associa- 
tion the memorial tablet pre- 
sented by the Chicago Typewriter 
Dealers Association in memory of 
Arthur Froelich, a director of the 
association who passed away dur- 
ing the past year. 

The treasurer’s report, by Mrs. 
Jessie Taylor, showed receipts 
during the year amounting to 
$2,658.39, and disbursements of 
$1,431.89, leaving a balance on 
hand of $1,226.50. The receipts of 
the 1937 convention further in- 
creased the balance in the treas- 
ury. 

Membership Gains 300 Per Cent 

Mrs. Taylor’s report was suc- 
ceeded by that of J. Paul McWil- 


liams, who, prior to reading the 
secretary’s report, went to the 


platform and presented to Lamont 
Wood a huge fountain pen on be- 
half of the association, as a token 
of the esteem and appreciation 
of the members of his invaluable 
services and untiring efforts ex- 
tended during his term of leader- 
ship. 

The challenging feature of Mr. 
McWilliams report, a gain in 
membership of almost three hun- 
dred per cent, was received with 
enthusiasm. 

Mr. Waltz then introduced Carl 
Finn, manager of the Better Busi- 
ness Bureau of Cincinnati, who 
gave an address on “Unfair Com- 
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petitive Practices.” Mr. Finn ad- 
mitted at the outset that he was 
not familiar with the problems of 
the typewriter and office machine 
industry, but nevertheless he pre- 
sented many important facts 
which can be used to advantage 
by the association. At the con- 
clusion of his talk, Mr. Finn an- 
swered a number of questions 
asked by the members regarding 
specific cases which have occurred 
in the industry. 

At this point, the meeting was 
adjourned for luncheon which 
was served in one of the private 
dining rooms of the Netherland 
Plaza Hotel, entertainment being 
furnished by a four-piece orches- 
tra, plus the accordion playing of 
Typewriter Dealer Tolman Burns, 
of Mansfield, Ohio. Those who 
heard him acclaimed him to be 
a worthy rival of Tommy Cor- 
coran, whose musical charm with 
this instrument has made him a 
favorite of the White House. The 
singing of Miss Pauline Small, of 
Kansas City, was a fitting comple- 
tion of the musical treat. These 
and experiences of other type- 
writer trade meetings show that 
in searching for talent for such 
occasions there is no necessity for 
going outside the field. 

While men attended the aft- 
ernoon sessions, the ladies were 
escorted on a drive through the 
parks of Cincinnati, concluding 
with a visit to the famous Rook- 
wood Pottery Plant. Here the ad- 
miring visitors made purchases 
to fill what vacant space was left 
in the bag. 

James P. Ward, Sr., presided at 
the afternoon session. The first 
speaker was Judge Hoffman, of 
the Common Pleas Court, Cincin- 
nati, who discussed the Robinson- 
Patman Act. In pointing out the 
possibilities of the Act as a bene- 
fit to the industry, he clarified 
numerous points which had been 
hazy in the minds of many 
dealers. 

Session Concentrates on Sales 

Aids 

The address was followed by a 
talk entitled, “What the New Pub- 
lic Consciousness Means to Adver- 
tising,” given by Thomas J. Kip- 
hart, director of public relations, 
Fifth Third Union Trust Com- 
pany, Cincinnati. Mr. Kiphart 
outlined the many uses of adver- 
tising for the typewriter and ma- 
chine dealer, and urged all of 
them to make as much as pos- 
sible of this powerful sales pro- 
motional medium. 

A note of humor was introduced 








40 


at this point on the program 
by Jim Ward, Sr., who gave 
himself a facetious introduc- 
tion—much to the amuse- 
ment of the audience—pre- 
ceding his talk on “Sales- 
manship.” His address was 
greeted with enthusiasm, for, 
as usual, this master sales- 
man gave the convention 
many good tips on selling. 

A practical discussion on 
the importance of keeping 
an inventory was next pre- 
sented by Marcus Harwitz of 
the Regal Typewriter Com- 
pany, New York City. Mr. 
Harwitz stressed the broad 
application of his subject, 
not only covering inventory 
of merchandise, but also of 
the men in the organization 
and the opportunities avail- 
able for developing increased busi- 
ness. 

Gordon Laurence of Allen Cal- 
culators, Inc., New York City, then 
followed with a paper on “Pros- 
pecting for Profits.” He revealed 
impressive facts and figures show- 
ing that the typewriter dealer who 
is not pushing the sale of figuring 
machines of all types is overlook- 
ing the proverbial “gold in them 
thar hills.” 

That genial Irishman from New 
York City, James Treanor of the 
Peerless Key Company, proved 
himself ably qualified to offer sug- 
gestions in his short talk on the 
importance of cooperation in re- 
taining the customer’s goodwill. 


Then G. S. Cambias, the popular 
gentleman from New Orleans, who 
has been a familiar figure at 
nearly every convention, combined 
the skill of oratory with a con- 
vincing array of facts in his ad- 
dress which he characterized as 
the “Twelve Steps to Real 
Profits.” Drawing from his own 
successful experience, Mr. Cam- 
bias dramatically marshalled the 
“twelve steps” before the audience 
with the aid of a chart which he 
had prepared for the occasion. 
His forceful manner, employing a 
note of inspiration, held the mem- 
bers in rapt attention. At the 
conclusion, the spontaneous ap- 
plause indicated their apprecia- 
tion. 

Mrs. Jessie Taylor was sched- 
uled to be the next speaker on 
the program, but she merely 
stepped to the plaform and said 
that any speech which she might 
make following the address of 
Mr. Cambias, would be an anti- 
climax. 


STAFF.—Left to right: J. 


Wood, president, and R. H. Preston, Knoxville, 





THE PRESIDENT AND TWO MEMBERS OF HIS OFFICIAL 


director. 


The final talk of the afternoon 
session was that of Philip S. Gross 
of the Tuchertu Company, Inc., 
New York City, who described the 
value of his new method of teach- 
ing the touch system of typewrit- 
ing in making portable sales. He 
invited his listeners to investigate 
this method. 

At the close of the first day, 
Strenuous as it was, though 
abounding in useful merchandis- 
ing ideas, the conventionites wel- 
comed the opportunity of making 
a little “whoopee” at the new 
Lookout House at Covington, Ky. 
Buses took them from the Nether- 
land Plaza hotel to this place of 
entertainment, where dinner was 
served at eight o’clock. An out- 
standing floor show was presented, 
and between courses and after 
dinner many of the visitors 
danced to the strains of an eight- 
piece orchestra, noted for its pop- 
ularity in many of the country’s 
leading hotels. In the wee hours 
of the morning the celebrators re- 
turned in the buses, proclaiming 
the party a great success. 

Tuesday morning’s session 
opened at 10:45, with Mr. Cam- 
bias presiding. The importance 
of window displays, and how to 
make them effective sales pro- 
ducers, captured the imagination 
of the dealers as they listened to 
a talk on “Profitable Displays” by 
A. Howard Williams of the Co- 
operative Display Company, Cin- 
cinnati. He pointed out that win- 
dow display advertising can be 
used to great advantage in at- 
tracting many customers to the 
stores, especially when the items 
featured are correlated with other 
types of advertising. For the 
benefit of the audience, he un- 


P. McWilliams, secretary, Lamont 
Tenn., 
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veiled a display which he 
had developed for the use of 
typewriter dealers. 

Gene Franke of the sales 
promotional department of 
the Underwood Elliott Fisher 
Company, New York City, 
followed Mr. Williams on the 
program. Under the subject, 
“Heart Strings and Purse 
Strings,” Mr. Franke out- 
lined the methods he has 
used successfully in selling 
portable typewriters. He 
clinched his points in the 
minds of the members by 
showing moving picture il- 
lustrations. 

Mr. Cambias then intro- 
duced L. J. Conger, of Lyon 
Metal Products, Inc., better 
known to his friends in the 
industry as Ted, who told 
how happy he was to be back with 
his old friends in the typewriter 
industry. Since he had no “axes 
to grind,” Mr. Conger very frankly 
expressed to the dealers and the 
manufacturers his views on pre- 
vailing problems and indicated 
suggestions for improving condi- 
tions. P 

When Evan Hansard, vice-presi- 
dent of Victor Adding Machine 
Company, finished answering the 
question, “Is There Money in Add- 
ing Machines for the Average 
Typewriter Dealer?”—the subject 
of his address—there could be no 
incertitude about the matter. Mr. 
Hansard set forth the possibilities 
for additional profit in merchan- 
dising adding machines, and urged 
the dealers to give them more 
consideration. 


Time Taken Out for Play 


N. T. O. M. D. A. conventions 
are made pleasant affairs not only 
by the friendships formed among 
members of the trade from far 
and wide, and not only by the in- 
spiration fruitful of increased bus- 
iness opportunities carried away 
by the visitors, but also by the 
nicities and diversions injected 
into the more or less serious pro- 
gram by the thoughtful commit- 
tee on arrangements. A pleasant 
surprise awaited the ladies at- 
tending the luncheon Tuesday 
noon. Mrs. Mary Smith, on be- 
half of the association, presented 
each of the fair conventionettes 
with a souvenir of Rookwood Pot- 
tery, a fitting memento of the 
Cincinnati convention. The musi- 
cians who had won acclaim the 
preceding day entertained during 
the luncheon. 

The afternoon was devoted to 
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recreation. A few hardy souls, 
who dared to brave the scorching 
rays of the Cincinnati sun, so- 
journed to the Western Hills 
Country Club to play golf. R. H. 
Preston of Knoxville, Tenn., 
walked away with the honors, 
with a score of 82. Mrs. Clarence 
Bills was the only feminine golfer 
participating, and it is reported 
that she kept right up with the 
men, at the same time declining 
to use the ladies’ tees. 

The baseball fans attended the 
game between the Cincinnati Reds 
and New York Giants. It was a 
thrilling battle and the Reds, sup- 
ported by most of the crowd, eked 
out a victory in the tenth inning, 
three to two, on Chick Hafey’s hit. 
Several sections of boxes had been 
reserved for the convention party, 
hence quips and waggery were 
freely exchange during the course 
of the game. 

A few of the ladies stayed at 
the Netherland Plaza to play 
bridge, but the results of this 
were not learned. 

The climax of the N. T. O. 
M. D. A. social program was 
achieved on Tuesday evening, with 
the annual banquet, held in the 
beautiful Pavilion Caprice room of 
the Netherland Plaza. The dining 
room was adorned in the manner 
of a swanky supper club, and the 
attractive decorations added to 
the gaiety of the festive occasion. 

A smart, fast moving floor show 
was presented for the enjoyment 
of the visitors. Of course, the eve- 
ning was rounded out by dancing, 
and convivial groups assembled 
now and then at the far end of 
the room. That the banquet eve- 
ning was a great success, seemed 
to be the unanimous opinion of 
everyone present. 

Characteristic of mornings 


SOME OF THE TYPEWRITER MEN WHO PLAYED GOLF.—Left. 
New Orleans; James P. Ward, 5r., Shipman: 
Allen-Wales Addin —— Compan 


Cambias, Cambias Typewriter Exchange, 
Knoxville, Tenn. Right: Milton Wiener, 


Waltz Typewriter & Adding Machine Company; 


after a banquet, the Wednesday 
morning session opened somewhat 
behind schedule. Irwin Vincent of 
Topeka, Kansas, presided. 

The first speaker was C. H. 
Stanley of the Royal Typewriter 
Company, who discussed the “Im- 
portance of Portable Typewriters 
in the Industry.” Mr. Stanley out- 
lined several worthwhile tips for 
selling portables, and emphasized 
the point that the main bread and 
butter of the average typewriter 
and office machine dealer comes 
from this source. 

Price Maintenance Discussed 

The next speaker on the pro- 
gram was M. S. Stevenson of 
Remington Rand, Inc., New York 
City. Mr. Stevenson touched on 
several subjects, including price 
maintenance and other perplexing 
problems confronting the office 
machine and typewriter dealer. 
His speech struck fire with the 
members, and there followed a 
general discussion upon price 
maintenance, service guarantees, 
and other matters of this kind. 

Andrew Kienly, in behalf of the 
Royal Typewriter Company, men- 
tioned what his company had 
done regarding this problem of 
maintaining the recognized retail 
price on portables. 

President Wood had the floor 
several times, contributing from 
his observations and experience 
in connection with the association. 
Mr. Wood stated that ninety per 
cent of the typwriter dealers in 
California were prepared to sign 
agreements with the individual 
portable typewriter manufacturers 
regarding maintenance of price. 

O. D. Morrill, Ann Arbor, Mich., 
dealer, drew applause when he 
stated that although he was prob- 
ably only “small fry” as far as 
typewriter dealers were concerned, 


Don McAllister, 


. Fernyak, 


J. D. Vickers, Remington Ran 
aneheld Typewriter Company, Mansfield, Ohio. 
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he had never sold any typewriters 
below the regular retail price. In 
his opinion, any dealer who cut 
prices was playing right into the 
hands of the mass merchandisers, 
such as department stores and 
chain stores. 

Following Mr. Morrill, Mr. Cam- 
bias, of New Orleans, joined the 
spirited confab with the assertion 
that if he could successfully spon- 
sor a resolution, suggesting that 
the manufacturers introduce price 
maintenance agreements, he was 
sure that the dealers in his town 
would buy him a new automobile. 

W. H. Wolowitz of Washington, 
D. C., directed attention to the 
interests of both the dealer and 
the manufacturer. He stated that 
the manufacturer would be in- 
clined to sell to department stores 
because a large number of ma- 
chines could be sold at one time, 
whereas if he sold through the 
average typewriter dealer he could 
sell only five or ten at a time. 
Mr. Wolowitz said, however, that 
the manufacturer must not over- 
look the fact that the department 
stores do not give service, and if 
anything goes wrong with the ma- 
chine the manufacturer has to 
step forward and take care of it. 

Mr. Vincent then called upon 
Mr. Preston of Knoxville, Tenn., 
for his opinion on the price main- 
tenance. Mr. Preston told the con- 
vention that, as far as he was 
concerned, it was not much of a 
problem, because in Tennessee 
there is such a high tax levied 
upon the seller of office machines 
that those in this business do not 
have very much competition, 
hence there is little trouble with 
price cutting. 

John Loser of New York City 
then came to the microphone and 
said that in his opinion the dealer 
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was foolish to handle portable 
typewriters unless he could make 
a fair margin of profit. He de- 
clared that under the present set- 
up in New York City this is not 
possible. 


I. R. Ritchie of New York City 
Suggested that the service guar- 
antee on typewriters be cut down, 
so service department would not 
show a loss year after year, in 
the case of almost every dealer. 
Mr. Ritchie related how through 
the years he had built his busi- 
ness, reaching an all-time peak of 
$200,000 last year. Because of the 
tremendous expense involved in 
servicing, however, Mr. Ritchie 
said that his profits had decreased 
40 per cent—amounting to the 
equivalent of former profits on 
only $75,000 worth of typewriters. 


As a result of the open discus- 
sion, the convention passed unani- 
mously three resolutions, which in 
substance are as follows: 

1. That the four portable type- 
writer manufacturers should reg- 
ister the resale price of typewrit- 
ers in each state. 

2. That the manufacturers 
should reduce the guarantee from 
one year to six months on type- 
writers costing more than fifty 
dollars, and to three months on 
typewriters costing less than fifty 
dollars. 

3. That John Loser and I. R. 
Ritchie be appointed members of 
a committee of three, they to 
choose the other member, to con- 
sult with manufacturers regard- 
ing the carrying out of these reso- 
lutions. 


Departing from the price main- 
tenance question, a_ resolution, 
presented by C. D. Bills, was also 
passed, expressing the apprecia- 
tion of the assembled convention 
for the services so capably per- 
formed by the various committee 
members. 


THE ROYAL TYPE- 
WRITER GROUP AT 
THE cCONVENTION.— 
Standing, L to R: Charles 
Doyle, alter Lewis, C. 
H. Stanley, M. E. Bailey. 


Election of officers and directors 
then took place. The names of 
Lamont Wood, L. C. Neuberger, 
Mrs. Jessie Taylor and J. Paul Mc- 
Williams were placed in nomina- 
tion for the offices of president, 
vice-president, treasurer and sec- 
retary, respectively. All were 
elected unanimously without op- 
position. 

The following were unanimously 
elected to the board of directors: 
Theodore Schafer, New York City; 
C. D. Bills, Washington, D. C.; 
Will T. Corney, Toronto, Canada; 
James P. Ward, Sr., Chicago; 
Elmer Young, Chicago; William 
Clausing, Chicago; R. H. Preston, 
Knoxville, Tenn.; Frank Marin, 
Chicago; Irwin Vincent, Topeka, 
Kans.; Harry Russell, Des Moines, 
Iowa; G. S. Cambius, New Or- 
leans, La.; H. J. Williams, Iowa 
City, Iowa; F. C. Waltz, Cincinnati, 
Ohio, and J. S. Morse, New York 
City. 

Turning to the selection of the 
next convention city, the members 
voted to accept the invitation of 
Allen Thrasher to hold the 1938 
meeting in New York City. 

Completing three days occupied 
with the dissemination of valu- 
able information on a_e great 
variety of subjects, including the 
exchange of profitable aids to 
business, as well as the meeting 
of minds upon action toward solu- 
tion of some of the trade’s major 
problems, the convention was ad- 
journed for another year. 

Following adjournment, Miss 
Gertrude C. Ford made a short 
talk, illustrated by moving pic- 
tures, to show the advantages of 
the simplified keyboard designed 
by Dr. August Dvorak and Dr. 
W. L. Dealey of the University of 
Washington, Seattle, Wash. 


Convention Souvenirs 


Ames Supply Company distrib- 
uted a key container and package 
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of matches to everyone attending 
the convention. Expressions of ap- 
preciation were widespread. 

Wholesale Typewriter Company 
gave out handy little memoran- 
dum books which can be used to 
advantage by every business man. 

Royal Typewriter Company pre- 
sented fountain pen type flash- 
lights which can be carried around 
conveniently in the pocket and 
used whenever the occasion arises. 

Sherman - Manson Manufactur- 
ing Company gave away three 
typewriter tables. The following 
men were the prize winners. First 
prize, a model 23 SAB table, won by 
John Loser of New York City. Sec- 
ond prize, a 24 SB table, won by 
A. A. Bach, Cincinnati, Ohio. Third 
prize, a 22A table won by W. N. 
Wolowitz of Washington, D. C. 

Peerless Key-Imperial Manufac- 
turing Company, Inc., handed out 
the material used in their exhibit 
to any dealer who cared to take it 
home with him. 

During the course of his talk, 
J. P. Ward, Sr., offered hairtrigger 
calling card outfits to all who 
wished them. From the demons- 
tration he .gave, we feel certain 
that this will assist those dealers 
who have similar cases to make a 
good impression on prospects. 

The Morse Typewriter Company 
gave Tuchertu boards to everyone 
attending the convention. This 
will give the dealers a chance to 
study this method of teaching 
typing more thoroughly. 

Committees 

The following committees func- 
tioned during the convention: 

By-Laws Committee: — Irwin 
Vincent, manager, Western Type- 
writer Company, Topeka, Kansas, 
chairman; Harry Katz, Cleveland 
Typewriter Company, Cleveland, 
Ohio; and G. S. Cambias, presi- 
dent, New Orleans Typewriter & 
O. M. D. Association. 

Resolutions Committee:—C. D. 


Mr. Edwards, W. H. Beck- 
with, Jim Bonn. Seated: 
Larry McDonough, La- 
mont Wood, W. A. Metz- 
ger, A. Kienly, Bill Kelly, 
Marcus Harwitz. 
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Bills, manager, Typewriter Sales & 
Service, Washington, D. C., chair- 
man; Anton P. Pohl, Jr., Business 
Machine Service, Inc., New York 
City; O. D. Morrill, manager, Mor- 
rill Typewriter Company, Ann Ar- 
bor, Mich.; Elmer Young, presi- 
dent, Young Typewriter & Office 
Machine Company, Chicago, Il. 

Auditing Committee:—James P. 
Ward, Sr., president, Shipman- 
Ward Manufacturing Company, 
Chicago, Ill., chairman; H. J. Wil- 
liams, president, Iowa Supply 
Company, Iowa City, Iowa; Don 
Branham, president, Branham’s, 
Inc., Oklahoma City, Oklahoma; 
Louis Neuberger, president, Broad- 
way Typewriter Exchange, New 
York City. 

Nominating Committee :—Frank 


While waiting for the photo- 
grapher to take the picture of the 
convention F. C. Waltz relieved 
the tension by rendering a solo of 
Scanlan’s Rose Song, an old-time 
ballad which he claims he learned 
some forty-eight years ago. That 
was before the time of most of us 
but we enjoyed it just the same. 


* ~ * 


R. H. Preston complained of the 
lack of opportunity to use a wood 
club on the fairway on par five 
holes. He found a drive and iron 
shot enough to put the ball on 
the green. Begjdes playing a mar- 
velous game, he let drop these 
words of wisdom, “Anyone who 
shoots under ninety is neglecting 
his business and anyone shooting 
over ninety is neglecting his golf.” 


* * * 


Everyone was glad to see Ted 
Conger at the convention after an 
absence of several years. Here’s 
hoping he won’t miss any more of 
them and will be on hand in New 
York next year. 


* * * 


Irwin Vincent, Joe Mills, and 
Mrs. Taylor led the community 
Singing while waiting for the 
photographer to get set for the 
picture. Such appropriate songs as 
“T’ve been working on the rail- 
road” and “Sweet Adeline” were 
sung. 

* ~ > 

Many of the New York delegates 
came with the express purpose of 
capturing the convention for New 
York City in 1938. Besides doing 
this they set off the fireworks that 
made the convention such a suc- 
cess, 


Marin, manager, Typewriter Sales 
& Service, Chicago, Ill., chairman; 
Peter Carroll, treasurer, Globe 
Typewriter Exchange, New York 
City; John Loser, manager, Noise- 
less Writing Machine Service Com- 
pany, New York City; H. R. Pres- 
ton, Manager, Preston Typewriter 
Company, Knoxville, Tenn.; J. T. 
Boyce, S. L. Ewing Company, Dal- 
las, Tex. 
Tuchertu Demonstration 


On Tuesday afternoon following 
the ball game, Philip S. Gross, for 
the benefit of ‘the dealers, re- 
cruited four children from mem- 
bers of the association to show 
how easily the touch system can 
be learned by his method. 

He selected Lee and Louis Wood, 
sons of Lamont Wood, Betty Ward, 


Convention Chat 


Mr. and Mrs. Bills were planning 
to stop at White Sulphur Springs, 
West Virginia, before returning to 
their home in Washington. 


* * * 


A number of manufacturers 
representatives were planning to 
go to Dayton which is a distinct 
compliment to the dealers in that 
town. 

* * * 

A vote of thanks to the Cham- 
ber of Commerce of Cincinnati 
who so kindly helped in the regis- 
tration of the members. 


* * * 


Nomination for the three mus- 
keteers, Lee and Louis Wood and 
Betty Ward. We wonder which boy 
stands first in the young lady’s 
affections—or perhaps it’s a draw. 


* * * 


Tolman Burns kept the crowd in 
good spirits with his accordion 
playing at the luncheons and 
while waiting for the photogra- 
pher. (Do you take your accordion 
with you when making calls to put 
your prospects in a good humor, 
Mr. Burns?) 

+ * * 

Frank (Caruso) Clark was the 
fifth member of the quartet that 
sang at the banquet. It is ru- 
mored that the Metropolitan 
Opera Company is trying to get 
hold of him. 

* * * 

Jim (Romeo) Lafferty and Gor- 
don (Don Juan) Laurence turned 
loose their charms on the ladies 
and wowed them—as per usual. 
Speaking of technique! 


* * * 


Lamont Wood can sign all let- 
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daughter of James Ward, Jr., and 
June Sheridan, daughter of J. G. 
Sheridan. 

He instructed them on his board 
for about three-quarters of an 
hour and then pictures were taken 
to prove that all of them really 
knew the standard key board. Af- 
ter the luncheon Wednesday noon, 
each of the children demonstrated 
on a typewriter that they had 
learned the key board from the 
Tuchertu system. Again pictures 
were taken as evidence. 

This little demonstration went 
a long way toward convincing 
many of the skeptical dealers that 
Mr. Gross had something out of 
the ordinary and that Tuchertu 
might be used to advantage in 
selling more portable typewriters. 


ters sent to members of the asso- 
ciation with the big fountain pen 
he received as a gift without hav- 
ing to stop for refills. Beware of 
writer’s cramp, Mr. Wood! 


* + * 


Everyone was sorry that Bill 
Clausing of Chicago was unable to 
attend the convention because of 
pressing business. 

* + + 


Mexico was represented at the 
convention by Hilario and Ernesto 
Moreno who are opening a new 
store in Mexico City in the near 
future. This was their first con- 


vention. 
a +” 


G. S. Cambias, gentleman from 
New Orleans, suh, was still being 
congratulated on his speech on the 
last day of the convention. Every- 
one hopes that he will be on the 
list of speakers next year. 

* * . 


J. Paul McWilliams, the efficient 
secretary, was the official reader 
of all telegrams and letters. 


* * +* 


When Marcus Harwitz was ques- 
tioned about his supposed mar- 
riage, he was very vague and no 
one could pin him down. We are 
wondering about the why and 
wherefore of that cartoon con- 
tained in the convention program 
which showed Marcus Harwitz and 
his better half. 


M. C. Jacobs kept the crowd at 
the baseball game in a constant 
uproar by his remarks and antics. 
He flitted hither, thither and yon 
and never lighted on one spot for 
more than five minutes. 
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CONVENTION EXHIBITS 


1. Sherman-Manson Manufacturing Company, Chicago, Ill. 7. Young Office Equipment Company, Chicago, Ill. 

2. L. C. Smith & Corona Typewriters, Inc., Syracuse, N.Y. 8. Lyon Metal Products, Inc., Aurora, Ill 

3. Peerless Key-lmperial Manufacturing Co. Newark, N.J. 9. R.C. Allen Calculators, New York, N. Y. 

4. Remington Rand Inc., Buffalo, N. y. 10. Queen Ribbon & Carbon Company Brooklyn, N. Y. 
5. The Rotospeed Company, Dayton, Ohio. 11. Keen Products Company, Chicago, fil. 

6. Royal Typewriter Company, New York, N. Y. 12. Indiana Cash Drawer Company, Shelbyville, Ind. 





In THE Convention Hall were 
twelve booths and all of them, 
with the exception of one, had 
backgrounds made up by the Co- 
Operative Displays Company of 
Cincinnati, Ohio. The twelfth 
booth did not have the back- 
ground because the exhibit space 
was arranged for at the last mo- 
ment and it was not possible to 
prepare it in time. The following 
companies exhibited: 

Peerless Key-Imperial Manufac- 
turing Company, Inc., Newark, 
N. J. O. Kretchmer was in charge 
of an attractive display of carbon 
papers, ribbons, typewriter key 
faces and allied lines. 

The Rotospeed Company, Day- 
ton, Ohio. J. A. Oswald was in 
charge of an exhibit of several 
models of duplicating machines. 

The Young Office Equipment 
Company, Chicago, Ill. Elmer 
Young was in charge of this dis- 
play of various makes of type- 
writers handled by the firm. 

Remington Rand, Inc., Buffalo, 
N. Y. L. P. Naylor and M. S. 
Stevenson were in charge assisted 
by J. Edwin Fisher, Gilbert Ross 


On THE way to the convention I 
purchased a little token for our 
President. I wish to present it to 
him at this time. ———————. You 
know since June of last year, when 
I would look over toward Mr. Wood 
at his desk, I noticed looks of 
anguish come over his face. The 
minute I saw this fountain pen 
in a display window, I knew that 
it was just the thing he needed 
for even though he had two pens 
on his desk, they were always run- 
ning out of ink. During the first 
part of July he spent more than 
two full days just signing personal 
letters of invitation to dealers to 
attend this convention. 

The paid membership as of to- 
day is 300% (lacks just 5 of being 
300%) greater than that of last 
year. This shows real interest on 
the part of you dealers. Those who 
have come across so nicely are 
certainly to be complimented. We 
owe particularly a vote of thanks 
to the Chicago Dealers Association 
who have 23 paid memberships 
and to the New York Dealers who 
have 17 paid memberships. 

With members scattered as they 
are, some in New York, some in 
California, some in Illinois, some 
in Louisiana, and etc., the most 
effective means of the N. T. & O. 
D. A. rendering you a_ service 
seems to be through monthly bul- 


Exhibits 


and Hank Schroeder. Several por- 
table models as well as one stand- 
ard model Remington typewriter 
were shown. 

Lyon Metal Products, Inc., Au- 
rora, Ill. L. J. Conger in charge. 
This booth had an exhibit of stor- 
age cabinets, wardrobe cabinets, 
chairs and tables suitable for 
typewriting purposes. 

Sherman - Manson Manufactur- 
ing Company, Chicago. R. E. Hor- 
ter was in charge. The most pop- 
ular sellers in the Sherman- 
Manson line were shown. 

Royal Typewriter Company, Inc., 
New York City. M. E. Bailey, W. H. 
Beckwith, Charles B. Doyle, Mar- 
cus Harwitz, Andy Kienly, W. A. 
Metzger, J. L. McDonough, C. H. 
Stanley, and S. M. Zemansky were 
in attendance at this booth in 
which were shown several dealer 
display pieces as well as regular 
portable and standard model 
Royal typewriters. 

“The Keen Products Company, 
Chicago. Mr. Rees and Mr. Shiff 
were in charge of this exhibit of 
the company’s duplicating ma- 
chine. 


Report of the Secretary 


By J. Paul McWilliams, Mid- 
west Typewriter Company, 


Kansas City, Mo. 


letins and so this year, this office 
has mailed a total of twelve bulle- 
tins. These bulletins discussed 
such subjects as methods of sell- 
ing the customer better grades of 
merchandise, window display, 
store interior, diversification, ad- 
vertising, salesmanship, sales psy- 
chology, and other merchandising 
ideas. 

On August 26th, the Association 
put into effect a plan of codpera- 
tive arrangement, whereby the 
members of the Association help 
one another retrieve typewriters, 
wherein the customer had pur- 
chased and not paid in full for the 
machine, or rented a machine and 
then moved out of town, taking 
the machine with them. The dealer 
needing help to pay the bare 
actual expenses for trouble and 
express on the return of the ma- 
chine to the good dealer who 
helped him out. Since that date 
many dealers have put into use 
this service and am happy to re- 
port that many, many machines 
were recovered through this 
means. 


R. C. Allen Calculators, Inc., New 
York City. Gordon Laurence was 
in charge of this display of the 
Allen line of figuring machines. 

Indiana Cash Drawer Company, 
Shelbyville, Ind. Frank G. Clark, 
Joseph Showers, and Richard 
Showers were in attendance. The 
exhibit demonstrated how the 
company’s products could be used 
in conjunction with various add- 
ing and calculating machines. 

L. C. Smith & Corona Type- 
writers Inc., Syracuse, N. Y. Joe 
Mills, W. J. Buchland, John Mc- 
Cormick, and L. G. Buchholz were 
in attendance. The display con- 
sisted of standard and portable 
L. C. Smith and Corona type- 
writers and a Corona adding ma- 
chine. 

The Queen Ribbon and Carbon 
Company, Brooklyn, N. Y., with 
Harry Williams and Edward 
Schultz in charge, shared a table 
with the Tuchertu Company, Inc., 
New York City, with Philip Gross 
in charge. The former company 
showed a line of carbon paper and 
the latter the board used in teach- 
ing touch typing in one day. 


On February 10th, an announce- 
ment was made in our bulletin 
that an age list of all makes of 
typewriters had been compiled 
giving the approximate ages of all 
makes of machines from 1910 to 
1937. Dealers reported that the 
age list was very beneficial in 
cases where the trade-in allow- 
ance on the customer’s old ma- 
chine was all that stood in the 
way of closing the order. When 
it was proven, by the age list, that 
the customer’s trade-in machine 
was 10, 15, to 25 years old instead 
of 5, 8 or 13 years as they thought, 
it was easy to change their mind 
on the idea that the machine was 
worth a lot more than the allow- 
ance schedule showed. Also copies 
of the 1937 allowance schedule 
were made available on this same 
date. Requests for nearly a thou- 
sand copies of the age lists and 
allowance schedules were received 
and taken care of. 

On April 2nd this Association 
inaugurated a stolen machine de- 
partment with the aim of bring- 
ing about the arrest and convic- 
tion of racketeers and to stop the 
traffic of stolen office machines. 
In accordance each bulletin after 
this date was accompanied with 
a list of machines reported by the 
dealers as having been stolen dur- 
ing the preceding 30 days. To date 
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our records show a total of 268 
stolen machines reported. In order 
to secure the codperation of em- 
ployees of dealers in watching for 
these machines when making 
repair calls, when receiving trade- 
ins, and when purchasing ma- 
chines from individuals, a stand- 
ing reward of $5.00 is being offered 
for the recovery of each machine. 

Due to the many reports of 
dealers having had their place of 
business broken into and ma- 
chines stolen, an announcement 
was made in this same bulletin 
that a reward of $25.00 would be 
paid for the arrest and conviction 


“ul 

| WOULD like to thank each 
and every one of you for the 
privilege and honor of having 
served as your president for the 
past year. It has been a pleasure 
working with all of you. I have 
never seen all the members work 
like you have during the past 
twelve months. I have enjoyed 
answering hundreds of letters we 
have received during the year. If 
our administration has made any 
progress at all, you are responsi- 
ble, for without your cooperation 
nothing could be accomplished. 
This association was formed for 
the good of the industry and to 
create harmony between the deal- 
ers and manufacturers. Also to 
work hand in hand in merchan- 
dising office machines and por- 
tables. We dealers have learned 
considerable from the manufac- 
turers and all the sales helps they 
have given us. They, too, have 
learned of various merchandising 
methods from dealers throughout 
the country and have passed these 
on to us. If we will but pay at- 
tention to all the material we re- 
ceive from the manufacturers, we 
can pick out ideas here and there 
that we can cash in on. Also we 
receive from letters and various 
advertising material from differ- 
ent companies and before throw- 
ing these into the waste basket, if 
we would look them over care- 
fully, we may be able to pick out 
some idea that will work in our 
merchandising problem. Merchan- 
dising ideas are picked up where 
least expected. You know, gentle- 
men, the typewriter dealers in the 
past few years, have become real 
merchants and it is very gratify- 
ing to see the fine stores of today 
compared with those of ten years 
ago. Throughout the country, the 
typewriter stores, regardless of 
size, have fine show windows, nice 
displays, neat, clean appearing 
stores, filled with high class mer- 
chandise, and are doing a satis- 
factory business. With all of this, 
gentlemen, are we not overlooking 
a bet. That is to increase our 


business, to build it up and to not 
be satisfied, with what we are do- 


of anyone breaking a window and 
stealing an office machine. 


Also in our bulletin of April 2nd, 
the dealers were advised that if 
they would furnish the secretary 
with a list of pawnbrokers in their 
city that a letter would be for- 
warded to the pawnbrokers that 
would put the fear of God in them 
and make them check up on the 
legal ownership of a machine be- 
fore purchasing or making a loan 
on it. As a consequence several 
hundred letters have been mailed 
out to pawnbrokers on this sub- 
ject. 


During the past year a total of 


The President's Message 


By Lamont H. Wood, Mid- 
west Typewriter Company; 
Kansas City; Mo 








MR. WOOD 


ing today. I have talked with deal- 
ers who advertise in various ways 
and checked up on them and here 
are the results as I get them. In 
the various parts of the country 
different methods of advertising 
are indicated. Some dealers ad- 
vertise in telephone directories, 
others by direct mail, others in 
small neighborhood papers. News- 
paper advertising has proven to 
be the best in the long run. I 
have talked with dealers who ad- 
vertise in the newspapers consis- 
tently, and here is their idea after 
checking up on various other ad- 
vertising. They begin by laying 
out a program for a three month 
period. At the end of three 
months they learned that they 
had sold considerably more type- 
writers than they formerly had. 
Their retail business increased tre- 
mendously. The repair department 
had more repair work coming in 
and a business was being built up 
on “good will” and fine merchan- 
dise. The “service department” 
was receiving more repair work 
and business than they had had 
in a long time and at the end of 
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$76.00 has been spent for postage, 
exclusive of bulletins, in the han- 
dling of personal letters from 
dealers requesting the aid of the 
Association in the services that 
have been put into effect. Dividing 
this by the price of a 3c postage 
stamp, we have a total of 2,530 
replies handled. This indication 
of interest in the services of an 
Association is certainly gratifying. 
A member, who uses the services 
of an Association, will continue to 
be a paid member of that organ- 
ization. I am happy to report that 
we have received paid renewals 
for all but 2 of last year’s paid 
memberships. 


a three month period, most of 
these dealers I had talked to, con- 
tinued newspaper advertising and 
considered it a necessity. 

“T am going to ask that each of 
you write down a suggestion for 
the betterment of the association. 
What do you want to accomplish 
and what help can the associa- 
tion be to you? What would help 
you to sell more merchandise and 
make more money? I do not mean 
by that the volume in sales, be- 
cause that does not ordinarily 
mean more profit, but to increase 
your business and to make the 
proper profit on each typewriter. 
Put in this little suggestion box 
over here what you wish to sug- 
gest. It may bring out a lot of 
interesting material for us to work 
on in this convention, a lot of 
ideas that will help us to put new 
merchandising methods into our 
business and upon which we may 
capitalize. 

“Last year a little chart was 
passed out showing how to figure 
your prices on a percentage basis 
immediately. I received three of 
those charts and have one always 
in my pocket, but unfortunately 
today I left it in the other clothes. 
Really that is about as valuable a 
little article as I ever received. It 
is easy to figure your profits. You 
can take your merchandise, if you 
know the cost and derive your 
profit and I am sorry there are not 
a lot of those to be passed out this 
year. They have paid me wonder- 
ful dividends. 

“During the past year we have 
had a secretary who has had a 
weakness for service and serving 
the dealers and getting in money. 
He has done a fine job and I want 
to compliment him in the way he 
has served as secretary. 

“Our treasurer has been one 
who knows how to hold on to 
money and I think she has done a 
beautiful job in having money in 
the treasury at the end of the 
year. 

“T want to thank you for the 
privilege and honor of having 
served you during the past year. 
Thank you.” 








AS THEY PAUSED BEFORE THE CAMERA.—Left: 


Otto Kretchmer, Peerless Key-Im- 


perial Manufacturing Company; E. R. Pfahl, Adding Machine Sales & Service, Cleveland. 


Center: A. C. Kienly, Royal Typewriter Company. 


Right: F. C. Waltz, Waltz Typewriter 


& Adding Machine Company, Cincinnati; Frank Marin, Typewriter Sales & Service, Chicago. 


Convention Addresses 


| WISH to say at the outset that 
I am deeply indebted for the basic 
thoughts and ideas expounded in 
this discussion to my attendance 
at some classes in a school con- 
ducted recently in our city by Mr. 
C. P. Brewer of the General Exten- 
sion Division of the Louisiana 
State University. Now I must con- 
fess that I approached this thing 
in the beginning with a great deal 
of skepticism. “Bunk,” I says to 
myself. Nothing that this fellow 
was going to tell me would do me 
any good. I had registered simply 
because I felt in duty bound to 
do it as he had done some busi- 
ness with me, but honestly I came 
away with an entirely different 
feeling. He had so lifted me out 
of the depths, fired my imagina- 
tion, and inspired my soul that I 
wanted to get out and do some- 
thing, and I would like to ask 
your indulgence for the next few 
minutes to tell you some of the 
high lights of my experience in 
the hope possibly to give you some 
new thoughts and inspiration and 
help you in your human relations 
and daily contacts. 


Primarily the basic object of my 
whole discourse is in the hope to 
develop in you the faculty to 
think more, know more, do more, 
and have more. We should do our 
thinking constructively. The 
greatest factor in any walk of life 
is to get and hold the right mental 
attitude. Keen an open mind; to 
get ahead I must use mine. There 
are three foes to constructive 
thinking, and they may be asso- 
ciated with the common American 
word P-I-E. All of us are more or 
less fond of this great American 


Twelve Steps to Real Profits 


By G. § Cambias, Cambias 
Typewriter Exchange, New 
Orleans, La. 





MR. CAMBIAS 


delicacy, yet conversely speaking 
it stands for the three foes to con- 
structive thinking, namely: prej- 
udice, ignorance, and egotism. 

Prejudice is derived from the 
Latin word judiciary, meaning to 
judge, and pre, of course, is going 
before or to judge before. This 
is the direct result of judging be- 
fore you have the facts. Ignorance 
is a lack of facts, and egotism is 
too much _  self-exaltation in 
thought and speech. 


How to Think 


Do you think scientifically? 
Science is a collection of classified 


facts, and I submit to you that 
salesmanship is a science. Sales- 
manship is the art and science of 
skillfully leading others in 
thought and action. Most of us 
are paid to do two things, what 
we have to sell and the skill we 
employ in selling it. We have to 
sell ourselves, our service and our 
merchandise, and must of our suc- 
cess depends upon the skill we em- 
ploy in leading others in thought 
and action. 

This leads me up to the text of 
my discussion, twelve steps to real 
profits, and I have arranged for 
you an improvised ladder outline. 
The ladder outline is a scientific 
presentation of the factors which 
go into successful selling. Most of 
us have had an ambition to climb 
this mythical ladder. It has been 
brought down to us through the 
ages as a symbol to which we all 
should aspire, and I am going to 
attempt to take you with me, step 
by step, up the ladder to real 
profit. 


First and most important is a 
healthy body. We should all be 
careful about our health. I think 
that health is our greatest asset, 
and we should do all in our power 
to guard our health. It is much 
easier to retain than to regain. 
The time to save some sugar is 
while there is some left in the 
bowl. Health, I think, is ninety 
per cent in the mind, and we are 
healthy if we think and tell our- 
selves firmly that we are healthy. 

The second stone is an active 
mind, and there are two steps 
which go to make an active mind, 
education and continual use. 
Memory is the savings bank of 
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the mind, and there are many 
principles by which we may de- 
velop our minds. I should like to 
relate a few to you. The first may 
be said to be determination, really 
care. You should determine to re- 
member. Selection. Select intelli- 
gently the things which will do 
you the most good. A man can 
learn as long as he lives. The man 
who has stopped learning has 
stopped growing. Here is a phrase 
I like to quote: Some people grow 
with responsibility, others swell. 
Hang that up in your mechanical 
department. Learn one new thing 
about your business every day. 
Can you conceive how efficient you 
would be if you had resolved some 
ten or twenty years ago to learn 
one new thing about your busi- 
ness every day? Impression. Have 
you ever realized that there are 
five wires leading to the head of- 
fice? Seeing, hearing, smelling, 
touching, and tasting. Get your 
messages over aS Many wires as 
possible. Recollection. Recall soon 
the things which will do you the 
most good. When an impression 
is once recalled, memory is 
strengthened. Repetition. Repeat 
intelligently. This is one of the 
ways we learn to talk. Last and 
most important is application. All 
of these principles are important, 
but they are all useless unless you 
apply them. Remember it is not 
what you know that counts. It is 
what you actually do that de- 
termines your progress. 
Character 

Now the third stone of the 
foundation is character. Charac- 
ter is what Iam. I am what Iam, 
what I will, what I think and what 
I do. We own the factory in which 
we build ourselves. I have a little 
test which I would like you to try 
out on yourself. Supply a prin- 
ciple of character. It may be se- 
cured by taking every one of the 
letters that go to make up char- 
acter. For instance, courage and 
cheerfulness, health and honesty, 
activity and acceptability, recep- 
tivity and resourcefulness, ambi- 
tion and appearance, courtesy and 
control, tact and _ truthfulness, 
energy and enthusiasm and relia- 
bility and resoluteness. Write all 
these down and then make a col- 
umn of grades such as superior, 
above average, average and infe- 
rior. Submit this to your boss or 
your wife or your sweetheart or 
your friend and ask them to grade 
you as to your character. Tell 
them to tell you which are your 
two best characteristics and what 
are your two worst faults. You'll 
be surprised at the results. I gave 
mine to my wife and she told me 
I was tactful, and I have been 
wondering ever since if she meant 
to infer that I don‘t leave my 
trousers lying around with money 
in the pockets. 

Next we come to the uprights of 
our ladder on which we are to 
support our steps up. This you 
will see we have visualized to you 
as confidence. Confidence is a 
marvelous thing. If you have con- 
fidence your customers have con- 
fidence in you, and you build con- 
fidence in your business. You need 
never fear about the outcome. 


Confidence is a feeling of trust, a 
firm belief, and so I say that the 
supports of our ladder are con- 
fidence in myself, my company 
and my products on the left side, 
and on the right, confidence of 
others in me, my company and 
my products. 

This, then, brings us up to the 
first rung of our ladder which we 
have called O.K. Many a person 
you have heard whine and com- 
plain that he has never had a 
chance up the ladder of success. 
Usually you will find it is because 
he is lacking in the rudiments 
that go to make up the first prin- 
ciple. Seldom are any of us cata- 
pulted up the top of the ladder of 
success. I read a few choice lines 
by Josiah Holland which illustrate 
this thought: 

“Heaven is not reached in a sin- 

gle bound, 

We build the ladder by which we 

rise, 

From the lowly earth to the 

vaunted sky, 

And we mount to its summit 

round by round.” 

So the first rung of our ladder 
is organized knowledge. You have 
often heard the expression: 
knowledge is ower. That is not 
correct. Knowledge alone is not 
power. Knowledge is power de- 
pending how you use it and ap- 
ply it. Knowledge is to power 
what flour is to bread. The well 
educated man is one who has his 
mental resources so well organized 
that he is never nonplussed by the 
rise of extraordinary events. Or- 
ganized knowledge can be class- 
ified under different headings. 
First we should organize ourselves, 
use the affirmation—I am, I can, 
I will, I do. I am going to do the 
thing that ought to be done when 
I ought to do it, and I will do it 
whether I like it or not and I will 
learn to like it. Apply the law of 
achievement: Know, plan, work, 
achieve. Know where you want to 
go and know what you are going 
to do when you get there. The 
world steps aside for the man who 
knows where he is going. Make 
your life’s blueprint. Plan your 
work and work your plan, and do 
it quickly and accurately and en- 
thusiastically and _ persistently. 
Persistently. There is a word I 
like. Persistently thou art a jewel. 
Be persistent. Achieve your goal. 
So much for organizing yourself. 

The second rung of the ladder is 
Pre-approach. Getting ready to do 
the thing in hand is most im- 
——— I read in Dale Carnegie’s 

k, How to Win Friends and In- 
fluence People, a paragraph which 
he thought so important that he 
repeated it twice and the second 
time he wrote it in italics to em- 
phasize it: I would rather walk 
outside of a man’s office for two 
hours than cross his doorstep 
without having a clear idea of 
what I was going to say. Getting 
ready to do the thing is most im- 
portant. Careful preparation is 
necessary for a successful conclu- 
sion. Successful people make a 
continual study of this most vital 
factor of business. 

The Third Rung 
The third rung of the ladder is 
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approach and introduction. First 
impressions are often the most 
lasting. Every customer who en- 
ters your store is your invited 
guest. Make him welcome. Make 
him feel that you are glad he has 
come. My invited guests bring me 
my salary every day. Watch the 
eyes. This is important to know 
what kind of impression you are 
making. Speak the customer’s 
language. Get on the level with 
your customer and be sure you're 
understood. 

The fourth rung of the ladder is 
favorable attention. Now there are 
many ways to get favorable atten- 
tion. First I think we should act 
immediately. Delays are danger- 
ous. We should give full attention 
and receive full attention at all 
times. Dress is an important thing 
in getting favorable attention. 
Dress the part you play in life. 
Don’t be your own worst enemy. 
Cleanliness. This is an important 
factor. It pays to be clean. Pos- 
ture. Fight gravity. Make your 
posture show enthusiasm and 
energy. Voice is another im- 
portant factor. Cultivate the voice 
with a smile. Speech. Study it at 
all times to increase your vocabu- 
lary. 

The fifth rung of the ladder is 
interest attached. Be interested at 
all times. Interest is the mother 
of attention. The game is in the 
other man’s field. Hunt there. His 
interests are the open gates to his 
field. Take the customer’s inter- 
ests. Get on the customer’s side of 
the fence. 

The sixth rung of the ladder is 
convinced of value. We should 
convince our customer of the value 
of the merchandise we have to 
sell. See value yourself. Belief be- 
gets belief. Handle your merchan- 
dise in a way that shows you value 
it. We should teach to buy. Every 
salesman should be a good teach- 
er. He skillfully presents without 
arousing resentment. Be a high 
grade teacher. 

The seventh rung of the ladder 
is desire aroused. Now this, to me, 
is one of the most important fac- 
tors in our whole ladder forma- 
tion. Have you ever walked into a 
store and been greeted by a sales- 
man who at the very outset ir- 
ritated you and rubbed you the 
wrong way? You know the kind 
of a guy I mean. There he stands, 
the very picture of indolence and 
indifference. He doesn’t come up 
to welcome you. He waits for you 
to approach him. He is discour- 
teous. He is unpleasant. Every- 
thing is too much trouble for him. 
Now this kind of a guy doesn’t 
arouse any desire, and yet we 
oftentimes allow ourselves to fall 
into this rut. Contrast that with 
the man with the light in his eye, 
the spring in his step, the glad- 
ness in his hand and the smile on 
his lips. How much more desire 
is this man going to arouse, and 
how much more success is he go- 
ing to have in selling to the other 
fellow we just talked about. Love 
is another motive. It is powerful 
in buying; love for your mother, 
love for your father, your sister, 
your brother; love to attain the 
beautiful thing. Love is a power- 
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ful motive. Pay attention to the 
children. Leadership. Lots of peo- 
ple do things because other people 
do them. Lead your customers. 
Don’t drive them. Pride is another 
one. All of us are more or less 
vain and proud. We should appeal 
to a person’s pride but make it an 
indirect appeal. Lots of people 
buy from certain stores because of 
the personality of the sales peo- 
ple. Develop a powerful and a 
winning personality. I read some 
time ago that Fred Astaire in re- 
pose resembled a withered and a 
worn out bookkeeper, yet his drag 
at the box office is his personality, 
his winning smile. The same is 
said to be true of Patsy Kelly. De- 
velop a powerful and a winning 
personality. 

The eighth rung of the ladder is 
decision to buy. Will directs ac- 
tion. The customer must will to 
buy and a favorable decision by 
the customer is the direct result 
of how well you have taken the 
other steps. Be sure you have 
taken them right. Keep a posi- 
tive attitude. Eliminate negative 
thoughts from your mind. 

Action or Order 

Now the ninth rung of the lad- 
der is action or order. Here is an- 
other important factor. It is a 
factor on which we are all more 
or less negligent at times. We 
could go on discussing its princi- 
ples for hours, but the common 
fault that I observe is the habit we 
allow ourselves to fall into of dis- 
cussing the things on which we 
differ. Begin by emphasizing and 
keep on emphasizing the things 
on which you agree. Get a couple 
of “Yes” responses at the outset 
and avoid, if possible, the “No” 
response. A “No” response is a 
difficult handicap to overcome. 
The skillful salesman gets a few 
“Yes” responses at the outset and 





50 


thereby sets the psychological 
processes moving in the affirma- 
tive direction. This “Yes” response 
is simple technique but it is often 
neglected. People seem to get a 
sense of their own responsibility 
by antagonizing at the outset. Now 
you know this is palpably wrong. 
Practice this psychology. Be on 
your guard. Watch, think, and act. 
Be confident. Confidence is catch- 
ing. 

The tenth rung of the ladder is 
satisfaction through serve. Cus- 
tomers cost plenty. Be sure you 
keep those you have. When a cus- 
tomer comes into your store and 
complains bitterly that he wouldn't 
have the typewriter you sold him, 
you couldn't give it to him, it isn’t 
worth a dime, don’t get excited. 
Be calm. Remember the R.M.A.— 
right mental attitude. He may be 
totally wrong. Still he doesn’t be- 
lieve so. Don’t condemn him. Any 
fool can do that. Try to under- 
stand him. He has a reason for 
feeling as he does. Try to ferret 
that reason out and you may have 
the key to his personality. A short 
time ago we shipped some type- 
writers to a dealer up-state, and 
instead of receiving a settlement 
as we had anticipated, in a few 
days a long letter of complaint 
and bitterness came back. He was 
so unreasonable, he was so bitter, 


| HAVE been asked to discuss the 
very general subject of unfair 
trade practices. Obviously it would 
be impossible, in a short space of 
time, to go into detail regarding 
various unfair practices. There- 
fore, I have assumed that you are 
interested in a broad discourse on 
this intriguing problem. 

During the past few years, espe- 
cially since the depression, we 
have heard a great deal about un- 
fair trade practices. Business men, 
who formerly expounded the doc- 
trine of free competition as a cure 
for all evils, have actually urged 
governmental regulation. The 
word “chiseler” comparatively new 
in its present usage, is now a fa- 
miliar one in our vocabularies. 
We talk of the “recalcitrant 
minority” as the cause of many 
of our business ills. We have sud- 
denly developed a_ substantial 
business bibliography on unfair 
trade practices. 

There is really nothing new 
about unfair trade practices. They 
have existed as long as there have 
been selfish and greedy individu- 
als engaging in commerce. Way 
back in the reign of Queen Bess 
of England (1558-1603) England 
passed a law to punish unscrupu- 
lous linen dealers who discovered 
a way to stretch and treat linen 
to make it look finer and thicker 
than it really was. The law was 
for the protection of the honest 
linen merchants and the public. 
Today we are talking about labels 
on fabrics so that the consumer 


he was so scorching in his wrath 
that he could not have been more 
bitter if I had called him some 
name, and I am ashamed to admit 
it but I felt like sitting down to 
write that man, telling him just 
what I thought, but I didn’t. I 
controlled myself. I wanted to be 
above fools. I began by saying, 
“You know, I don’t blame you for 
feeling the way you do. If I were 
in your place I'd have felt the 
same way about it,” and he im- 
mediately softened up, and so by 
apologizing and sympathizing with 
his point of view I soon had him 
seeing my point of view. I got a 
lot more out of making a friend 
of that man than I would have by 
telling him to go jump into the 
lake. So when making an adjust- 
ment with a customer, be sure to 
do it so that the customer is re- 
tained. 

The eleventh rung of the ladder 
is permanent customer. Who owns 
your business? Naturally, you are 
going to tell me that you own the 
business. “Yes, sir, I own my busi- 
ness.” Well, I say you’re wrong. 
You may own the merchandise 
and you may own the store and 
you may own the equipment, but 
the customer owns the business 
and permanent customers build 
business. How many of us really 
do things, constructive things, 
to get permanent customers? 


Unfair Competitive Practice 


By Karl T. Finn, 


Better Business Bureau, 
Cincinnati 


may know whether they have been 
pre-shrunk. 

There has been much muddled 
thinking regarding unfair trade 
practices. We have not disin- 
guished carefully between unfair 
trade practices and fair but vigor- 
ous competitive methods. We have 
but to look back a few years to 
code making days under the Na- 
itonal Industrial Recovery Act to 
understand the truth of this state- 
ment. We find business groups at- 
tempting, sometimes successfully, 
to write provisions into codes 
which were not aimed at unfair 
practices but rather to take away 
from competition some advantage 
gained by virtue of more economic 
operation or an advantageous po- 
sition in the industry. 

There is probably no better il- 
lustration of our confused think- 
ing on the subject than our efforts 
to restrict price competition. There 
is a substantial group of business 
men who sincerely feel that any 
underselling by competition con- 
stitutes the worst of all unfair 
trade practices. This group is in- 
clined to overlook the interests of 
the consumer or his ability to buy. 
On the other side we find equally 
sincere business executives who 
maintain that price competition, 
as long as it is not predatory, 
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We have a policy when a cus- 
tomer completes an account to 
write him and tell him how glad 
we are to have his name on our 
books. I guess lots of you do that, 
but here’s something I doubt 
whether you do or not. I Know you 
write letters every day to people 
who owe you money, but more 
often than not the praises of the 
people who pay promptly are left 
unsung, so why isn’t it a good 
policy to write the people who do 
pay you? Tell them that they’re 
the salt of the earth, they add to 
your joy of living. Remember this: 
Three-fourths of the people you 
meet tomorrow are begging for 
sympathy. Give it to them and 
they'll love you for it. Here is a 
word that we coined some time 
ago that I want to give you now. 
It won’t cost you a cent. It may 
mean a million dollars to you if 
you use it and apply it. Makem- 
liku. Make a mental note of this. 
Take it home with you and apply 
it and use it. It will bring you 
permanent customers. 

Now the twelfth and last rung 
of the ladder is real profit, the 
goal we all strive to attain, and I 
submit that if you apply these 
principles and do it enthusias- 
tically and conscientiously and 
with some spirit and showmanship 
your goal will be real profit. 


Should be unrestricted and that 
Savings effected through careful 
management, large scale opera- 
tion or other economies should be 
passed on to the consumer. 

When we consider unfair trade 
practices we should have reference 
to those which violate the legal or 
equitable rights of competition or 
the public, and which are, in 
effect, a fraud on the public. It is 
extremely important that we keep 
in mind the public interest. We 
can outlaw by trade agreement or 
by legislation all manner of prac- 
tices we call unfair, but if we run 
counter to public interest neither 
our agreements nor our laws will 
stand up. 

I mentioned a moment ago, as 
an example of our confused think- 
ing on unfair practices, our ef- 
forts to restrict price competition. 
Certainly the public is adversely 
affected by certain types of price 
cutting. The retailer who offers 
known brands of merchandise at 
cut prices in order to “bait” cus- 
tomers into his store on the false 
assumption that he is underselling 
competitors and then sells un- 
known brands at higher than reg- 
ular prices, is taking advantage of 
the public and competitors. The 
“cut-rater” who maintains his ad- 
vantage by paying poor wages by 
using inferior materials or by cut- 
ting his cloth too close, is a men- 
ace. But, there is a distinction 
between price fixing and unfair 
price competition. My point ob- 
viously is that we must make a 
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careful distinction in considering 
what are and what are not unfair 
trade practices. No matter how 
we may attempt to deal with trade 
practices, business must decide 
whether its objective is to elim- 
inate unfair practices or whether 
it desires to hedge competition 
merely because competition has 
some advantage. 

Even though we agree on what 
are unfair trade practices, the 
problem of what to do about them 
still confronts us. Let me remind 
you much has been done. Trade 
organizations, such as your own, 
have played an important part. 
The Better Business Bureaus, in 
existence for some 25 years, have 
been able to eliminate countless 
unfair methods in all lines of busi- 
ness. It is proper to point out here 
that one of the reasons why the 
Bureaus have been successful is 
because they have always taken 
into consideration the public as- 
pect of trade practices. They have 
scrupulously avoided any efforts 
to run counter to sound economic 
laws. To be sure they have had 
the advantage of experience in 
handling unfair trade practices 
and, in addition, the fact that 
they are supported by all lines of 
business has given them an impar- 
tial position which no trade or- 
ganization can enjoy. 

We can cope with unfair trade 
practices either through voluntary 
action or by means of legislation. 
Voluntary action seems to be more 
difficult and slower. Certainly it is 
the sound method if it can be 
made to work. If it cannot and 
legislation is the only answer, then 
the legislation should be carefully 
drawn, always keeping in mind 
the public interest. 

If we are to solve unfair trade 
practices by voluntary methods 
we must be able to sit around a 
table, discuss our problems intelli- 
gently and honestly, and be sin- 
cere in our desires to carry out our 
agreements. We must be able to 
forget our Ve a and our 
petty jealousies. It is popular to 
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Say that some competitor will not 
cooperate. Probably few cooperate 
merely for the sake of codperating. 
We codperate when we realize we 
have mutual interests. The recal- 
citrant individualist sees an im- 
mediate advantage. He is not far 
sighted enough to visualize the 
greater benefits he will ultimately 
receive from working with his 
competitors. Usually it is his 
short-sightedness, rather than his 
maliciousness, that is the defect. 
How business men today, in the 
face of rapidly encroaching gov- 
ernmental regulation, can be so 
short-sighted as to jeopardize, not 
only themselves, but others in 
their own industry, as well as 
business as a whole, by attempt- 
ing to take temporary advantage 
of competitors and the public, is 
beyond me. Nevertheless there are 
such in our economic civilization. 

Unwillingness to cooperate is 
not always a vice indulged in only 
by the so-called “chiselers.”” Some 
of our best business men, who con- 
sider themselves the most ethical, 
are unwilling to yield on any 
point. They are as stubborn in 
maintaining their point of view as 
those on the other side of the 
fence. If they do not get their 
way in all things they take their 
playthings and go home. They 
are inclined to overlook all the 
good that has been accomplished 
if one agreement is broken. There 


An Ex-Typewriter Man Looks You 


| DON’T know when I have been 
more pleased than with this op- 
pertunity to have a part again in 
a program of this annual conven- 
tion. I recall with considerable 
pleasure the rather leading part 
that I played in the meeting in 
Kansas City in January 1926, 
where this Association was con- 
ceived. Some of you here may 
remember that meeting of Corona 
dealers in the Muelebach hotel 
called to receive the distressing 
news, so some thought, of the loss 
of Corona’s identity in its merger 
with L. C. Smith. Some of the boys 
thought that something ought to 
be done to protect dealers against 
sudden and unexpected moves of 
that kind on the part of manu- 
facturers and, of course, the ob- 
vious thing to do was form some 
kind of a distinctly dealer organ- 
ization that would make all of you 
independent and give you a mu- 
tual weapon against aggression. 

I see that the subject assigned 
me is “An Ex-Typewriter Man 
Looks You Over.” Well, I’ve been 
looking you over for the past two 
or three days and I like you. It’s 
been a wonderful experience for 
me after having had so little op- 
portunity for the past four years 
to keep in contact with men and 
women who were my almost con- 
stant companions, both socially 
and in business, for many years 
before that. This is a real home- 
coming to me, Ladies and Gentle- 
men, and I don’t mind telling you 


is nothing so damaging to organi- 
zation activity as the unwilling- 
ness of certain participants to 
view the accomplishments with 
Satisfaction rather than to mag- 
nify the failures and use them as 
an excuse for refusing further co- 
oneration. 

We are beyond the period when 
business can set up fine sounding 
codes of ethics and expect these 
to be followed. We have reached 
a place where we must frame fair 
and sound rules of the game and 
develop the technique for carrying 
these out. A few industries have 
appointed dictators whose word is 
law in the industry. But dictators 
are not popular in this country, 
even in industry. Most of our 
trade groups operate on the demo- 
cratic principle, but do not have 
sanctions to enforce their agree- 
ments. So agreements can be car- 
ried out only by the willingness of 
all to abide by the provisions. But 
by intelligent effort, by preaching 
the doctrine of mutual interest, by 
consolidating the gains made 
rather than emphasizing the fail- 
ures, much can be accomplished. 
Business has done much better 
during the past 25 years in elimi- 
nating unfair competitive meth- 
ods than it seems willing to admit. 

Perhaps we will always have a 
few “chiselers” with us, unless we 
regulate them by law. At the mo- 
ment most business men see red 


By L. J. Conger, 
Lyon Metal Products, Inc., 
Aurora, III 
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that there’s been some pretty big 
lumps in my throat several times 
when your cordial, friendly greet- 
ings have been so obviously sin- 
cere. The warm, helpful, coopera- 
tive spirit is still here and it’s a 
fine thing to exverience. As long 
as you preserve that, nothing can 
hinder the accomplishment of 
your purpose. 

But it seems to me that I have 
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when any kind of legislation to 
regulate trade practices is pro- 
posed. The pendulum has swung 
around from the laissez faire pre- 
depression period to the depres- 
sion period of legislation and back 
to the point where any legislation 
is odious. Doubtless we may soon 
reach a period when we can con- 
sider legislation calmly and sanely. 

There is no doubt that unfair 
trade practices should be elimi- 
nated. Not only are such practices 
ruinous to an industry but in ad- 
dition, as has been indicated be- 
fore, they bring public criticism on 
all business. We should be realists 
about the matter and if we are not 
able to effect self regulation, let us 
attempt to frame intelligent legis- 
lation. It is the democratic way 
of meeting a situation. 

Please do not assume that I am 
urging governmental regulation of 
business, or even the unfair prac- 
tices that the minority of business 
indulges in. I have faith in the 
ultimate capacity of American 
business to play the game fair if 
business will put its head and 
heart in the job. But as one who 
has spent some years at the job 
of improving business practices, I 
do become discouraged at times at 
the selfish short-sightedness of 
some business men and the un- 
reasonableness of others, who can 
approve no practices but their 
own. 


Over 


detected also a note of irritability 
and impatience —of disappoint- 
ment that the good old days when 
the dealer was the corner stone 
of the trade seem to be waning. 
Something is evidently slipping 
and I gather that the general 
trend especially of portable busi- 
ness is not pleasing to you. 

I think I sense the cause of this 
unrest. In a conversation recently 
with a representative of one of the 
manufacturers, he told me of cer- 
tain portable typewriter orders 
which he was negotiating and he 
used such big, boxcar figures that 
1 expressed surprise that any 
number of typewriter dealers 
could handle so large a volume of 
machines at one time. It sure 
wasn’t that way in my day. “Oh” 
he said, “these sales aren’t to 
typewriter dealers. These big vol- 
ume customers are’—well, I'll 
leave it to your imagination who 
and what they were. He explained 
that portables were no longer sold 
as typewriters, but as general mer- 
chandise —through volume sale 
outlets—like books or furniture, or 
pens and pencils. That the popu- 
lar demand for portable typewrit- 
ers has so largely increased that 
a somewhat different form of mer- 
chandising them had been forced 
on manufacturers in order to keep 
pace with competition and main- 
tain their production schedules. 

Well, frankly, I wasn’t surprised. 
All forms of merchandising have 
undergone remarkable changes 
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these past four or five years. 
Things that were the accepted and 
unquestioned procedure in 1932 
have been relegated to the scrap 
heap,—along with radical changes 
in the social structure, in the ad- 
ministration of our governmental 
affairs, in the attitude of men 
toward each other and toward 
business in general. Business men 
who have failed to keep pace with 
these rapidly changing methods 
and beliefs are apt to feel that 
someone has “done them dirt’”— 
that the cause of their misfor- 
tunes is outside of themselves and 
beyond their personal control, 
whereas the truth of the matter 
is that the parade has — 
them by and they are no longer 
a part of it. 

Now mind you, I don’t say that 
any of you are in that category. 
I can’t believe that any group of 
as smart people as I used to con- 


T HANK YOU, Mr. Chairman for 
those kind words. eing a native 
of Cincinnati, I have looked for- 
ward to meeting old friends. I met 
Ed Imbus and said, “Hello Ed.” 
He did not recognize me for a 
minute and then he said, “What 
are you doing here with the type- 
writer dealers? I thought you 
were a cash register man.” 

I called on a typewriter dealer 
some time ago and this typewriter 
dealer had been in the town about 
two years, yet he had the best 
looking store and was doing more 
business. I invited him to the 
hotel and asked him what it was. 
Among some of the things he told 
me and the thing I remember best 
is this: “I always pass out my 
cards wherever I go.” The average 
salesman carries cards, but does 
not pass them out. This man said 
that if he drove up to a gas station 
he gave out a card. Remember at 
that time the positions are re- 
versed, because the possible cus- 
tomer is selling him gas, so the 
seller is under obligation to him. 
He stated that if he went into a 
cigar store, or the drug store, he 
left a card. It is surprising how 
many people kept those cards. He 
picked up a lot of business by just 
letting people know he was in the 
business. I believe enough sales- 
men do not hand out cards often 
enough. He told me of a man who 
came in to buy a machine and he 
asked him where the customer 
had heard about him. He had 
heard at the corner drug store. 
Six months before he had left his 
card there and the druggist had 
placed it under the glass case top. 
If I convince everyone of you of 
the importance of this card busi- 
ness, I think I am doing you all a 
service. I brought along with me 
a few card cases from Kansas 
City. I am not selling these so 
don’t get nervous. I gave one of 
these to the Underwood salesman 
in Chicago. He told me later about 
a customer he had been trying to 


sort with in this industry have 
been short sighted and unable to 
keep up with these conditions. I 
read the trade papers, principally, 
I confess, for the personals—that 
new business that Frank Patty has 
opened on the coast, George Walk- 
er’s affiliation with Underwood, 
and Fred Weiss’s with Remington, 
Lamont Woods beautiful new 
store, Gordon Laurence’s impas- 
sioned appeals for active sales 
promotion in the summer months 
accompanied by the inevitable 
sales curve which I should recog- 
nize as Gordon’s work even if his 
name had not been signed to the 
article—(I ate, breathed and slept 
on those curves for fifteen years) 
and I know that the keynote of 
your activity has been PROG- 
RESS. You have kept up with the 
procession just as I knew you 
would. 

But have you accurately sensed 


Salesmanship 


By James P. Ward, Sr., 
Shipman-Ward Manufacturing 
Company, Chicago 


sell for six months. He said that 
he went in to see him one day and 
nresented his card from this case. 
The man was so pleased with the 
case that he said he would give an 
order for three typewriters, if the 
salesman would give him his card- 
case. I will be glad to give each 
one of you one of these cases. 


Another Angle 


I also picked up a circular that 
might be interesting to you. It is 
from up in Canada. I asked him 
how it happened he was busy dur- 
ing the summer months. He said 
that he had rotten out a circular 
to stimulate business during the 
summer that brought results. In 
this circular he has one, two, 
three different kinds of jobs listed. 
He lists the special prices for the 
summer months and the regular 
prices. It is an idea that any 
dealer could adopt. You can see 
this circular after the meeting or 
I will pass it around. 

Buyers are shrewd observers of 
men and when you approach a 
buyer one of three things happen. 
He either likes you on sight, or 
dislikes you on sight, or puts you 
down as an average salesman. If 
he likes you and has an order to 
give, it is easy to get it. If he dis- 
likes you on sight, then you are 
wasting time. If he puts you down 
as an average salesman, you have 
to spend time selling yourself to 
the buyer in order to create his 
confidence before you can sell him 
the goods. I am going to put my- 
self in the position of the average 
buyer and tell you things that oc- 
cur to me, by which I either like, 
dislike, or put a man down as an 
average salesman. 


Ninety per cent of all sales is 
the personality of the salesman. 
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the enormous and compelling de- 
mand made on manufacturers for 
volume, volume and more volume? 
Do you realize that increased costs 
of materials, increased labor rates, 
largely increased taxes of more 
kinds than we ever thought possi- 
ble, administrative interference 
with what we have always consid- 
ered our personal liberties, and 
steadily increasing selling and dis- 
tributing costs, make greater vol- 
ume necessary? 

I hold no brief for the type- 
writer manufacturers’ association. 
I hold no stock. I only retain a 
lot of very warm friends. Mr. 
Chairman and Ladies and Gentle- 
men, I thank you for this oppor- 
tunity to meet with you and take 
part in your program once more. 
I tell you my association with you 
for a good many years was the 
best experience of my life. 


The next time you are in the mar- 
ket, if you have liked the sales- 
man, you go back to that man. 
If you did not like the personality 
of the salesman, it is possible you 
may not have bought at all, or if 
you did buy, you would not go 
back to the same place. 


There are certain things about 
a salesman that either attracts us 
or causes us to dislike him. The 
average typewriter dealer started 
as a repairman then opened up a 
business of his own. In working 
so hard in building up the busi- 
ness, he forgets about himself. He 
rushes out of the store with dirty 
fingernails and waits on cus- 
tomers. He makes a bad impres- 
sion. Most buyers are women. 
Women are very particular about 
cleanliness and clothes. 


Not long ago I heard a speaker. 
He used the word “national,” but 
pronounced it in a different man- 
ner to which I was accustomed. 
He used that word so often that it 
interrupted my connection with 
his thought, so that I knew very 
little of what he said. It is the 
same way in salesmanship: You 
must not say anything or do any- 
thing that might take the mind of 
the customer off of what you are 
saving. If you have dandruff on 
your clothes, or your clothes are 
not pressed, or have hair in your 
nose or ears, these things attract 
attention of the customer with 
the result he does not give you all 
his attention so that when you 
reach the point you want him to 
sign on the line, he is not ready. 
That is the same as with the word 
“national.” It attracts the mind 
of the customer away from what 
you are saying. 

There is another point. In deal- 
ing with customers, a man who 
talks slowly or walks slowly, thinks 
slowly, and one who talks or walks 
quickly, thinks fast. If you are 
talking to a man who thinks fast, 
and you talk slowly, you get on his 
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nerves. He wants you to get out 
of his sight. If you talk fast to a 
man who thinks slowly, he only 
gets half of what you say. So if 
you call on a man who thinks fast, 
talk fast, or who thinks slowly, 
talk slow, and you will get better 
results. 


Watch Reactions 


If you call on a man sitting in 
his chair on the edge, he wants 
you to get through. A man who 
sits back is relaxed. Don’t antag- 
onize the man on the edge of his 
chair by giving your entire talk, 
but say to him, “Mr. Jones, I know 
you are very busy this morning. 
If you will tell me when I can 
come back, I would be glad to 
come back.” You have pleased him 
rather than antagonized him. 


Few HISTORIANS mention that, 
among his many outstanding 
achievements, Benjamin Franklin 
was without doubt the best sales- 
man of his day. His most notable 
piece of salesmanship was selling 
King Louis XVI the cause of 
American Independence at a price 
of many millions of French Louis’ 
in gold. It is well for us to heed 
his advice, on selling, when he 
says: “The most sensitive nerve 
in a man’s body is—his pocket- 
book.” 

How to reach that pocketbook 
as painlessly and quickly as pos- 
sible is your job and mine—all 
salesmen. This can be done in 
one of two ways: 

(a) Selling through the mind— 
by means of reason, logic and per- 
suasion. 

(b) Selling through the heart— 
by appealing to the emotions— 
creating the need and desire to 
possess. 

In selling large office machines 
the first method is used—Selling 
through the mind of the buyer. 

This type of selling is a matter 
concerning cold business, reason, 
logic, and fact. There is no neces- 
sity of creating a need, and the 
entire matter is concerned with 
purchasing a piece of machinery 
to do a certain definite job—which 
is measured in production dollars 
and cents. 

Second we build our sale upon 
proof that the machine that we 
are selling is the best—at the 
price. We prove it by demonstrat- 
ing the superioritiy of certain pat- 
ent and mechanical features— 
that it will do more in less time 
—do it better—by pointing out 
how these features are designed 
to save time and effort. 

Finally, because it will do all 
these things—it will save him 
money. 

Superior patent and mechanical 
features constitute, by far, the 
most important point in selling 
large office machines. However, 


in trying to sell portable typewrit- 
ers by using the same methods, 
we ignore the fact that we are 


When he is relaxed, shoot the 

whole works. He is ready to listen. 
A salesman with a high pitched 

voice seldom carries conviction. 

You know many salesmen call 
on you and have bad breath— 
halitosis—and you back away and 
they keep coming closer and those 
salesmen wonder why they don’t 
get orders. They should be care- 
ful and have someone check upon 
them every morning. 

Another thing about a success- 
ful salesman is that he must have 
tact. Not rubbing anyone the 
wrong way. You have heard of 
the shoe salesman who had tried 
to fit a woman in shoes. None 
seemed to fit. Finally he said to 
her, “The trouble is lady, one foot 
is bigger than the other.” That 
was not tact. He should have said 


Heart Strings and Purse Strings 


By Gene Franke, 
Underwood Elliott Fisher 
Company, New York, N. Y. 


trying to sell an entirely different 
kind of prospect. 

In our enthusiasm over superior 
patent and mechanical features, 
we overlook the fact, that a port- 
able typewriter is bought by a 
different type of individual for a 
different purpose than a large of- 
fice machine. By regarding the 
portable typewriter as a “junior” 
office machine and selling it ac- 
cordingly, we are liable to find 
ourselves in the same class with 
the professor. 

In the last three years, I have 
sold hundreds of portables, and 
after each order, I have always 
asked this one question: “Purely 
for the sake of advertising re- 
search, would you mind telling me 
whether or not this is the first 
time you have examined a port- 
able typewriter before you decided 
to buy?” 

I have received replies in every 
case, and have no reason to be- 
lieve that these purchasers were 
telling anything but the truth. 
Here is the amazing answer: 

“The average portable prospect 
shops five and one-half times be- 
fore deciding to buy. Why? Be- 
cause when that prospect walks 
into the average typewriter deal- 
er’s store, and professes interest 
in a portable, the average sales- 
man immediately goes into a 
smooth, well rehearsed sales talk 
on the newest patent and me- 
chanical features. Here and there 
he throws in a few words about 
“helping your child in school” or 
“saves time” and back he comes 
to some one particular feature and 
keeps at it until he makes a sale 
or, what happens oftener, the cus- 
tomer gracefully exits with a 
promise: “I’ll be back.” 


Present Methods Good 


I would be the last to deny that 
you cannot sell portables by this 
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one foot is smaller than the other. 

There are several things that 
rub the buyer the wrong way. One 
is to say, “Are you busy?” That 
hurts a busy man and an idle man, 
it is a reflection on him to say he 
is not busy- Then it gives a man 
a chance to say “yes” or “no.” 
When approaching a buyer, it is 
better to say, “I know you are a 
busy man and I will take only a 
few moments.” 

Another thing that rubs a buyer 
the wrong way is to say, “I hap- 
pened to be in your neighborhood 
and dropped in.” That is an old 
chestnut. Why spoil your inter- 
view with the customer by telling 
a little at the start and he knows 
it? He would be flattered if you 
said, “I came all the way out here 
to see you.” 


method. That is the way most of 
them are being sold now. But 
that is also the reason why the 
average prospect “shops five and 
one-half times before buying.” 
When that prospect walks out of 
your store the chances are six to 
one that when he or she does fin- 
ally buy a portable typewriter it 
will not be in your store. Therefore, 
to increase our sales, one of the 
things we have to do is to close as 
many of the “I'll be back” pros- 
pects as possible. We cannot do 
it every time, but if we can reduce 
the “shopping” trips from five and 
one-half to two or three times 
(before buying), we will double or 
triple our business. 

Let us take a tip from the pro- 
fessor and acknowledge the fact— 
that our market is different—that 
the need has to be created—that 
the portable prospect is different 
from the large office machine 
buyer—that he has to be sold dif- 
ferently. But let’s not take this 
for granted. Let’s prove it to our 
complete satisfaction by examin- 
ing the basic differences in mar- 
keting portable and office ma- 
chines. 

1. The market for office ma- 
chines is a_ replacement 
market—for the office. The 
market for portables is a new 
market—for the home. This 
simply means that between 
90 per cent and 95 per cent 
of United States homes do 
not have a portable type- 
writer! It certainly is a new 
and virgin market. 

2. The use of an office machine 
is standardized—it is a piece 
of machinery designed to do 
a production job. 

The use or purpose for which a 
portable typewriter is bought may 
be as different and individualized 
as the user or the home it is going 
into. A portable is rarely consid- 
ered just a machine for typing. 
It isa means to anend. The lan- 
guage which flows from its key- 
board is not that of cold business, 
facts and figures, but rather the 
stuff that dreams are made of— 





AUGUST, 1937 


RE AINGTO’ @ AND 
a 


Montreal. 


3. L. W. Frazee, Fort Pitt Typewriter Company, Pittsburgh; I. R. 
Ritchie, International Office Appliance Company, New York: 


CONVENTION SNAPSHOTS AT CINCINNATI 


1. W. P. Kelly, Office Equipment Company, Louisville; C. B. Doyle 
and K. C. Shumway, Royal Typewriter Company. 
2. Mrs. 8S. Rudner, Mr. Rudner, National Typewriter Exchange. 


Company. 





Mary Smith, Waltz Typewriter & Adding Machine Company, 
Cincinnati; L. G. Buchholz, Jack McCormick, L. C. Smith & 
Corona Typewriters Inc. 

6. C. I. Whitmer, Typewriter Exchange, Columbus; M, L. Rudin, 
American Writing Machine Company; Hazen Ames, Ames Supply 


Louis Green, All Makes Typewriter Company, Youngstown, Ohio. 7. W. E. Bret, I. R. Ritchie, International Office Appliances Com- 


4. An Allen-Wales Group. E. C. Wenning, Dayton; A. A. Bach, 


pany, Inc., New Y¥ 


Cincinnati; C. H. Peters, Columbus; and Milton Wiener, Pitts- 8. M. L. Rudin, American Writing Machine Company i, Jas. P 


burgh. 


5. W. J. Buchland, L. C. Smith & Corona Typewriters Inc.: Mrs. 


hopes, ambitions, ideals—science, 
education. 

It is not difficult to picture the 
stenographer, typing on an office 
machine, dreaming of the date she 
had last night (or the one she'll 
have tonight) while she coldly 
and impersonally types, on her 
office machine, the cut and dried 
dictation of her boss. But the 
typist on a portable puts part of 
himself or herself into whatever 
they write on a portable. There- 
fore, not only the use of a port- 
able, but also the user is different. 

3. The office machine is an ab- 

solute necessity —a portable 
typewriter is still regarded, 
by too many as a luxury, cer- 
tainly no more than an aux- 
iliary aid—or a means to an 
end. 

Although you and I will vio- 


Ward, Shipman-Ward Manufacturing Company; 
Waltz Typewriter & Adding Machine Company. 


lently disagree that a portable is 
a luxury, although we have all 
spent considerable time, effort and 
money to prove our point, we must 
remember that the chances are 
six to one that it is a luxury in 
the prospect’s estimation. Here 
again he differs strongly from the 
large machine purchaser. 

4. The purchaser of an office 
machine is educated to pat- 
ent and mechanical features. 
Not only are these features 
very often his “yardstick” in 
judging values but, also 
many years of advertising 
and selling, dictated by these 
principles, have been directed 
at the purchaser. The pros- 
pect for a portable type- 
writer knows very little or 
nothing about patent or me- 
chanical features. 


Waltz, 


The position of the portable 
prospect, when assailed by a 
whirlwind demonstration of me- 
chanical features, with which he 
or she is totally unfamiliar, re- 
minds of an automobile sales 
demonstration I overheard in De- 
troit: 

After a salesman had shown all 
of the features to a woman pros- 
pect for rather an expensive car, 
she asked: 

“And now, will you please show 
me where the depreciation gad- 
get is? 

“My husband told me it was very 
high on this car.” The salesman 
didn’t bat an eye. “Well, you see, 
Madam, we noticed that too. So 
we took it off.” 

It is hard to apreciate that a 
prospect may know little or noth- 
ing about some feature which we 
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know so thoroughly and which 
seems to us sO apparent. Conse- 
quently, we must also bear in mind 
that unfamiliarity with mechan- 
ical features is also one of the 
—— differences between the 
arge machine purchaser and the 
portable prospect. 

Taking these four factors into 
consideration: Shall we ignore 
the good sales points we use to 
sell machines? Shall we forget 
about mechanical features? No 
indeed! But, let’s stop putting 
the cart before the horse—let’s 
use these strong sales weapons in 
their proper place. 

It is not so important that we 
remember why a portable prospect 
is different, or why the use of a 
portable is different, as long as we 
remember: 

1. That the portable prospect is 

different. 

2. That the use of a portable is 

different. 

3. That the sales methods used 

must be different. 

And most important, by far the 
greatest majority of portable 
typewriter prospects who walk 
into your store, are not yet com- 
pletely sold on the idea of owning 
a portable. 

I am no sales magician and I 
cannot give you a perfect sales 
talk that will sell portable type- 
writers for you every. time. 
Every standard sales talk must be 
changed by two factors when 


arnlied: 
The Factors 
1. It is changed by the person- 
ality of the salesman. 
2. It has to be changed to fit 
the personality of the buyer. 
However, I can give you four 
general basic principles that must 
be the foundation of any success- 
ful attempt to sell portable type- 
writers to more than the average 
prospect. This is not any pet idea 
of mine or one formulated by any 
“chair warming” sales promotion 
man who theorizes and pulls a 
perfect sales idea out of thin air. 


What the New Public Consciousness Means 


In REVIEWING the reactions 
taking place from present-day 
economic facts, and the adjust- 
ment being forced upon us there- 
by, and applying it to business we 
find that there is no business 
which can afford to assume that 
its old advertising policies will 
continue to be effective. The first 
step called for in every business 
today is a re-examination of its 
advertising in the light of the 
adjustments its customers have 
made and are making. 

Another observation we can 
safely make is that reactions have 
taken place not only upon human 
life, but upon human thought. 
There is such a thing as moods to 
be considered in advertising poli- 
cies. People are still people, but 
they have a new mood and a new 
set of problems. The business of 
your advertising is to meet that 


These four basic points have been 
formulated and contributed: 

1. By every one of you sitting 
here. 

2. By everv dealer who has ever 
written a letter to me with 
any sales item or idea that 
“clicked.” 

3. From thousands of inter- 
views between myself and 
dealers. 

4. Between dealers and portable 
representatives. 

5. From hundreds of national 
magazine and local news- 
paper ads. 

6. From thousands of sales 
talks and 

7. From my own personal ex- 
perience in selling hundreds 
of portable typewrites. 

According to Mr. Gilbert T. 
Hodges, member of the board of 
the New York Evening Sun and 
one of the outstanding advertis- 
ing men in this country: 

“The ability to sell is based upon 
find the dominating emotional 
idea,” or “Selling through the 
heart.” All national advertising, 
magazines and radio employ this 
principle. 

There is a common appeal “The 
dominating emotional idea” that 
will apply to all portable type- 
writer prospects, whether as indi- 
viduals or members of a family. 
This dominating emotional idea— 
this method of tugging at the 
“heart-strings”—to loosen the 
purse strings—must include the 
following fundamental steps in 
selling. 

1. Selling the portable type- 
writer as a means to an end 
—what the use of a portable 
typewriter will do for the 
purchaser, personally. 

2. Selling the portable type- 
writer as an investment, not 
an expenditure —or simply 
the purchase of a mechanical 
unit. 

3. Helping prospects select the 
proper model at the proper 
price range to properly fit 


By Thomas J. Kiphart 


Fifth-Third Union Trust 
Company, Cincinnati 


mood and tell them how to solve 
the physical problems and emo- 
tional problems of a people. 

Some have learned by experi- 
ence that it requires a continuous 
program of sound public relations 
to assure public favor for business 
as individual units or as groups. 
The most important place in your 
business or mine is where we 
touch our customers—and not 
customers only, but the public at 
large. In any program having as 
its objective the molding and 
managing of public opinion, ad- 
vertising should claim a very im- 
portant part. 

In the mind of the average bus- 
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both their requirements and 
their budget. 

4. Demonstrating the superior- 
ity of patent and mechanical 
features—translated into un- 
derstandable every day terms 
—and what these features 
and gadgets mean in time 
saving, convenience, etc. 

Patent and mechanical features 

have their rightful place in selling 
portable typewriters, but their 
proper place and undeniable im- 
portance—is in using them as a 
“close.” 

Are All Experts 


You are all experts in the last 
three steps—portable as an in- 
vestment—selecting proper model 
— demonstrating features — con- 
cerning the selling of portable 
typewriters. But I would like to 
elaborate somewhat upon the first 
point—the portable typewriter as 
a means to an end. What the use 
of a portable typewriter will do 
for the purchaser, personally, be- 
cause the opening is, by far, the 
most important part of the sales 
presentation. 

However, I do not want to find 
myself in the position of a 
preacher that I once heard in a 
Michigan town who was delivering 
a long and tedious sermon which 
had already taken two hours. In- 
terrupting his sermon he said: 

“Now I don’t mind if the mem- 
bers of this congregation take out 
their watches to see what time it 
is—but, when they take up the 
watch and put it to their ears— 
to see if it’s still running—that is 
a little too much!” 

To avoid running such a risk, 
we are now going to show you a 
short film which will demonstrate 
in simple every day language, 
how you can best illustrate and 
explain the means to an end idea 
to any portable prospect—to tug 
at their heartstrings—to loosen 
their pursestrings. 

I want to state my appreciation 
for having had this opportunity 
and your kind attention. Thank 
you. 


to Advertising 


iness man, advertising has usually 
been considered as a means of ac- 
quiring business. The appeal of 
their messages has been directed, 
in most instances, to this end. Per- 
haps it has been overlooked that 
advertising can also play a very 
great part in the job of creating 
public understanding of _ this 
splendid American system of busi- 
ness. 

You have all contacted people, 
in one way or another, and you 
know the easiest person to talk 
to is one who is informed. If he is 
not infromed your first task is to 
inform him, if you hope to get 
his business or support. To tell a 
person or many persons that we 
have something to sell is an an- 
nouncement. But, when we inter- 
ject comment and argument tend- 
ing to create a desire, on the part 
of that person to buy or possess 
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the thing you offer, we are enter- 
ing into the larger and true field 
of advertisement. 

It is in this phase of advertising 
that its arts center, and it is to 
further this end that the whole 
technique of advertising has de- 
veloped. 

In the main, therefore, we see 
that advertising is a very simple 
thing. It is only in making its 
appeal more and more effective 
that a great and complex art has 
developed. 

Modern advertising writing is 
primarily a literature of persua- 
sion. It secures its effect, in part, 
by the intensity of the appeal of 
each individual advertisement, but 
mainly through the cumulative ef- 
fect of repetition. But indefinite 
repetition quickly exhausts what 
can be said descriptive of the same 
article. No matter how interesting 
an object may be, the writer soon- 
er or later exhausts what can be 
said concerning the article itself. 
Advertising men quickly discov- 
ered this fact. They overcame the 
difficulty and freed themselves 


On the very few occasions that 
I have been called upon to say a 
few words, I have been given a lot 
of advice before and after. Before, 
such advice as “Put your audience 
in a good humor by telling a few 
funny stories”, and afterwards, 
they tell me “Harwitz, you are too 
serious”. So, I have been weighing 
it in my mind and I have decided 
not to tell any funny stories, be- 
cause newspapers, magazines, the 
movies, and the stage, these, in my 
humble opinion provide the hu- 
mor, and from these you appre- 
ciate funny stories because you 
pay for them. 

You men that travel from near 
and far, I believe, want something 
that you can perhaps cash in on, 
and if I can leave at least one 
thought with you that will help, I 
will be amply repaid. 

In magazines that you read, and 
speeches that you hear, stress is 
laid entirely on the sales angle of 
a business, “How to sell’: “How to 
dress your window”; “What to do 
and what not to do”, all pertain 
to sales, which is as it should be. 
because without sales, you cannot 
stay in business. But, sales must 
be profitable. 

In the conduct of a_ business, 
there are other factors that bring 
profits, or shall I say, prevent 
losses, for the object of a good 
merchant at the end of a year, is 
to show a proper return on his 
invested capital, and his efforts 
rewarded with the profit that he 
has the right to expect. 

So, I will side-step the obvious 
with relation to the selling end of 
the business. because you receive 
much along this line. and give vou 
just one important thought. It is 
covered by the one word—inven- 
tory. 

Inventory is generally assumed 


from the limitations of writing 
about the article itself, by writing 
about the consequences which 
flowed from its purchase. There 
we have the formula of advertis- 
ing. Advertising must stir before 
it can sell. It must warm the sym- 
pathy before it can persuade the 
reason. What the article is, what 
it does, what it costs, might seem 
to complete an advertising presen- 
tation. But word-facts, by them- 
selves have little penetrating pow- 
er. They lay on the mind, cold 
and unassimilated. It takes the 
life giving impulse from a quick- 
ened emotion to sort them into 
their respective mental pigeon 
holes, from which they surge forth 
at the opportune time to influence 
our ambitions, our longings, and 
our habits. 

Buying motives are primary or 
selective, rational and emotional. 
Don’t sell mere things—sell effect. 
Don’t sell pianos—sell home life 
and music, and pleasant evenings. 
Don't sell clothes—sell personal 
appearance and _ attractiveness. 
Don’t sell furniture—sell a home 


Inventory 


By Marcus Harwitz, 


Regal Typewriter Company, 
New York, N. Y. 





MR. HARWITZ 


to apply merely to stock. In my 
humble opinion, inventory applies 
not only to stock, but to a mer- 
chant’s entire business. 


When you go back from this 
convention, may I suggest that 
you take inventory of all the mer- 
chandise that you sell, typewriters, 
ribbons, carbon papers, adding 
machines or parts, not neglecting 
an inventory of the material you 
use in the conduct of your busi- 
ness. 

You will be surprised to find 
how much stuff is lying around 
that you know nothing about and 
that can be turned into cash. 
When you find dead merchandise 
or unmovable merchandise which 
originally cost you more than you 
can get for it today, get rid of it. 
If the merchandise were any good, 
you would not have it as long as 
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that has both comfort and refine- 
ment. Don’t sell books—sell the 
joys and profits of knowledge. 
Don’t sell things—sell ideals, feel- 
ings, self-respect, home life and 
happiness, comforts, and refine- 
ments. How wonderously this 
emotional aspect may glorify an 
article, how delightfully it can 
persuade the reason. 


Why They Buy 


Every article and every store is 
what it is—and something more. 
This something more is outwardly 
intangible. Folks buy because of 
its influence—yet they are not 
conscious of its existence. Some 
call it “atmosphere,” others call 
it “service.” Still others call it 
“personality,” “big idea,” “selling 
angle.” Yet, in the final analysis, 
is not this emotional spark —— 
a meaning—the meaning which 
an article holds for the consumer? 
Express this meaning, and you 
have exvressed all that interests 
him. Impress this meaning, and 
you have impressed all that in- 
fluences him. 


you find you have. It will not im- 
prove with age, like whiskey, and 
certainly it doesn’t need curing 
like tobacco. 


I know how you feel about tak- 
ing a loss, but the good merchant 
takes his loss as well as his profit, 
and the sooner he takes it, the 
quicker he has this money turn- 
ing, getting his loss back. 


Here is an experience that will 
best illustrate what inventory 
means to an organization. 


A Good Example 


A fairly good sized operator in 
the office equipment field observed 
that deliveries on many orders he 
was receiving, were being held up 
because the merchandise that was 
wanted was not on hand. Auto- 
matically orders were placed for 
this merchandise and yet his 
books showed that he had a tre- 
mendous stock on hand. So, one 
evening after everybody went 
home, he decided to go through 
the stock himself to see if any- 
thing was wrong. In other words, 
he had merchandise, and yet when 
orders came in, he had no mer- 
chandise. Well, when he went 
through his stock, he found type- 
writers, adding machines, and a 
lot of other equipment stacked 
away in corners. me had dust 
on it inches thick. Some of the 
merchandise had been there for 
months, and some for years. That 
particular day he had given an 
order for additional stationery and 
he ran across several bundles 
wrapped up, and when he opened 
them, he found that it was sta- 
tionery he had on hand when he 
moved from his old address, over 
50,000 sheets—and this merchant 
uses good bond paper. It probably 
cost him four or five dollars a 
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thousand—a total loss of at least 
two hundred dollars. 

His stock of equipment he could 
have sold time and time again had 
he had an accurate record of just 
exactly what was in his establish- 
ment. Not knowing what he had 
except from his books, customers 
went out without buying. He kept 
on ordering and in time, the mer- 
chandise was not worth the price 
he paid for it. Of course, some of 
it he may have found, but the de- 
preciation that took place in the 
meantime showed him a loss. 
Hesitating to take the loss, he nat- 
urally hung on and on. 

In his own words, he told me: 
“I would have been much better 
off had I taken my loss right then 
and there and used that money to 
buy salable merchandise. I would 
have recouped the loss and by now 
it would have been a profit”. 


“I then and there definitely de- 
cided that I would have prepared 
a complete physical inventory of 
everything in the house, typewrit- 
ten and in front of me all the 
time. It would show the date that 
the stock was received, and my in- 
structions to my entire organiza- 
tion were to sell merchandise ac- 
cording to date received, and that 
if any merchandise stayed in the 
house more than 90 days, outside 
of staple moving stuff, it had to be 
sold regardless of price”. 

“It was a check on myself too, 
because if I had to take a loss, it 
showed in that instance I was a 
poor buyer. It made me a better 
buyer for the future, and natural- 
ly my business improved from 
then on”. 


The reason I cite these facts is 
to bring to you, as forcibly as pos- 
sible, the importance of knowing 
at all times what you have in 
your place of business. 

Inventory not only applies to 
stock. It applies also to your ac- 
counts. We all drive for new busi- 
ness, but often fail to remember 
that a customer who has bought 
something from us once, is a good 


Mk. CHAIRMAN, ladies and 
gentlemen, I am not on the print- 
ed program, but appear here as a 
sort of pinch-hitter and you men 
who have followed baseball know 
that when a pinch-hitter is put in 
the game, when he bats about 250 
he is doing all right. So taking 
the place of Judge Morrisey, I 
hope I will fulfill that position of 
being a pinch-hitter. I was asked 
to speak about the Robinson-Pat- 
man Bill and in an unguarded 
moment, I accepted that assign- 
ment because I had read that this 
bill was passed for the purpose of 
curbing chain stores and mail or- 
der houses and to prevent a dis- 
crimination in prices. That looked 
sensible to me and I thought I 
could talk on that subject without 
much difficulty. When I began to 
look about the bill and saw what 
it meant, I began to have some 


prospect for something else if we 
will contact him. 


Inventory Everything 


Take an inventory of the ap- 
pearance of your store; the lay- 
out; your bookkeeping system; the 
dressing of your window; compare 
it with some other stores in your 
locality, not necessarily the type- 
writer business. You will be sur- 
prised how many good ideas you 
will get if you will survey objec- 
tively and look around. 

Take an inventory of the inac- 
tive accounts that owe you money. 
Personal contact and a steady fol- 
low-up by telephone or letter will 
not only give you a bigger per- 
centage of collections, but it will 
give you a chance to sell them 
something else that they may need 
and which you have to sell. 

Take a physical inventory of 
your parts, and take it often. You 
will be surprised how much money 
you will save, because parts are 
constantly ordered and then for- 
gotten. Over a period of time, it 
runs into a lot of money. Why put 
money or have money tied up in 
something that is not moving. 

Remember that quick turnover 
increases your profits more than 
anything else and keeps you in 
business. Quicker turnover de- 
pends upon a continuous close 
check of inventory, not only of 
stock, but of all other phases of 
your business. Such constant close 
scrutiny of your business through 
the inventory method will clearly 
indicate what sells quickly and 
what does not. You will know, for 
instance, that you sell one brand 
of ribbon faster than another, so 
why buy an equal amount of two 
brands. 

Your inventory will show you 
whether it is more profitable for 
you to sell rough typewriters or 
rebuilt typewriters. For instance, 
if you will check your rough type- 
writers, you may find that you 
have 25 or 50 typewriters on hand, 
and that their turnover may be 


The Robinson-Patman Act 


By Judge F. L. Hoffman 
Cincinnati, Ohio 


doubt. Because the bill has only 
been a law for a little over a year, 
and during that time, the Federal 
Trade Commission and our courts 
have passed upon such a few 
cases, it is difficult to say what 
the application of the law is or its 
actual meaning is. 

“T am going to try and enlighten 
you in reference to this Robinson- 
Patman Act. I, however, am not 
a business man and not interested 
in it from that point of view. I 
am not a United States judge, so 
not interested in it from that 

int of view, but only in that it 
t is so general in effect that labor, 
industry, and the consumer, and 
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twice a year, whereas, a rebuilt 
typewriter may turn twelve times 
a year. Where do you make the 
most of your money? 


Useful Picture 


I could go on and enumerate 
one-hundred-and-one things along 
the same line but I am sure you 
get my thoughts. In other words, 
by inventorying your entire busi- 
ness you get a picture which en- 
ables you to operate more success- 
fully, thereby increasing your 
business and profits faster than 
you would without this absolutely 
essential knowledge. 

To make my point perfectly 
clear, so that you won’t think it is 
as big an undertaking as it may 
sound—you no doubt all have seen 
the Empire State building. When 
you are on the ground floor and 
look up, it is of tremendous size 
and you wonder how in the world 
you could ever get up. But, when 
you take the elevator and get out 
on the eighty-sixth floor and then 
look up, the building doesn’t seem 
very big because you have covered 
a lot of it. On the other hand, if 
you look down, you see all around 
and you get a quicker and com- 
plete picture of the entire sur- 
rounding territory. This also ap- 
plies to your business. With a com- 
plete inventory in front of you, 
you have such a picture of your 
business. ; 

In conclusion, I am not a phil- 
anthropist. I really have a selfish 
motive in giving you this sugges- 
tion; it will be beneficial to you, 
but it will be beneficial to us too, 
because the more money you 
make, the quicker we can get paid 
and the more Regal typewriters we 
can sell you. 

One more point and I will get 
off this platform, probably just as 
glad as you are and maybe more 
so: Inventory yourself. The tough- 
est job any man has, is being his 
own boss. If you can and will in- 
ventory yourself impartially, you 
will have no trouble to inventory 
your business. 


practically every individual is 
more or less affected by it. 

“We can go back into history 
and we find that codes were es- 
tablished for our personal conduct 
or concerning our business rela- 
tions from early time. Even back 
to the time of Moses when the ten 
commandments were given as 
rules of conduct. We find among 
the Egyptians, Greeks, Romans, 
and other ancient countries that 
when trade began to be of such 
volume that certain rules were 
necessary to be laid down for the 
conduct of the business engaged 
in, those merchants made those 
rules to protect themselves and 
when they became general ard 
were found to be ethical, they be- 
came the unwritten law of that 
country. 

“T can recall complaints which 
arose about violations of the trust 





AUGUST, 1937 


LADIES (AND A FEW MEN) AT THE 
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1. Miss Pauline Small, Kansas City, Mo.; 
Mrs. Mary Smith, Cincinnati; Mrs. Mil- 
ton Wiener, Pittsburgh. 

2. Miss Betty Ward and her grandmother, 
Mrs. James P. Ward, Sr. 

3. Three ladies from Shelbyville, Ind., 
Mrs. C. Fuller, Mrs. E. Gordon, Mrs. 
R. B. Showers. 

4. Miss Betty Cohen, New York: Mrs. W. 
H. Wolowitz, Washington, D. C.: Mrs. 
John Loser, New York. 

5. Miss Mabel Waltz, Cincinnati; Lee 
Wood, Kansas City, Mo.; Miss Betty 
Ward, Chicago; Louis Wood, Kansas 
City; D. H. Rummel, Cincinnati. 


laws under the old Sherman Anti- 
Trust laws. We find that law had 
to be amended on certain occa- 
sions and then we found that even 
if the law was on the national 
statute books we had to establish 
our Federal Trade Commission, 
which was established to see that 
fair tactics were employed in all 
business dealings. That commis- 
sion has done a wonderful work 
in stamping out various forms of 
advertising, mis-branding of goods, 
and many other abuses that came 
up in business. That did not have 
the authority to go as far as nec- 
essary in order to prevent discrim- 
ination in prices of commodities 
for sale, so in 1924 the Clayton 
Act was passed. This was meant 
to give greater power to the Fed- 
eral Trade Commission and make 
certain limitations in the sale of 
commodities. That was not suf- 
ficient and in the times of pros- 
perity the business man threat- 
ened with a loss, engaged in prac- 
tices which were unethical and 
was not disturbed because every- 
one was making money. If you 
were fooled in one transaction, 
you made it up in the next. When 
the depression was being felt, 
Congress saw it was necessary to 
amend the Clayton Act giving the 
Federal Trade Commission greater 
powers and making greater re- 
strictions for the business man to 
do as he pleased. That was not 
all that was necessary and the 
Robinson-Patman Act was passed 
in 1936. The purpose of that act 
is to prevent price discriminations 
between seller and any of his cus- 
tomers for commodities of the 
same kind and quality. It was to 
prevent any price cutting, the ef- 
fect of which would be to lessen 
competition, or to destroy or pre- 
vent competition. That act is so 
comprehensive that it practically 
includes sales made by any person 
at any time, at any place in the 
United States and the general ef- 
fect, if obeyed, is that no seller 
can make a discrimination in price 
in the commodity which he is sell- 
ing to any of his customers. That 
seems plain and simple in regard 
to intentions and applications. 
When we look closely we see first, 
that no differences or differential 
in price can be made if the goods 
are of the same kind and quality. 
What are goods of the same kind 
and quality? I know it is simple 
to you if I should say Ivory soap. 
There is only one kind so far as I 
know, and the price must be the 
Same to the purchaser, because 
there is only one kind and quality 
of that soap, but there are many 
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other articles—take baked beans~— 
kinds with pork, or with various 
ingredients—some in large cans, 
some in small. What is meant 
under the act by the same kind 
and quality? There is an honest 
difference of opinion. That might 
exist with regard to many articles. 
And then there is the question 
that comes up whether or not 
those kinds nationally branded 
are the same as the things pri- 
vately branded. We have re- 
tailers who buy from a manufac- 
turer and secure a private brand 
and that is known as that re- 
tailer’s brand, but is the same as 
the article nationally advertised. 

“So these questions come up and 
have not been decided. After all 
how is a merchant going to know 
whether he is violating the law? 
Of course, he can say that this is 
the same article and the same 
kind and quality as the competitor 
is selling. On the other hand the 
competitor can say, ‘we have a 
better quality and kind of goods, 
and, therefore, we are not a com- 
petitor of yours.’ The law can 
only apply where the effect is to 
lessen competition or create a 
monopoly. 

Another Question 


“Then there is the question that 
comes up that the United States 
government only has authority 
over Interstate Commerce. We 
have a rule that if 1 per cent of 
the dealer’s business is intra state, 
then he comes within the law and 
all business he does within the 
state comes within the law. Then 
we have the question as to whether 
or not if a price differential exists, 
whether that is due and is per- 
mitted; if there is a difference in 
manufacture, and if there is a 
difference in sale, if there is a dif- 
ference in delivery; how are we 
going to tell whether there is a 
difference in the manufacture of 
goods? Whether or not the same 
expense is entailed, whether man- 
ufactured in large or small quan- 
tities, whether packed in large or 
small packages, whether there are 
any particular added expenses 
that shall give the seller the right 
to discriminate in prices, if put to 
more work in manufacturing the 
article or a less expense, how can 
we know? 

“Then in regard to sales. There 
are some that take place in the 
manufacturing plant, some that 
take place through brokers, or 
agents, or where the vurchaser 
himself makes the sale direct 
through the manufacturer. In 
order to know whether or not the 
seller is making a discrimination 
in price, you must find out the cir- 
cumstances of every particular 
sale and find out whether the re- 
ductions in price is warranted. 

“Then there are questions of de- 
livery — whether the commodity 
was delivered by mail, freight, or 
express, or by the purchaser going 
to the plant and getting the goods 
himself—which would give the 
seller the right to discriminate in 
price. If there is a discrimination, 
it must be in accordance with the 
actual expenses incurred by the 
seller. 

“Another thing is the right of 





60 


brokers to charge a fee. The laws 
says if there is a legitimate broker 
or commission man who actually 
renders service to the buyer, then 
the expense must be paid by the 
buyer, but if rendered to the seller 
must be charged to the seller. But 
the seller cannot sell goods to the 
purchaser and then give a rebate 
for the expenses incurred, in ad- 
vertising that product. 

“Then it must tend to lessen 
competition if you have a discrim- 
ination in price. If it does not 
tend to lessen competition, you can 
sell to one dealer or purhaser at 
one price. If they are in the same 
community, then you have to sell 
to each purchaser at the same 
price less that differential or cost 
of manufacture or delivery. You 


AM very happy to be here today 
because I think the office equip- 
ment people might be interested 
in some of the things I have 
to say about display, because, you 
cannot tell, it may help your busi- 
ness. Not that what I do have to 
say is regarded as important by 
everybody, but I feel we all have 
use for it. Anyone in business has 
use for display. 

Some years back in our study of 
ancient history, we learn that the 
ancient Phoenicians developed a 
purple dye which was displayed to 
the nations of the world. For 
many years the display was the 
only method employed in adver- 
tising. Even after they made signs, 
they were hewn from stones. They 
did not have access to paper and 
cardboard and materials we have 
today. Along with the stone dis- 
plays, were displayed rugs, pottery 
and household articles and they 
were placed in as artistic a man- 
ner as possible. That brings us up 
to date when display has become 
scientific. It is not only an elabo- 
ration of art, but a combination of 
arts in merchandising. 

Display without profit is need- 
less. In looking over the diction- 
ary the other day, I found this 
definition of profit. “Profit is ex- 
cess of returns over outlay of ex- 
penditure.” Then the question, 
knowing what profit is, which we 
all should know and hope to real- 
ize, is how to measure return of 
profit. That is by volume of sales 
and building up patronage. How 
does one allot expenditure so that 
he may realize a profit? That is 
by sound anticipation of returns 
and by comparison of previous 
business. 

Display means to open, unfold 
expose, show. The anplication of 
display to merchandise is this— 
that it is designed to help make 
that item of profit. To displav 
your goods advantageously the 
element of dramatization is nec- 
essary. That is building a storv 
around what you have to sell. 
Building around your product a 
story of its use and avplication 
and then the value of proper dis- 
play is essential. 


cannot discriminate. If anyone 
sold to a retailer in Cincinnati, the 
same price would have to be given 
to the cities across the river or 
sixteen or eighteen miles away, 
because we are practically in the 
same community, but if sold to 
the far west in Indiana, it would 
not tend to lessen competition, it 
would not tend to create a monop- 
oly and a difference of price might 
be allowed. 

“You can see the effect is that 
any seller who does business in the 
United States must sell his prod- 
uct at the same price to customers 
who are in a competitive business. 
There are certain differentials 
that are allowed. The purpose is 
to give everyone a fair deal, to 
give everyone the opportunity to 
go into the market and purchase 


Profitable Displays 


By A. Howard Williams, 
Cooperative Displays Company 
Cincinnati 


Comparison of vaiues. What 
they mean in the display of mer- 
chandise. Profit in display has 
been accepted as a medium of ad- 
vertising in modern merchandise. 
Increases in the budgets of many 
firms for this purpose is evidence 
that its gain is essential in the 
advertising field. Proof of the suc- 
cess of display has been exhibited 
by the recent exhibits at World 
Fairs and Expositions. Some of 
the manufacturers today build 
huge houses or homes for their 
merchandise in these Expositions 
and light them with all modern 
equipment, with panels and deco- 
rative material in order to drama- 
tize their merchandise. If that 
was not essential to their business, 
it never would be continued. That 
in itself is proof that display is 
today taking a foremost place in 
the advertising field. 

Dealer Codperation. The manu- 
facturer today is forced to help 
his dealer sell his merchandise. 
When I say “forced,” I mean that 
if you have a dealer for your 
product, and you furnish him with 
display material, he is going to 
sell more of your product because 
it is become more conscious to the 
public. Vast sums of money are 
being spent for display. Display 
hinges on one fact and that is 
ideas. Everything you see in this 
room is a result of an idea. Your 
office equipment is the result of 
an idea. Ideas that have been 
conceived by minds to accomplish 
certain purposes. Display is an in- 
tellectual thing. It is the result of 
certain study and how best to pre- 
sent this merchandise to a buying 
public. There are types of busi- 
ness that use display today that 
did not previously—such as utility 
companies and even insurance 
companies use display today. I 
would not be surprised if even 
doctors and lawyers would, in time 
to come, use display. 
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an article desired at the same 
price practically as does big busi- 
ness. I think we will find the 
Robinson-Patman Act is an act 
that is salutary in effect; that is 
going to help the small dealer and 
encourage individual enterprise 
and give the individual the oppor- 
tunity to codperate with larger 
businesses, the chain store busi- 
ness and the mail order houses. 
If there ever was a time in this 
country when we need the indi- 
vidual, by his own efforts and en- 
terprise to engage in any business 
without having his business de- 
stroyed, it is now. So I think the 
Robinson-Patman Act is a good 
act for business and the sooner it 
is applied to business, we will have 
better, healthier business.” 


The circulation costs of adver- 
tising are relatively small com- 
pared with other media—twenty- 
five cents to thirty-five cents per 
thousand as compared with $1.75 
to $3.50 for other media. I don’t 
mean by that that display is the 
only medium to use. Use coordi- 
nation. There is newspaper ad- 
vertising, direct mail, printed 
words, and display printing which 
sells. In time of war, watch the 
general. He coordinates all forces. 
He cannot afford to leave out any 
one thing. In your advertising, it 
is important to include display, 
because it is the important factor. 
All advertising should be con- 
nected, carrying across a single 
idea at a time. Don’t try to show 
a number of things and try to 
cash in on all at once. It is best 
to hammer away on one thing. 


What display embodies is an- 
other important thing. How to 
purchase display? How do you 
know you are going to get value 
for your expenditure? A direct 
sales medium is display with vis- 
ual acceptance. It is the thing 
that appeals to the eye. You may 
type out a descriptive word article 
about one of the typewriters, but 
seeing it, or a picture of it, is more 
easily acceptable. It is close to the 
point of sale. So display may be 
classified in that grouv of things 
classed as scientific selling. In the 
purchase of good display let us 
look for three things. 


What is the selling theme it is 
going to convey? Go into your 
merchandising product and find a 
successful selling theme. Next is 
the dramatization — building a 
story around that. It may be far 
fetched. but if it has attention 
value, it is good display. Then the 
next thing is the prover use of 
color. The proper employment of 
color in display treatment. A'so 
along with color is light. We may 
have a fine display, but if we don’t 
include light, we cannot hope that 
the public will see it. There are 
light features that the eve acceots. 
Lastly—motion. Imagination. That 
is the important thing in display. 
All of those things build up to the 
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eye the visual acceptance of the 
sale factor. 
A Typewriter Display 

Now we have here a display of a 
typewriter. This dramatized dis- 
play incorporates not only a sell- 
ing thing, not only a dramatiza- 
tion with color, light, and motion, 
but this display has action value. 

Its selling theme may be more 
direct. It may be built more 
closely around your product. Many 
manufacturers today are using the 
type of display on this order. 
(Displayed typewriter on moving 
stand in good light.) They are 
giving their products a _ better 
class of window treatment so that 
when the customer sees the news- 


Because a discussion of the sub- 
ject of profits necessitates the use 
of figures, I am afraid you are in 
for a very dull twenty minutes and 
a most uncolorful talk. If you 
would rather take a nap now and 
read this in printed form later, 
please do not hesitate to do so, 
nor let it cause you any embar- 
rassment. 

Not wishing to trust to memory 
in the handling of figures, I have 
prepared a paper on this portion 
of my talk. I trust it will be con- 
strued as a compliment to your 
chairman and yourselves if I read 
this rather than bore you with 
what otherwise would be a rather 
badly garbled presentation. 

One of this country’s ablest ex- 
executives often said, “A man’s 
judgment is only as good as his 
information”. So in “Prospecting 
For Profits”, I think it is obvious 
that success depends upon three 
things in the order named—in- 
formation, judgment, and applica- 
tion. 

In an endeavor to bring to you 
some sound information, I called 
upon a good friend in New York 
reputed to be one of the greatest 
business counsellors in the coun- 
try. I asked him how he was able 
to answer the questions and solve, 
apparently so simply, the problems 
continually placed before him by 
his clients. 

I said to him, “You seem to 
know everything.” He replied, “On 
the contrary, the answers I give 
to my clients are not my answers 
—I have found that if I ask 
enough of the right people, for 
the answer to a given problem, 
the solution is invariably reflected 
in their answers.” 

So in my endeavor to discuss 
with you this most important sub- 
ject “Prospecting for Profits’, I 
followed the advice of this great 
counsellor. Believing that within 
our own group—the N.T.O.M. 
Dealers Association, we can find 
the answer to any of our prob- 
lems, I prepared a set of questions 
asking for confidential figures 
about sales and profits. 

Many of those who replied are 
in this room and I wish to express 
to them my keen appreciation for 


paper ad or direct mail piece, and 
then comes to your store and rec- 
ognizes the same thing in your 
window, and goes inside, he is al- 
ready convinced to a selling de- 
gree that that is the item he 
wants. 

So with the motion and drama- 
tization and all display, we are 
taking you away from the horse 
and buggy methods of merchan- 
dising. Today you would not em- 
ploy old methods to your business 
of merchandising. Your windows 
should be up to the minute. If you 
decorate a room and add rich fur- 
nishings, you would not bring in 
an old chair and expect it to look 
nice in that room. You would not 
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their codperation. What follows 
is, therefore, a consensus of your 
opinions and experiences. 

In addition to the 200 dealers 
questioned, I had access to a con- 
siderable number of dealers’ fi- 
nancial statements. All being of 
a confidential nature, I had each 
set of figures copied and to each 
was assigned a number, so the 
tabulations were entirely imper- 
sonal and could in no way be col- 
ored by prejudice. If you question 
whether this be a sufficiently large 
sample, let me remind you that in 
our industry 25 per cent of the 
dealers sell 80 per cent of the 
products. This checks very well 
with the government census of 
business, volume VI, 1935, showing 
that 23 per cent of all retailers 
doing $20,000 upward do 77 per 
cent of the total business and 76 

er cent of those doing under 
20,000 do but 23 per cent of the 
business. 

Basically my question had to do 
with the distribution of dealers’ 
sales by products and a break- 
down of their profits by depart- 
ments. 

What these figures revealed was 
startling to me and I believe will 
be to you. 
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have your deliveries by a horse 
and wagon today. Would it not 
look funny to deliver a typewriter 
with a horse and wagon. e im- 
pression is lost. In display we try 
to bring the product up to the 
minute. Use display. It is impor- 
tant. Try it and try it properly 
and you will find it produces re- 
sults you will like to have in your 
business. If you are using = 
methods of showing merchandise, 
eliminate them. You would not 
think of showing an automobile 
such as a Packard, a nice new job, 
out in somebody’s old barn where 
there is a lot of old farm equip- 
ment. You would want to put it 
in a good setting. 


First, let us see what type of 
dealers these are. 

The tabulation shows that 73 
per cent of their sales are on type- 
writers and figuring machines and 
27 per cent on other office equip- 
ment and supplies. So I should 
say they represent the average of- 
fice machine dealer. 


The First Question 


Being interested in ascertaining 
trends, the figures for 1936 and 
the first half of 1937 were kept 
separate. 

Here was the first question. How 
were your sales divided? The an- 
swer in 1936, 

Forty r cent of total sales 
were made on typewriters, (port- 
ables and standard, new and 


used.) 
Thirty r cent of total sales 
were on figuring machines (add- 


ing machines, calculators, and 
cash registers, new and used.) 

All other business, consisting of 
rentals, repairs, ribbons and car- 
bons, office equipment and sup- 
plies, comprised 30 per cent. 

Being even figures, it is easy for 
you to keep them in mind, 

40 per cent for typewriters 

30 per cent for figuring machines 

30 per cent for miscellaneous. 

That was the sales record for 
1936. Now let us look at the 1936 
profit record: 

Typewriters represented 37 per 
cent of the total; figuring ma- 
chines 34 per cent; all others 29 
per cent. 

Now let us trace the trend in 
dealers’ activities from 1936 
through 1937. During this year 
typewriter sales dropped from 40 
per cent to 37 per cent of the 
total. Figuring machine sales in- 
creased from 30 per cent to 36; 
miscellaneous sales decreased 
from 30 per cent to 21 per cent. 

Now to analyze the trend in 
profits. For the first six months 
of 1937, these dealers reported 
tvoewriter profits as comprising 35 
per cent of their to profits. 
Their figuring machines’ profits 
jumped from 34 per cent to 39 
per cent. Miscellaneous items ac- 
counted for but 26 per cent of 
total profits. 

Only three dealers reported a 
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decrease in the per cent of their 
figuring machine sales. Twenty 
per cent showed no change. Sev- 
enty-four per cent or practically 
three-quarters of the dealers re- 
porting, showed an increase. 

Out of the great mass of figures 
analyzed, a general summing up 
from the standpoint of profits 
(and that is the real subject of 
this paper) may be crystalized as 
follows: 

Today the average typewriter 
and office machine dealer derives: 

Thirty-five per cent of his profit 
from typewriter sales. 

Thirty-nine per cent of his 
profit from figuring machine sales. 

Twenty-six per cent of his profit 
from miscellaneous items. 

Noteworthy, too is the fact that 
one-fourth of these dealers derive 
more than 50 per cent of their 
total profits from the sale of fig- 
uring machines. 

In addition to the figures sup- 
plied, some voluntary comments 
were included by quite a number 
of dealers. They bring forth noth- 
ing which you do not already 
know, but are of interest, because 
they so well crystallize current 
conditions. 

Most noticeable among these 
comments is an eagerness for ways 
of promoting new additional busi- 
ness. Dealers should exercise due 
caution in seeking greener pas- 
tures. Typewriters always have 
and still do comprise the backbone 
of the dealer’s business. After all, 
it is the typewriter department 
which pays the rent, heat and 
light. It provides a tremendous 
volume of sales. In prospecting 
for profits here, the problem re- 
solves itself into one of overcom- 
ing troublesome competitive con- 
ditions with a better brand of 
salesmanship. 


Cultivate Accounts 

Specifically, I would say spend 
more time and effort cultivating 
profitable accounts and endeavor 
to handle the others as economic- 
ally as possible. Reappraise your 
own view point of your business. 
It is natural to get into a rut— 
to hold on the fixed ideas. 

A change of viewpoint may be 
the best sign post to the field of 
greater profits in the typewriter 
department. 

Second among dealers’ com- 
ments, was an expression of grat- 
ification at the almost unbeliev- 
able growth in the demand for 
small adding machines. Seeking 
an explanation for this, I studied 
the orders and sales sheets of a 
number of dealers in an endeavor 
to find out something about the 
tvpes of buyers. It may surprise 
you to know that firm names 
the names of businesses, were in 
the minority. Most of the pur- 
chasers are individuals—one-man 
business largely. Small store- 
keepers, insurance men, real es- 
tate agents, local sales agencies, 
and businesses conducted from 
homes. With the exception of the 
student classification, the small 
adding machine market strikingly 
resembles the portable typewriter 
market. Most any one might be 
a prospect. 


I think this day of myriad taxes 
has brought a realization to the 
small business man that he no 
longer can conduct his business in 
a slip-shod manner. While he 
might be satisfied, he has found 
that careless methods do not sat- 
isfy the tax collector. The Social 
Security Act has had a strength- 
ening effect on figuring machine 
sales. Unquestionably, more at- 
tention is being given to modern 
methods in the conduct of busi- 
ness than ever before and this 
applies equally to large and small 
businesses. Dealers are being 
called upon daily for assistance on 
methods—the small business man 
is being confronted with problems 
new to him. 

It is becoming apparent, that 
further growth in figuring ma- 
chine profits, will be in direct pro- 
portion, to the dealer’s ability to 
suggest proper applications of his 
machines, to the needs of the 
small business man. 

It is becoming evident that it is 
far more important today, that 
dealers sell by explaining what a 
machine will do rather than what 
it is? 

Perhaps the office machine 
dealer is going through a transi- 
tion period—breaking away from 
the exchange business — trading 
used machines, and developing 
into more of a business adviser. 

This is but one factor pointing 
to a large growth in the business 
of the office machine dealer. 

For fifteen years the percentage 
of typewriters sold by dealers has 
consistently increased. Now the 
percentage of adding machines 
sold by dealers is entering upon a 
like era. The trend in this direc- 
tion has been under way for some 
little time, but it has accelerated 
to such a pace within the past two 
years that I doubt if any one real- 
izes what is taking place. 

As you well know, only a few 
years back, the number of new 
adding machines sold by dealers, 
was a negigible percentage of the 
total. Today from 35 per cent to 
40 per cent of the total number 
of adding machines sold in this 
country are sold through dealers. 
Of course, there are no statistics 
generally given out on this but 
from figures available I consider 
this a fairly accurate estimate. 

Since total dollar sales of adding 
machines exceed that of portable 
typewriters, it is apparent that 
with the rapidly increasing per- 
centage of adding machines sold 
by dealers, the future possibilities 
for large dealer profits is most 
inviting. 

Third among the dealers’ com- 
ments was a surprising interest in 
calculators. In prospecting for 
profits, dealers seem anxious to get 
into this field more and more be- 
cause of the larger unit of sale. 
Only one thing prevents the dealer 
from greater activity here and 
that is his lack of knowledge of 
the many applications of the cal- 
culating machines in the average 
business. This, of course, will be 
corrected in time. With more man- 
ufacturers making new calculating 
machines available to dealers, 
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more and more educational ma- 
terial will be supplied. As dealers 
become better calculating machine 
salesmen, so will their profits in- 
crease. The surface has not been 
scratched in the calculating ma- 
chine field—not because the need 
does not exist, but because the few 
dealers are able to demonstrate to 
the non-user, why the purchase of 
such a machine will pay for itself. 


One More Reason 


This is one more reason why I 
repeat the plea I made on this 
platform a year ago for the drop- 
ping of the term “typewriter ex- 
change” in dealers’ firm names— 
substituting therefor “office ma- 
chines” or “business equipment” 
or something which will indicate 
to the prospect, a place where he 
may obtain constructive help in 
the operation of his business, 
rather than a name which implies 
merely a place to buy a second- 
hand typewriter. 

There indeed is a rich field await- 
ing dealers who are prospecting 
for new profits. I refer to cash 
registering machines. It will not 
be a surprise to many to hear that 
even today the dealer who does 
not sell one combination cash re- 
gister unit to every five adding 
machines is missing an opportu- 
nity for new profits. Most all add- 
ing machines can be mounted on 
a cash drawer equipped in a man- 
ner which provides the retail mer- 
chant, with far more information 
and at a lesser price than the reg- 
ulation cash register. But even on 
an equal basis, feature for feature, 
and at the same price, the mer- 
chant who buys a combination 
gets an adding machine in the 
bargain—and he needs an adding 
machine as much or more than he 
needs a cash register. 

Isn’t it just a little inconsistent, 
for a retailer to buy an expensive 
machine and get a mechanical to- 
tal at the end of the day, only to 
find that in checking the contents 
of his cash drawer with the regis- 
ter he has to make a number of 
additions in his head? 

How much simpler it is to merely 
convert his cash register into an 
adding machine and enter the 
amounts of his pennies, nickels, 
dimes, quarters and halves, then 
his currency and take a mechani- 
cal total. Then having checked 
his cash, he has at hand a ma- 
chine for totaling charge slips, 
sales by departments, sales by 
clerks, tax items and other neces- 
sary details of his business. He 
has a machine for totaling his 
bank deposits, for adding up in- 
voices, taking inventory, and a 
dozen every day figuring tasks. 

Here again, an opportunity for 
extra profits has been lost, because 
the average typewriter dealer is 
unable to properly show his pros- 
pect the application of the ma- 
chine to the job. True, each ap- 
plication presents a slightly differ- 
ent problem, but in principle, they 
are all the same and with a little 
study, any problem can readily be 
solved. 

Now that these machines are 
available in almost an infinite va- 
riety of styles and capacities, there 
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Mills, L. C. Smith & Corona Typewriters Inc. 
2. C. E. Braun, Central Typewriter Service, ’ 
Buckland; L. G. Buchholz; Jack McCormick; all L. C. Smith & 


Corona Typewriters Inc. 


3. C. H. Stanley and J. L. McDonough, Royal Typewriter Company. 
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CONVENTION PERSONALITIES PICTURED 
1. Irma Rugers, Mr. and Mrs. Louis J. Rugers, Akron, Ohio. Jos. pany; T. Cunningham, Underwood Elliott Fisher Company. 


6. Jim Lafferty, Underwood Elliott Fisher Company; C. G. Tidd, 


Cincinnati; W. J. 


Ames Supply Company; Elmer Young, Young Office Equipment 
Company, Chicago. 


7. Frank Cooper, Codo Manufacturing Company; Mr. and Mrs. P. F. 


CoyKendall, South Bend, Ind. 


. Erich (Hans) Wagner, Chicago; Mrs. Wagner; Marcus Harwitz, 8. Harry Williams, manager Chicago Office, and Edward Schultz, 
president, Queen Ribbon & Carbon Company. Philip 8. Gross, 


Regal Typewriter Company. 


5. R. R. Hengge, Columbia Ribbon & Carbon Manufacturing Com- 


is scarcely a situation which can- 
not satisfactorily be met with an 
adding machine cash _ register 
combination unit. This item pro- 
vides the dealer with that rare 
combination low price and high 
profit. Competition is at a mini- 
mum—very little service is re- 
quired and trade-ins are easily 
disposed of at an extremely hand- 
some profit. 

Now in closing, to summarize 
and comment briefly on certain 
forces which are having a decided 
bearing on the prospects for ad- 
ditional profits to office machine 
dealers. 


New Kind of Politics 


One of these forces is a new 
kind of politics. We have seen 
politicians organize the farmer— 
we are seeing today, most vividly, 
the political side of organized la- 
bor—we may soon see here, what 


already exists in England, political 
control of the distribution of mer- 
chandise. The first step in this 
direction has been taken by the 
state of Wisconsin. In that state 
you cannot go into the plumbing 
business without first appearing 
before a group of politically ap- 
pointed plumbers who decide 
whether or not an additional 
plumber is needed in the commu- 
nity you have selected. 


You cannot start in business as 
an automobile dealer there with- 
out going through a similar pro- 
cedure. If this movement grows, 
as it has abroad, it is quite within 
the realms of probability, that re- 
strictions will be thrown about 
your business which would elimi- 
nate the cut throat competition, 
which comes primarily from the 
dealer who is in reality no more 
than a tramp mechanic. 


Tuchertu Company. 


This very result is already being 
brought about in several southern 
states where high privilege taxes 
on office machine dealers are forc- 
ing the troublesome type out of 
business. 

The $600 tax in Nashville, 
Tennessee, while complained about 
bitterly, is undoubtedly placing 
the larger dealers in a stronger 
position competitively. 

Next, the increasing tendency of 
the government to control and tax 
business, is saddling business with 
so much additional detail work, 
that more than the normal num- 
ber of typewriters and adding ma- 
chines are necessitated. 

So this is another force which 
promises for greater profit pros- 
pects for the office machine 
dealer. 

Certainly everything points to a 
reasonably good volume for the 
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office machine dealer, whose re- 
wards will be in proportion to the 
efforts put forth to attain them. 
So gentlemen, in your prospecting 
for profits, there is much in your 


favor, not the least of which is the 
good work of your association, 
which is being reflected in a high- 
er code of ethics in the business. 
I am sure you will all agree that 
the office machine business is on 
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a very much higher plane of ethics 
today than it was fifteen or twenty 
years ago, and better business 
ethics has always been the fore- 
runner of better profits. 


ls There Money in Adding Machines for the Average Typewriter Dealer? 


| pont need to tell you that I 
appreciate the honor and the op- 
portunity of talking to you. You 
nave seen my subject,—it is the all 
important question to you,—and 
you have asked yourself the same 
question often enough. 

Is there money in adding ma- 
chines for you, Mr. Typewriter 
Dealer? 

When Mr. Ward kindly invited 
me to talk to you, I didn’t know 
what to talk about,—but there was 
one question which had been shot 
at me so often that I figured it 
would be a good question to an- 
swer, and to talk of this morning. 

Gentlemen, the answer is “Yes,” 
—but only is it “Yes” for the type- 
writer dealer who is aggressive,— 
who will put the same effort into 
selling adding machines that has 
made him successful with type- 
writers. 

It is not “yes” to the man who 
won't do that,—who treats his 
adding machine line as an orphan, 
—who will not use the same in- 
telligence in selling adding ma- 
chines that he has with type- 
writers,—who will not build up his 
adding machine business the same 
way he has built up his typewriter 
business. 

It is definitely “no” for a man 
who won't do that, and he might 
as well make up his mind to that 
at the beginning rather than at 
the end. 

I have knocked around the 
world a bit,—I have talked to hun- 
dreds of typewriter men, — and 
adding machine men. 

I have been on both sides of the 
fence, — seventeen years among 
typewriter dealers,—ten years in 
the adding machine game,—and I 
know the problems of both, from 
the inside,—so I have a fair un- 
derstanding of the picture. 

A typewriter dealer should sell 
adding machines. Both are effi- 
ciency machines,—both are time 
saver machines,—both are system 
machines,—they go together, for a 
dealer, like ham and eggs. It is 
still a good proverb, if an old one, 
—that the wise man puts his eggs 
into more than one basket. 


The typewriter dealer who has 
built his reputation in a locality 
has a thousand and one contacts, 
—has to move his typewriter stock. 
He knows the requirements of 
those customers. He has their con- 
fidence. He has invested time in 
them. His entire future, in fact, is 
invested in those contacts. He isn’t 
getting the most out of his invest- 
ment if he overlooks the possibili- 
ties of selling adding machines as 
well as typewriters to those con- 
tacts. He isn’t getting the most 
out of this investment if he 
doesn't realize the substantial pos- 


By Evan Hansard, 
Victor Adding Machine 
Company, Chicago, III 











MR. HANSARD 


sible sales,—and possible profits,— 
in adding machines among those 
same customers. He has devel- 
oped that trade carefully. He has 
nutured it. He has “served it”. He 
knows that trade,—and they know 
him. And he is overlooking a bet 
if he doesn’t work them for add- 
ing machines as hard as he does 
for typewriters. 

Those are profit possibilities. It 
is also community prestige,—be- 
cause a well rounded line does 
give him prestige. It is only funda- 
mental that the better rounded 
out line he has, the better he is 
known for that completeness, and 
the more business comes his way. 

Of course, the typewriter dealer 
wants to know what machine to 
sell, and that is important. 

I’m not going to insult the pro- 
prieties by tooting my horn about 
the Victor,—but 


Selection Important 


The selection of the product is 
a big one. It must be a product of 
worth,—a product of quality,—a 
product with a reputation for both 
worth and quality—with a rep- 
utation for performance,—an ac- 
ceptable product. It must be a 
product backed by a manufacturer 
who aggressively merchandises his 
machine, — a manufacturer who 
will back his dealer up.—a product 
that gives dollar for dollar value, 
—but priced within competitive 
limits. 

These things make it easier to 
sell—and the easier to sell the 
greater the money profit to the 
dealer. 

The typewriter dealer studied 
his market before he went into it. 
Is there any reason why he should 
not give equal study to his adding 


machine market? Ascertain what 
it is—and how to develop it. 

What are the possibilities of sell- 
ing to those who don’t have them, 
—to those who are under-equip- 
ped, or are using obsolete equip- 
ment? You have to know that 
market. You can’t go at it blind. 
It is part of your job to know your 
typewriter market, and becomes 
the same part of your job when 
fou take on an adding machine 
ine. 

Then you have to determine the 
best ways to market it in your lo- 
cality. You have to determine 
that from your own knowledge, 
built on your own experience. You 
have to study the best way to go 
about selling your adding machine 
line,—how to best promote it. You 
have to figure whether it is best to 
use a advertising,—or di- 
rect mail advertising, — or radio 
advertising, — you have to give 
your adding machine line prom- 
inent window display,—prominent 
counter en You have to get 
and train salesmen,—give them 
the best you have in the way of 
selling help. You have to plan all 
this ahead, — because either a 
profit or a loss is involved in the 
matter. 

I suppose the first essential is 
constant canvassing. There is 
nothing new about that. It is old 
as the rock of Gibraltar,—and it 
is just as solid a basis as the rock 
of Gibraltar, too. 

You don’t find gold on the sur- 
face. You have to dig for it. 

You don’t find prospects on the 
surface. You have to dig for them, 
too. 

And you can’t be twins or tri- 
plets or quints. You can’t get 
coverage alone. You have to have 
salesmen to help get coverage. 
Man-power. Gentlemen, for a 
merchant in our line of business, 
the best of all investments is man- 
power. You have to train that 
man-power. You have to spend 
time and effort and money on 
them. You have to nurse them 
along until they are productive. 
And the dealer that doesn’t invest 
in man power will be a small frog, 
—whether he is in a small pond 
or a big pond. 


The Free Trial 


Then the free trial. Nothing new 
about that. But for ages,—and to- 
day,—the best sales stimulator 
known. The sure fire approach to 
bigger sales. To a salesman, free 
trials are a working tool, just like 
a hammer is to a carpenter,—a 
brush to a painter. There is a 
relationship between trials and 
sales. We all know that. The more 
trials the more sales. If you have 
double the trials out, you make 
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double the sales. You have to have 
trials out if you want to get re- 
sults. 

You have to have _ sufficient 
stock to supply the trials,—it isn’t 
a piker business,—unless you make 
it so. Let us say, for instance, 
that your own particular average 
is five trials per sale,—if you want 
two sales you have to have ten 
trials out,—if you want four sales 
you have to have twenty trials out. 


And you have to have the stock to 
supply those trials. 

How many times have you gone 
into a store and asked for some- 
thing, and the owner has said that 
he was out of stock but had some 
on order and they would be in day 
after tomorrow. Did you wait? You 
did not, you went across the street 
to another store. And when you 
wanted more, didn’t you go 
straight to the second store, and 
pass up the first one. Sure you did. 
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People like to do business with a 
man they know can fill all their 
needs in office equipment. He is 
always prepared to give them the 
service they want. He gets that 
reputation. They don’t have to go 
chasing all over town. They know 
that he can take care of them. 
And when a man gets that rep- 
utation, and that confidence, his 
business is already on the high 
road to being completely built up. 


Cooperation to Keep Customer's Good Will 


| PROMISE to finish quickly. I 
am up here for a purpose. They 
have got me down for a talk on 
Coéperation to Keep the Custom- 
er’s Good Will. In thinking back 
over that the word cooperation 
leads me to believe that it means 
one thing and that is “service.” 
Suppose vou are the customer. The 
seller has an obligation to the 
buyer. He can best perform that 
by the type of service he renders 
to the account. It is desirable to 
do all that good business says 
should be done, and then some. 
In other words, a seller in han- 
dling a buyer, whether male or 
female, is not by trying to slip 
something over, but really to work 
with them. Most people have had 
the experience of seeing a person 
come into a room and that person 
gets immediate attention. They 
seem to attract. There are other 
people in business who are politi- 
cally connected. Others, too, have 
money. Most of us in business 
lack those advantages. There is 
one thing, no one has a monopoly 
on. That is service to our cus- 
tomer. People with money ad- 
vantages, don’t feel they have to 
extend themselves as much as we 
do. That is a weak spot we can 
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take advantage of. We can prop- 
erly serve our accounts. 

How many of us have had the 
experience of going into a store 
where we have gotten good treat- 
ment, and how pleased we are to 
get it. In speaking of codperation 
and trying to render people serv- 
ice, it brings to mind a true story. 
He has a large store in this coun- 
try and keeps two people busy 
keeping a permanent a 
so they can properly serve people 
in their line. One day he heard a 
clerk say to a customer, “We have 
not had any in several days.” This 
man went up to the clerk and said, 
“But we must have it,” to which 
the clerk replied, “I was saying, 
we had not had rain in several 
days.” 

Let us analyze ourselves begin- 
ning with our own help. How 
many of us are willing to codper- 
ate with our help—to educate 
them to the ideals of service to 
the customer? If we don’t educate 


those people, how can we expect 
them to develop the idea of giving 
service to the account? There 
happens to be here, a New York 
dealer who has had a fine psychol- 
ogy of doing business. His argu- 
ment was that he wished there 
were in New York ten or fifteen 
more people of his size doing busi- 
ness there, because then it would 
become easier to do business. Hu- 
man nature is the same all over. 
People like to do business with 
people who are doing business. 
Let us learn the lesson of codper- 
ation among ourselves. Take this 
line where many people, many 
separate dealers, deal in used 
typewriters. The average buyer 
always looks closer at an article 
that is not new. We find ourselves 
knocking to a buyer, that partic- 
ular merchandise that one of our 
dealers sell. We only drive a nail 
in our own coffin. 


Our whole message is this—the 
question of codperating with our 
accounis, givine service to our cus- 
tomer, and codperating between 
ourselves. If we cannot learn this 
lesson, we cannot establish any 
confidence in the tyne of business 
we are operating. Thank you. 


Importance of Portable Typewriters in the Industry 


| HAVE no prepared address. Per- 
sonally, I believe the portable 
typewriter represents the best op- 
portunity in the field today for 
both the manufacturer and the 
dealer. That is only one man’s 
opinion. I predicate that opinion 
on what has transpired in the 
past. That is a logical conclusion 
with what may happen with any 
appliance. You have heard a pre- 
vious speaker tell how to handle 
prospects. I want to try and im- 
press upon you the tremendous- 
ness of the field which I feel exists 
for the sale of portable typewrit- 
ers. In order to do that I want 
to draw comparisons between the 
field of standard machines and 
that of the portable. In order to 
make this conclusion clear, I 
must cite a few statistics. I would 
like you to bear in mind a couple 
of total figures. These were pre- 
pared for me by the Research De- 
partment of the Commerce Divi- 
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sion. I believe that they are ac- 
curate. 


It shows there are in the United 
States 1,653,961 retail establish- 
ments. It shows 176,756 wholesale 
establishments. It states there are 
574,708 service establishments 
such as hot dog stands, manicure 
shops, etc. There are 141,777 man- 
ufacturing establishments. That is 
a gross total of 2,547,201. That is 
one figure I would like you to bear 
in mind. That represents the po- 
tential sales field of the standard 
typewriter. I don’t think the more 
open minded standard machine 
manufacturers would consider 
these 574,708 service institutions 
could be considered as excellent 
= for the sale of the ma- 
chine. 


Let us get the figures down to 
the potential field for the portable 
typewriter. It is —— There 
are 29,904,653 families in this 
United States. They are living in 
25,204,976 homes. For the purpose 
of comparison and in order to be 
fair, let us eliminate five million 
of these families because they are 
in no position to purchase a por- 
table typewriter. That leaves 25 
million homes that represent the 
potential sales field of the por- 
table typewriter. If in billions in- 
tead of millions, it would repre- 
sent our national debt. 

You know these facts as well as 
I do. We have a potential field of 
a aaa million prospects. How 
get it? 


Reaching the Market 


I wish I knew a specific answer 
to that question. We know some- 
thing about this field, however. We 
know that eight out of ten porta- 
ble typewriters are purchased by 
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women. Why? Do they use them 
themselves? Yes to a certain ex- 
tent. But I think that approxi- 
mately six of these eight machines 
are purchased through the influ- 
ence of a child directly or indi- 
rectly. When I refer to child, I 
mean a youth from six to twenty- 
years of age. In order to cash in 
on this field to the best advantage, 
we find the crux of the situation 
there in the child. It is up to us 
to devise some means which will 
enable us to get children to influ- 
ence parents in the purchase of a 
typewriter. 

About twenty years ago the por- 
table was put out. During the first 
ten years of its existence it 
dropped into disuse. It is only in 
the last ten years that it has be- 
come popular and only in the last 
five years that it has been coming 
to the front position. Manufactur- 
ers have been sold through dealer- 
ship arrangements and its present 
position in the field is a compli- 
ment to your gentlemen. For every 
ten cents of publicity spent on the 
portable, a dollar has been spent 
on the standard. Despite the dif- 
ference in time of exploitation and 
the amount of money spent for 
publicity at the close of 1937, the 
total sales volume of portable ma- 
chines will equal or exceed the 


standard. That is a remarkable 
fact. That is on which I base my 
conclusion that the portable ma- 
chine represents the best oppor- 
tunity in the market today for the 
manufacturer and retailer. 

It is difficult to cite any partic- 
ular method of attacking this par- 
ticular field because diversification 
of methods is essential. The plan 
that will work out in Omaha will 
not be good in Boston. Something 
that will sell them in Nashville will 
not do so in St. Louis. The only 
thing for you is to visualize the 
immensity of the field and sit 
down and plan out individual 
schemes and try them out in your 
territory until such time as you 
find the plan that clicks and then 
get back of it 100 per cent. 


The Public Schoo! Market 


If I were a dealer I would direct 
attention to the public school situ- 
ation. Not only public, but private, 
and parochial as well. From the 
fifth grade up. I would try and 
put a portable typewriter on the 
desk of every school teacher in 
the grammar grades from the fifth 
grade up. I would try and get her 
to use it so the child would become 
familiar with it. I would try and 
get the names of every child, if 
possible, and write a letter to the 
child and not the parents. That 
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particular communication will be 
brought more forcibly to the at- 
tention of the parents than any 
one you could possibly direct to 
the parents. I would interview the 
school principal. 

One method that is applicable 
to all localities is the proposition 
of advertising in your local me- 
diums. I want to say that adver- 
tising should have the same hu- 
man element that the electric re- 
frigerator, and should have as its 
theme song—the child’s welfare. 
The advantage of the typewriter to 
the child in school is conclusive. 
It increases the efficiency of the 
child fourteen per cent. 

One thing more I would do. I 
would place a window full of new 
portables with a big sign, “This is 
the kind of machine we rent.” I 
know you are reluctant to rent 
portables. The man that would 
steal one, would steal a standard 
machine. 

My one business here is to try 
and leave this thought—the tre- 
mendousness of the field that ex- 
ists for the portable typewriter 
and impress upon you and stress 
the right kind of sales representa- 
tion. Perhaps you can find a 
method that will crack that field 
in your locality. If you do crack 
that field you will find a lucrative 
business. 


The Portable Typewriter Market 


-_™ our point of view, our 
immediate program is based on a 
volume five times as great as we 
are getting. I came here looking 
for information. I have had a 
good time and gotten some very 
helpful and valuable information. 
And yet I am disappointed with 
some of the information I have 
picked up. To me the problem is, 
if this portable market is so great, 
if it is due for the development we 
anticipate, I don’t know of any 
comparable market. If it is going 
to go on growing, I want to know 
where the typewriter dealer fits in 
that business. I propose to say 
frankly what I think. All of us 
know that the portable dealer is 
not in as important a position in 
the sale of portable machines as 
he was some years ago. That 
seems to me to be a very impor- 
tant subject for this convention to 
discuss. Why is he not and what 
can be done about it? I don’t 
think it is a secret to many here 
that we retail portable typewriters 
as well as sell to the dealers. It is 
a correct selling principle of 
merchandising that you can sell 
more cheaply through dealers 
than through retail organizations. 
Sometimes it is more difficult to 
promote the business through 
dealers than retail organizations. 
We find that if we have a man 
selling portables retail he runs 
into competition one time out of 
twenty. I checked this figure. I 
am not talking about the cus- 
tomer of the store that comes in 
and shops. I am talking about the 
fellow you go out and sell. We find 
that only one time out of twenty 
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oa a salesman run into competi- 
on. 

The important thing is how the 
portable market is going to be 
promoted. Mr. Stanley made a 
reference to the amount of money 
spent with reference to the stand- 
ard machines in comparison with 
the portable. We have spent more 
money promoting the portable 
market than the standard ma- 
chine in recent years. I am talk- 
ing about advertising expenditure. 
We feel that the standard ma- 
chine is a replacement market, 
and the portable is not. 

I came here with the fair trade 
laws very much on my mind. 
have received several letters, one 
from an association asking our 
position on the fair trade laws. 
We feel that the typewriter deal- 
ers should be a most important 
factor in the distribution of port- 
able typewriters and that opera- 
tion under the fair trade laws 
would be a great improvement. 
We have pledged to operate under 
the fair trade laws, but we have 
to give some regard to the com- 

titive situation. We think that 
Ss a subject that should be dis- 
cussed in this convention. I have 
been disappointed, when I came 
looking for information to find 
out how much uncertainty there 
appears to be in the minds of the 
dealers as to whether or not they 
prefer to operate under the fair 
trade laws. Our position will be 


influenced by their point of view. 
I thought before I came here, 
judging from letters I had re- 
ceived, the overwhelming desire 
would be for fair trade. Now I 
don’t know. I hope before the 
convention is over that subject 
will be further discussed. My com- 
pany would like to have some in- 
formation from me along that line 
when I go back. As I see it, if 
these prices are being maintained 
on portables, there will be enough 
to allow dealers to hold the mar- 
ket. If not maintained, then the 
dealer will become less of a factor 
in the portable industry. 

I know it is true that many 
dealers have lost considerable in- 
terest to what I think is the finest 
market and I think operation un- 
der the fair trade law would help. 
However, that is not all the story. 
If portable typewriters are sold 
generally under the fair trade 
laws, which exist in forty-two 
states, it still remains true. I have 
asked dealers, “How important is 
your portable business, how high 
a percentage of total sales, how 
much interest is it to you?” Usu- 
ally it is of a minor interest. 
Sometimes it is price and some- 
times they are conducting a com- 
mercial business and not reaching 
the home market and not caring 
to reach it. I would like to express 
the hope that we will get to the 

int of discussing this question 

fore we leave. The market is 
going on growing. Typewriter 
dealers will not get this business 
simply as an annex to their com- 
mercial business. It simply is not 
that kind of a market. 
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A 
Ames, Hazen R., 
Company, Chicago. 
Anders, Ray, Ames Supply Com- 
pany, Chicago. 
Atkins, A. C., Lyon Metal Prod- 
ucts, Inc., Aurora, Til. 


Ames Supply 


B 
Bach, A. A., Accounting Machine 
Exchange Company, Cincinnati. 
Bailey, M , Royal Typewriter 
Company, St. Louis, Mo. 
Beckwith, W. Royal 
writer Company, Inc., 


York. ; 
Bills, C. D., Typewriter Sales & 
Service Company, Washington, 


Type- 
New 


D. C. 

Bonn, A. E., Buchanan & Com- 
pany, New York. 
Boyce, Mr. J. T., S. L. Ewing 
ompany, Dallas, Tex. . 
Branham, Don L., Branham’s 

Inc., Oklahoma City, Okla. 
International Office 


Bret, W. E., 

Appliances Company, New York 
City. 

Buchholz, L. G., L. C. Smith & 
Corona Typewriters Inc., Sy- 
racuse, N. Y. . 

Buckland, W. J., L. C. Smith & 
Corona Typewriters Inc., Cin- 
cinnati. 

Burns, Tolman, Mansfield Type- 
writer Company, Mansfield, O. 


Cambias Type- 


c 
: :. Be 
Cambias, G New Orleans, 


writer Exchange, 


2. 
Carroll, P. J., Globe Typewriter 
Company, New York City. 


Clark, Frank G., Indiana Cash 
Drawer Company, Shelbyville, 
Ind. 

Conger, E. J., Lyon Metal Prod- 
ucts, Inc., Aurora, , 

Cook, Al, Branham’s Inc., Okla- 


homa City, Okla. 


Cooper, F. S., Codo Manufactur- 
ing Corporation, Coraopolis, Pa. 

Cornish, PH olesale Type- 
writer a3.., New York 
City. 

CoyKendall, Mr. P. F., Super 
Sales Company, South Bend, 
Ind. 

D 

Davis, W. A., Wholesale Type- 
writer Company. Chicago. 

Deobler, Office Equipment 
Exchange, Chicago. 

Dorsey, J. P., General Office Ma- 


chines Company, Columbus, 
Dovle, Chas. B., Royal Typewriter 
Company, Inc., Indianapolis. 
Duning, Ray, Willis H. Duning 
Sons, Inc., Richmond, Ind. 
F 
Ferary, Joseph J., Typewriter 
Store, Inc., Syracuse, N. Y. 
Fernyak, C. S., Mansfield Tyne- 
writer Company, Mansfield. O. 
Ferrell, Earl J., American Type- 
writer Exchange, Covington, 


y. 
Fisher, J. Edwin, Remington Rand 
Portable Division, Cincinnati. 
Frazee, L. .. Fort Pitt Type- 
writer Company, Pittsburgh. 


G 
Galland, J. W., The Wholesale 
Typewriter Company, New Yo:k 


City. 

Gilbert, John, Office Appliances, 
Chicago. 

Green, Louis, All Makes Type- 
writer Company, Youngstown, 
Ohio. 

Gross, Philip S., Tuchertu Com- 


pany, New York City. 


Hansard, Evan, Victor Adding 
Machine Company, Chicago. 
Harwitz, Marcus, Regal Type- 
writer Company, New York 
City. 

Horter, R. E., 
Manufacturing Company, 
cago. 

Hostettler, Don P., 
Typewriter Company, 

io. 

Huggins, 


Sherman-Manson 
Chi- 


Hostettler 
Ashland, 


Miller J., Cash Register 


Convention Registration 


& Typewriter Company, Ander- 
son, Ind. 

Hutter, Sam, Check Writer Com- 
pany, Inc., New York City. 


J 
Jacobs, M. C., Jacobs Office Ap- 
pliance Corporation, Cincinnati. 
Jones, Frank A., Jones Typewriter 
& Business Furniture Company, 
Madison, Wis. 


K 
Katz, Harry, Cleveland Typewriter 
Company, Cleveland. 

Kienly, Andy, Royal Typewriter 
Company, Inc., New York City. 
Knecht, E. J., Peter Paul Mecha- 
nical Service, Inc., Cleveland. 
Kretchmer, O., Peerless Key 
Manufacturing Company, New 

York City. 


Lafferty, Jim, | Type- 
writer Company, New York. 
Laurence, Gordon, Allen Calcula- 


tors, Inc., New York City. 

Lewis, W. H., Royal Typewriter 
Company, Inc., Detroit. 

Loser, John, Noiseless Writing 
Machine Service, New York 
City. 

Lyons, J. Arthur, Reliable Type- 


writer & Adding Mch. Corpora- 
tion, Chicago. 


M 
Marin, F. E., Typewriter Sales & 
Service Company, Chicago. 


Metzger, W. Royal Type- 
writer Company, Inc., New 
York. 

Mills, Jule, L. C. Smith & Corona 
Typewriters Inc., Chicago. 
Morrill, O. D., D. Morrill 


Typewriter Company, Ann Ar- 
bor, Mich. 


Morse, J. S., Morse Typewriter 
Company, Inc., New York City. 

Mudgett, W. P., Office Appliances, 
Chicago. 


McAllister, Donald, Geyer’s Topics 
Magazine, New York City. 
McCormick, John J., L. C. Smith 


Corona Typewriters Inc., 
Syracuse, N. 
McDonough, J. .. Royal Type- 
writer Company, Inc., Chicago. 
McHale, . Peter Paul 
Mechanical Service, Inc., Cin- 
cinnati. 


et ye 4g P., Secretary N. 
T. & O. 


. A., Kansas City. 


a? 
L. P., Remington Rand 
.. H. W. Nichols 
Sales Book Company, Cincin- 
nati. 


oO 
Oswald, J. A., 


Naylor, 


The Rotospeed 


Company, Dayton, O. 
Oxley, Ray, xley Typewriter 
Company, Fort Wayne, Ind. 


P 
Adding Machine 


Pfahl, E. R., 

Sales & Service, Cleveland. 

Pohl, A. Business Machine 
— Company, New York 
ity. 


Preston, R. H., 
writer Company, 


Preston Type- 
Knoxville. 


R 
Rees, E. R., Keen Products Com- 
pany, Chicago. 
Risley, C. L., Remington Rand, 


Inc., Cleveland. 

Ritchie, I. R., National Office 
Machine Company, New York 
City. 

Roberts, A. E., Business Equip- 


ment Company, Detroit. 


Ross, Gilbert, Remington Rand, 
Inc., Pittsburgh. 
Rubenstein, Nathan, Adding & 


Bookkeeping Machine Company, 
New York City. 

Rudin, M. L., American Writing 
Machine Company, Cincinnati. 
Rudner, S., National Typewriter 
Exchange, Montreal, Canada. 
Rugers, L. J., Portage Typewriter 

Service, Akron, 


Ss 
Keen Products Com- 


Schiff, B. A., 
pany, Chicago. 

Schroeder, Hank, Remington 
Rand, Inc., Chicago. 

Schulhof, William, The Office 


Magazine, New York City. 
Schultz, Edward, Queen Ribbon 
& sana Company, Brooklyn, 


= ws 

Shay, Dick, Underwood, Elliott 
Fisher Company, Detroit, Mich. 
Sheridan, J. G., Central Type- 
writer Service, Cincinnati, Ohio. 
Showers, Joseph, Indiana Cash 
Drawer Company, Shelbyville, 


Richard, Indiana Cash 
Company, Shelbyville, 


nd. 

Showers, 
Drawer 
Ind. 

Simler, 
Machine Company, 
City. 

Smythe, John M., Geyer’s Topics 
Magazine, Chicago, II. 


Henry, American Writing 
New York 


Stanley, Mr. C. H., Royal Type- 
writer Company, Inc., Chicago, 
Stevenson. M. S., Remington 


Rand, Inc., New York City. 


= 
Taylor, H. A., The Typewriter 


hop, Dayton, 
Hotel 


Thrasher, Allen, — New 
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BUSY CONVENTIONITES.—Left: 


Clarence Bills, Typewriter 
Sales & Service Company, Washington, D. C., writing the resolu- 


Tolman Burns, the roving musician who entertained 


at the luncheons. 
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Yorker, New York City. 
Tidd, G., Ames Supply Com- 
pany, Chicago, Il. 

Treanor, James, Peerless Key-Im- 
erial Manufacturing Company, 
ew York. 

Vv 

Vincent, Irwin S., Western Type- 

writer Company, Topeka, Kans. 


w 

Wagner, E.. Wagner Typewriter 
Sales & Carvies, wane Ill. 

Waltz, F. C., altz Typewriter 
Company, Cincinnati, Ohio. 

Ward, James P., Sr. Shipman 
Ward Manufacturing Company, 
Chicago. 

Ward, James P., Jr., Shipman 
Ward Manufacturing Company, 
Chicago. 

Whitmer, C. I., Whitmer T 
writer ‘Company, Columbus, 

Wiener, Milton, Allen Wales Add- 
ing —_— Corporation, Pitts- 
ur 

Williams, Harry R., Queen Rib- 
bon & Carbon Company, Chi- 
cago. 

Wolowitz, W. H., United Type- 
writer & Adding Machine Com- 
pany, Inc., Washington, D. C. 

Wood, Lamont H., Midwest Tvpe- 
writer Company, Kansas City. 


Y 
Young, Elmer, Young Office 
Equipment Company, Chicago. 


Zz 
S. M., Royal Type- 


Zemansky, 
Rockford, 


writer Company, Inc., 


Women 


B 

Bills, Mrs. C. D., Washington, 
ma ¢. 

Cohen, Betty, Peerless Key-Im- 
perial Manufacturing Company, 
New York City. 


CoyKendall, Mrs. P. F., Super 
re Company, South Bend, 
nd. 


D 
Deobler, Mrs. L. K., Chicago. 


F 
Ferary, Mrs. J. J., Syracuse. 
Ford, Miss Gertrude C., American 
Book Company, Cincinnati. 


H 
Horter, Mrs. R. E., Chicago. 


J 
Jungbluth, Mrs. C., Underwood 


Elliott Fisher Company, New 
York City. 
oe. Mrs. Harry, Cleveland 


a Company, Cleveland. 
Knec Mrs. E. J., Cleveland. 


L 
Loser, Mrs. jae, New York City. 


McWilliams, Mrs. J. P., Kansas 
City, Mo. 7 

Rudner, Mrs. S., Montreal, Can- 
ada 


Rugers, Mrs. L. J., Akron. 
Rugers, Irma, = 


Schulhof, Mrs. William, The Of- 
fice Magazine, New York City. 

Small, Pauline, Kansas City, Mo. 

Smith, Mrs. Mary Waltz, Cincin- 
nati. 


Globe 
New 


essie I., 


7 Mrs. 
ompany, 


ypewriter 
York City. 


Vv 
Vincent, Mrs. Irwin S., Topeka. 


Wagner, Mrs. E., Chicago. 

Waltz, Miss Mable, Cincinnati. 

Ward, Mrs. James P., Sr., Chi- 
cago. 

Wiener, Mrs. Milton, Pittsburgh. 

= Mrs., Washington, D.C. 

Mrs. Lamont H., Midwest 

dopverter Company, Kansas 
City, Mo. 


Young, Mrs. 
Zemonshy, Mrs. S. M., Rockford, 


Y 
Elmer, Chicago. 


Here Endeth the Detailed Report of the Twelfth Annual Convention of 
the National Typewriter & Office Machine Dealers Association, 


Held in Cincinnati, Ohio, August 2, 3 and 4, 1937. 
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NEW MACt 


PARKER INTRODUCES NEW SPEEDLINE 
VACUMATIC PEN 
In one of the most intensive advertising programs 
in its forty-six-year history, The Parker Pen Company 
will shortly announce to the public a new and super- 
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lative model of the Parker Vacumatic pen—the Parker 
Speedline Vacumatic. 

This new model includes three sizes: Speedline 
Major, $8.75; Speedline Maxima, $10; Senior Maxima, 
$10. 

Laboratory tests show that the new models have 
increased ink capacity, notwithstanding that the shape 
has been slenderized. Other features include televi- 
sion ink supply, thirty-three and one-third per cent 
more gold in the scratch-proof points, Parker’s exclu- 
sive laminated pearl and jet style, and, of course, the 
arrow clip that identifies all Parker Vacumatic pens. 

Included also in Parker’s school-opening advertising 
will be the Parker Standard Vacumatic at $7.50 and 
the Junior Vacumatic at $5. 

To provide a gift setting for Parker Speedline Vacu- 
matic pen and pencil sets at $12.50 and $15, Parker 
also introduces a smart new jewel case—created for 
Parker by the plastics division of the Gorham Com- 
pany, one of America’s leading silversmiths. 

—- — 
INTRODUCING THE STICK-ON-VELOPE 

Created as a mailing medium for catalogues, maga- 
zines and packages where letter or invoice should ac- 
company the item mailed and arrive simultaneously, a 
new device, named the Stick-On-Velope, has recently 
been placed on the market by Bradner Smith & Com- 
pany, 333 South Desplaines street, Chicago. 

The device which carries first class letters with any 
package, box, or envelope mailed under second, third 
or fourth class, is an individual unit, gummed on the 
back. The package takes the regular lower class post- 
age and in this way both the letter and the package 
arrive at one time thereby eliminating the confusion 
of “under separate cover” mailing at no extra postage. 

The feature of Stick-On-Velope is that it can be 








applied to any package, envelope or box thereby doing 
away with the need for stocking up various sizes and 
assuring the user of one stock to cover all his com- 
bination mailing requirements. 

Further details of the Stick-On-Velope can be ob- 
tained by writing direct to the manufacturing com- 


pany. 
—_———__= oe 


MUTSCHLER ANNOUNCES NO. 171 TABLE. 

Involving smart styling, convenience and utility, a 
new table listed as the No. 171 series has recently 
been announced by the Mutschler Brothers Company, 
Nappanee, Ind. 

The new series, of which the 10-foot size illustrated 
here is a member, is one of the new modern group of 
American Walnut with a five-ply top. This top, in- 
cluding the rail, is built up to 4% inches. The edges 
are rounded to harmonize with the design of the base 
ends while each top is finished underneath and is sup- 
ported with heavy cleats. The fourteen and sixteen 
foot lengths are further stabilized with small but 
sturdy center pedestals. This group is available in 
mahogany, and dull rubbed office finishes are standard. 

According to the manufacturers, the six models 
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made are for office, library and directors room use 
while special sizes and finishes are made to order. 

Further details may be obtained by writing to the 
company’s home offices. 


elena amesieaniti 
WESTINGHOUSE AUGMENTS ITS LINE OF WATER 
COOLERS 


Especially suited for the light and moderate needs 





THE MODEL LB-3. 

WESTINGHOUSE 

ELECTRIC WATER 
COOLER 


in offices, small stores and similar places, are the two 
new low-cost models of its line of water coolers made 
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by the Westinghouse Electric & Manufacturing Com- 
pany, Mansfield, Ohio. 

The LB-3 model, as illustrated, is a bottle-type 
model; it is a portable in construction and can be 
moved to any convenient location. No plumbing is 
required. The LP-3 is a pressure type cooler for per- 
manent installations. Inlet water of eighty degrees 
Fahrenheit can be quickly cooled to fifty degrees at 
a capacity of 3.4 gallons per hour. 

These water coolers are rectangular in design with 
an all-steel welded cabinet. The Black Durosan finish 
and chromium plated fixtures form a pleasing contrast 
that gives the water coolers an attractive appearance. 
Both are identical in dimensions, being 15% inches 
wide by 22 inches deep and 41% inches high. The five 
gallon bottle of the LB-3 increases the height to 56 
inches. The compactness in size permits advantageous 
location in any accessible place. 

ee ee 


GREIST ANNOUNCES TWO NEW LAMPS 

Two new electric lamps for use on a wall or desk 
corner have recently been created and placed on the 
market by the Greist Manufacturing Company, New 
Haven, Conn. 

The first is a V. A. (visual acuity) corrected light 
illuminator built with a swinging arm and clamping 
unit for clerical and stenographic desks. It has the 





TWO NEW MODELS OF GREIST LAMPS 


Celestialite luminaire under the wood veneer shade 
assuring glareless white light. This is the model No. 
171 with an arm that swings in a radius of fifteen 
inches. 

The second new item is a Greist V. A. (visual acuity) 
correct light illuminator for the desk against a wall. 
The wall plate is easy to mount and is equipped with 
a long extension cord to be plugged into any nearby 
outlet. This is the model No. 370 and also has the 
Celestialite luminaire under the wood veneer shade to 
provide a white glareless light and protect the vision. 


——e ee ee 
GAYLO ADDS THE “VIKING” FOLDING CHAIR 


The latest addition to the Gaylo line of metal folding 
chairs is the “Viking”, described by the Gaylo Manu- 
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facturing Company, 820 North Michigan avenue, Chi- 
cago, as a steel folding chair low in price and offering 
a number of advantages. 

It is declared to be non-tipping, perfectly balanced, 





THE “VIKING” FOLDING CHAIR 


rigidly braced, and of indestructible extra heavy con- 
struction. The chair folds quietly and is extremely 
comfortable. Its weight is 104% pounds. 

Enamel finished, the “Viking” folding chair is 
offered in the following colors: mahogany, walnut, 
black, olive green, and ivory. 


VANZETTI NOTE COLLECTOR INTRODUCED 

A new and space-saving filing device for memor- 
anda, notes and bulletins has recently been placed on 
the European market under the name of the Rotating 
Vanzetti Note Collector by Ufficio Studi Costi Con- 
stabilita E Statistica Automatica, Milano, Italy. 

The principal features of the device are a consulting 
and writing table and a large drum in which are divi- 





ROTATING NOTE COLLECTOR 


sions partitioned alphabetically. In these compart- 
ments may be filed cards, memos or other documents 
with a varying capacity depending upon the size of 
the card or document filed. 

Special features claimed for the note collector in- 
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clude space-saving, avoidance of fatigue for the op- 
erator and the use of a minimum of effort in consult- 
ing, registering or replacing the contents of the com- 
partments. The machine also includes an electrical 
device which aids the operator in locating particular 


compartment desired. 
—_——_o—= > 


CEL-U-DEX INTRODUCES NEW TAB INDEX SET 

A new line of transparent insertable tab index sets 
for both ring and post binders is being introduced by 
the Cel-U-Dex Corporation, 1 Main Street, Brooklyn, 
N. Y. 

Iris is the trade mark name of the new item which 
is produced in the standard sizes. 

An outstanding feature of the Iris tabs is the “oval- 
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ized” opening which permits easy and rapid insertion 
and removal of the printed or written inserts. The 
Cel-U-Dex Corporation invites stationers to write for 
a sample set. 
—- — 
NEW WEAREVER PEN AND PENCIL SET 

A new pen and pencil set has recently been manu- 
factured and placed on the market by David Kahn, 
Inc., North Bergen, N. J. According to reports on the 
pen and pencil, which retail respectively at one dollar 
and one-half dollar, the pen features a genuine four- 
teen karat gold iridium tip which is protected and stif- 
fened for long wear and smooth writing by a patented 
reinforcement around the outside and tip of the pen 
point. Other features include an “air-seal” collar in- 
side the pen cap which keeps the pen point in a par- 
tial vacuum when the pen is not in use, preventing 
the ink from drying and caking and assuring an in- 
stant flow when the instrument is placed in use, and 
a large ink capacity. This pen is named the De Luxe. 

The pencil is listed as the Wearever Personal, thus 
named because it carries the initials of the owner. A 
patented yet simple feature, this enables the initials, 
which are individually stamped in squares and fur- 
nished to the dealer that way, to be slid into the clip 
in any desired combination. A stock of initials goes 
to the dealer at no extra cost with each order for 
the pencils. Another feature is found in the lead ca- 
pacity of the pencil which is furnished with twelve 
four inch pieces of lead in the magazine. A lead is also 
in the pencil ready for use. The pencil has a con- 





OFFICE APPLIANCES 


ventional and fool proof proper-repel-expel screw ac- 
tion for the lead. 

According to the manufacturer, a twelve-month ad- 
vertising campaign featuring the new pen and pencil 
has been inaugurated in several nationally-known 
magazines while a large amount of display material 
will be furnished to dealers on request. 


—_— 9 —____ 
COMBINATION LAMP AND FAN 


A combination lamp and electric fan embodying 
unique features has been placed on the market by the 
Air-O-Lite Company, 20 N. Wacker Drive, Chicago. 
This new invention developed by E. G. Shinner, of 
Chicago, and called the Air-O-Lite, contains a large 
silent fan at the top of the lamp shade. 

In operation, the cooler layer of air which is always 
present on the floor of any room, is swept upward into 
the lamp and deflected through the circular opening 
around the top of the shade equally in all directions. 

The fan is said to distribute a gentle non-disturbing 
breeze so that the cool air strikes all persons who are 
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near the lamp around the head and shoulders. The 
current of cooler air pulled up from the floor tends to 
reduce the amount of heat generated by the light 
bulbs, resulting in cooler room temperatures. 


asnilllialipiaaniiaain 
NEW DUPLICATOR BY ELMAN 


A new duplicator, known as the “Elman”, is being 
introduced by the Elman Sales Company, 2300 West 
Van Buren street, Chicago. Among the chief features 
incorporated in the machine is a front paper stop 
which compensates up to one-quarter inch, intended to 
accommodate any unevenness of paper and thus insure 
accurate registration. 

An automatic feed arm raises with each revolution 
of the cylinder, affording close register and reducing 
lint accumulation on the stencil. This action assures 
free flow of paper to the stencil and thus safeguards 





NEW KAHN PEN 


AND PENCIL SET 





AUGUST, 1937 


against stencil distortion. The automatic feed arm is 
adjustable to all weights of paper. 

Automatic inking, with fully enclosed cylinder, is 
another principal feature. A full width inside brush 





NEW ELMAN DUPLICATOR 


quickly distributes ink to the printing area. The brush 
is operated by a crank conveniently located. 

The automatic impression roller release of this ma- 
chine prevents release of the impression roller against 
the cylinder unless the paper is feeding through 
properly. 

Lightweight metals having high tensile strength and 
durability are used in the general construction, to 
combine the qualities of light weight for easy port- 
ability and strength for long service. 

A complete line of four models is offered. 

a 

CORRY-JAMESTOWN APPOINTS EDGREN N. Y 

MANAGER 

The appointment of Harold W. Edgren as New York 
branch manager was announced last month by the 
Corry-Jamestown Manufacturing Corporation, Corry, 
Pa. 

Mr. Edgren is well qualified for his important new 
post through long experience in the steel equipment 
field. He has a background of intensive training in 
both retail and wholesale merchandise. His career be- 
gan when he returned from France in 1919 on the sign- 
ing of the Armistice and joined the Chicago branch 
of the Berger Manufacturing Company and for a num- 
ber of years successfully retailed the Berger products. 

Later Mr. Edgren joined the David Lupton Sons 
Company of Philadelphia as Chicago district manager 
of their Equipment Division, remaining with that firm 
until they ceased operations a few years ago. In re- 
cent years he has devoted his time to the New York 
market promoting the sale of steel products so that 
he goes to his new position with a wealth of experi- 
ence which will be at the disposal of dealers in his 
territory. 

Mr. Edgren will make his headquarters in the New 
York office of Corry-Jamestown, which is located at 
576 Broadway and is maintained for the exclusive use 
of the office equipment and supply dealer. 

$$ 
PRICE TO HEAD BERKEY CHAIR COMPANY 


John Price, well known in the chair industry, has 
been appointed general manager of the Berkey Chair 
Company, Jamestown, N. Y., according to a statement 
issued late last month by officials of the organization. 
He takes with him to his new job many years of ex- 
perience in the furniture field which will qualify him 
for his new duties. 

The Berkey Chair Company plans to go into pro- 
duction this month following a delay of several weeks 
due to important changes in the plant and lines manu- 
factured. 
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DOMORE ISSUES EXECUTIVE CHAIR BOOKLET 


Characterized as a piece of sales literature for 
distribution among executives interested in a personal 
office chair, a new and handsome booklet has recently 
been issued by the Domore Chair Company, Inc., 
Elkhart, Ind. 

Dressed in a handsome and modernistic cover, the 
twelve pages of the booklet are replete with interesting 
facts concerning the need of proper posture among 
office workers and the part played by posture chairs 
in maintaining good health among workers of this 
class. 

Or 
REMINGTON RAND OKLAHOMA CITY 
BRANCH MOVES 

The Oklahoma City branch of Remington-Rand Inc., 
recently moved from 227 to 26 Northwest First street, 
where floor-space is considerably increased. 

New salesmen recently added include, Weldon W. 
Woods, duplicator supplies, and Neal H. Corder, adding 
machine division. R. H. Dana is new salesman in 
charge of typewriter supplies, taking the place of Miss 
Matilda Mitchell, who recently resigned—EVH 





BEFORE AND AFTER.—<Above is a view of the offices of 
Henry H. Shulfeldt & Company before they were completely 
re-equipped with Shaw-Walker ‘‘built like a skyscraper’’ desks. 
The lower picture shows the same offices after the splendid 


installation was made by A. Espenscheid, well-known Shaw- 
Walker dealers in Peoria, Ill. 


=> _____ 


GRAND RAPIDS COMPANY ISSUES CATALOGUE 

Containing 170 pages all of which are illustrated 
with pictures of the firm’s various items, a new cata- 
logue has recently been issued by the Grand Rapids 
Loose Leaf Binder Company, Grand Rapids, Mich. 
Copies of the book, which is listed as Price List No. 28, 
may be obtained by dealers by communicating with 
the company’s home offices. 











OFFICE APPLIANCES 








FOUR SCENES AT THE RECENT NORTHWESTERN FURNITURE COMPANY’S SALES CONTEST 


1. Crowning the home run kings! (Left to right): Peter Mineau, 
J. 8. Sprott, president, The Globe-Wernicke Co.; [— George 
i 


A. Wagner, ‘“Tri-Guards’’ king; Russell Leddy. l. H. Arm- 
bruster, ‘‘Twin-Guards’’ king; Joseph V. Netzhammer and Joe 
Wesley. 


2. Turkey-bean dinner at which the losers dined on beans while their 
successful rivals consumed turkey. The turkey eaters, left to 
right: Fred Schultz, Anna Huppert, Al. W. Goller, Harry B. 
Jones, Lauren C. Dewey, Miss Jessica Pettibone, Capt George A. 
Wagner, Joseph Wesley, musician; Oscar R. Haase, president, 
Northwestern Furniture Company; J. 8. Sprott, president, Globe- 
Wernicke Co. The bean eaters: C. A. Netzhammer, The sales- 


NORTHWESTERN CONCLUDES CLEVER SALES 
CONTEST 

Ending an animated but friendly battle of several 
weeks, which resulted in a record breaking sale of 
Globe-Wernicke filing cabinets, a spirited sales contest 
staged by two opposing forces made up of salesmen, 
was brought to a successful close last month by the 
Northwestern Furniture Company, Milwaukee, Wis. 

When the smoke of battle cleared away, the winners 
of the first prizes, which included an air trip to the 
Globe-Wernicke factory at Cincinnati, were George 
A. Wagner and W. H. Armbruster. 

In addition to winning signal honors in the contest 
and taking the splendid trip to Cincinnati, these two 
gentlemen were also crowned “home run kings” at a 
hilarious and unique ceremony staged under the direc- 
tion of C. A. Netzhammer, salesmanager of the North- 
western Furniture Company, and participated in by a 
crowd of fellow workers dressed in special costumes 
for the occasion. 

The contest which was likewise arranged by Mr. 
Netzhammer, was one of the most unusual on record. 


manager, Northwestern Furniture Company, Arthur R. Frey, de- 
partment representative, Globe-Wernicke Co.; Larry Schubert, 
district representative, Globe-Wernicke Co.; Capt. Fred B. Larson, 
W. A. Armbruster, Sophia C. Harkins, Melvin Koss, Margaret 
Hildebrand, Donald H. Cain and Stanley R. Olsen. 

3. Group of winners and Globe-Wernicke officials. Standing, L to R: 
Arthur R. Frey, Harry C. Anderson, Charles W. Hamilton. 
(Seated) Lauren C. Dewey, Wil. H. Armbruster, J. 8. Sprott, 
George H. Wagner. 

4. J. S&S. Sprott and huge oak gavel presented him by the North- 
western Furniture Company group as a souvenir of the splendid 
contest. 


It was known as the “Hit the Ball” contest, with one 
team known as the “Twin-Guards” and the other “Tri- 
guards,” the names taken from two types of filing 
equipment manufactured by The Globe-Wernicke Co., 
for which the Northwestern Furniture Company is the 
local representative. 

The two teams were each lead by a captain and 
comprised four salesmen, one honorary member of 
the Northwestern Company, one honorary member of 
The Globe-Wernicke Co. and three members of the 
shipping department and office force. In this makeup, 
the teams consisted of: 

Twin-Guards: Pitcher and captain, Fred B. Larsen; 
catcher, W. H. Armbruster; first baseman, Donald H. 
Kane and second baseman Stanley R. Olsen. The hon- 
orary members of this team were: Mr. Netzhammer, 
Arthur R. Frey, of The Globe-Wernicke Co.; Melvin 
Koss, Margaret Hildebrand and Sophia Harkins. 

Tri-Guards: Pitcher, Lauren C. Dewey; catcher, Al 
W. Goller; first baseman and captain, A. Wagner; sec- 
ond baseman, Harry B. Jones. The honorary members 
of this team included: J. S. Sprott, President Globe- 
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Wernicke Co.; Oscar Haase, Fred L. Schultz, Anna 
Huppert and Jessica Pettibone. 

The fact that the Twin-Guards romped home to 
victory was no discredit to Captain Wagner and his 
Tri-Guards. The latter team fought every inch of the 
way in the contest. 

When the contest came to an end, another ingenious 
feature arranged by Mr. Netzhammer, was the holding 
of a turkey-bean dinner at which the two teams par- 
ticipated together with several officials of The Globe- 
Wernicke Co. Two tables were set up, one beautifully 
decorated with flowers and silver candlesticks, and the 
other almost bare of decorations and illuminated only 
by candles stuck in beer bottles. At the winner’s table 
sat Mr. Sprott and the winning team where they were 
served a splendid turkey dinner. At the other table 
the losing team, headed by Mr. Netzhammer, were 
served beans by the light of improvised candlesticks. 

According to Mr. Netzhammer, another sales drive 
started on July 26, and will end September 25, known 
as “president’s week” sales campaign which will also 
be a spirited clash between Captain Larsen and his 
Twin-Guards and Captain Wagner and his Tri- 
Guards. 
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METROPOLITAN ISSUES “THE CASH BUDGET” 

Created primarily as a guide to major financial poli- 
cies and also as a basis for carrying out financial pro- 
grams, a new booklet entitled “The Cash Budget” has 
recently been published by the Policyholders Service 
Bureau of the Metropolitan Life Insurance Company, 
New York City, New York. 

The booklet is made up of twenty-eight pages which 
contain several chapters of paramount interest to all 
businessmen. Among these are: “Importance of Budg- 
eting Cash,” “Scope of Budget Activities,” “Forecasting 
Methods,” and the “Daily Cash Report.” 

Those desiring a copy of “The Cash Budget” should 
communicate with William J. Bennett, manager of the 
Metropolitan’s Policyholders Service Bureau. 


——— = —_____ 
STUDY OF THE TYPEWRITER KEYBOARD 

Deutsche Kurzschrift (German Shorthand), pub- 
lished at Bayreuth, Germany, analyzed the English 
typewriter keyboard and appraised the advantages of 
the several keyboards, such as the standard keyboard, 
the simplified Dvorak keyboard, and the English key- 
board proposed by Levasseur. 





DIFFERENT SURROUNDINGS CALL FOR DIFFERENT TREATMENT 


Never before perhaps has this fact been so aptly demonstrated 
as it is in these pictures of two New York typewriter and office 
machine stores owned by one man, John Loser. On the left are 
interior and exterior views of the Noiseless Writing Machine Service 
at 95 Chambers street. This store is unique in the display pos- 
sibilities of its windows and, while not on the principal street— 


Broadway—does a fine percentage of New York business. This 


location allowed a lot of room which Mr. Loser utilized for the bene- 
fit of his large stock as shown in the upper picture. On the right 
is the Rockefeller Center Typewriter Shop located in an arcade 
where space is extremely valuable and costly. Mr. Loser has done 
a capital job of crowding his stock into the minimum of space 
without sacrificing artistry or symmetry of the layout. The store 
is small and compact yet gives the appearance of spaciousness. 
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Representatives of office equipment concerns abroad, visiting the United States, are cordially invited to make the offices 


of this journal their headquarters. 


The staff at the main office, 20 North Wacker Drive, Chicago and the staff at 


the branch in charge of C. H. Everly at 1601 Pershing Square Bldg., Pershing Square, 42nd St. and Park Ave., New 


York, will be happy to be of any possible service. 


While the facilities at New York are not so many as at Chicago, 


there will be found the same desire to serve. 


LONDON NOTES AND NEWS 


By Mr. Vincent Jackson 


United States manufacturers traveling to London are cordially invited to call 
upon Vincent Jackson at 22 St. Andrew street, Holburn Circus, London EC4. 
Mr. Jackson’s association with the trade and his contacts with its organiza- 
tions afford him information valuable to those desiving to cultivate the British 


market. 


In subscription matters, O. Viborg-Larsen, Dalforet 16, Copenhagen, 


Denmark, is the authorized representative of Office Appliances in the British 
Isles. 


London, July 6, 1937 

It seems that there are to be no more meetings of 
the Office Appliance Trades Association for a little 
whiie owing to the advent of the holiday season. Once 
upon a time nearly all the holidays were crowded into 
August but nowadays they seem to extend from the 
end of May until the end of September. From the 
point of view of eliminating crowding at seaside re- 
sorts this is an excellent idea, but it does break into 
business relations over a long period. 

Considerable thought is now being given to the 
London Business Efficiency Exhibition which takes 
place in September next. Mr. A. C. McClellan, the 
exhibition director of the O. A. T. A., is busy allocating 
Spaces and superintending the numerous arrange- 
ments which a big London exhibition necessitates. This 
year’s exhibition will be held (it is hoped) in the fine 
new Earls Court Exhibition building. At the time of 
writing it is not finished and so many things can hap- 
pen in the way of shortage of material and labour 
troubles between now and then, that it is as well not 
to be too certain. However, arrangements are well 
on the way and this show promises to be one of the 
most successful ever held by the association. 

Apart from the fact that these Business Efficiency 
exhibitions are attracting an increasing number of 
visitors, there will be the added interest of all Lon- 
doners wishing to see the new exhibition building, 


which has had a good deal of publicity in a general 
way. 

I see they have discontinued the issue of free tick- 
ets to exhibitors for distribution among their friends, 


and instead are supplying them (the exhibitors) with 
as many reply-paid post cards as they wish for issue 
to their customers’ and prospects. These will be filled 
in and returned to the association offices as applica- 
tions for complimentary tickets. 


* ” * 


I saw my friend Mr. A. G. Anderson of Block & 
Anderson yesterday and he tells me they have just had 
another very successful and happy trip to Germany. 
This looks like turning out an annual event. From the 
list of those who accompanied the party it is obvious 
they had a very representative group. Such well known 
firms as the Abbey Road Building Society; Daimler 
Company, Ltd.; Norman Long & Company, Ltd.; The 
Gramophone Company, Ltd.; Imperial Chemical In- 
dustries, Ltd.; Morris Motors, Ltd.; and Joseph Lucas, 
Ltd., were all represented by executives. 

Among the towns visited were Berlin, Chemnitz, 
Munich, and Dusseldorf. Actually interposed with the 
visits to factories and offices were a number of sight 
seeing tours and social gatherings. Mr. Anderson had 
only returned the day before I saw him and he had 
hardly “got his breath.” He showed me a number of 
letters of appreciation, not only of the interesting tour 
provided but of the splendid organization. 


* * * 


Mr. E. A. Trefzger, until recently managing director 
of the Underwood Elliott Fisher, Ltd., in London, seems 
to have had a wonderful send off on his appointment 
as assistant to the president of the parent company 
in New York. 

Possibly the finest compliment that can be paid any 
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man is the fact that his several competitors in London 
met together at a farewell gathering and a silver 
salver was presented to him with the following mes- 
sage engraved on it: 


“Emil Trefzger, from his three competitors, 
S. D. Parker, A. W. Thomas, H. E. Styles 
and their associates, London, June 4th, 1937. 


Readers will know that the above three gentlemen 
as being the managing directors of The Remington 
Typewriters Company, Ltd., Royal Typewriters, and 
L. C. Smith & Corona Typewriters, Ltd., respectively. 
Certainly, Mr. Trefzger was very popular and we are 
going to miss his cheery presence at trade meetings. 


* * * 


I met my good friend Mr. J. Adams Keene, managing 
director of National Loose Leaf Co., Ltd., today. This is 
the first opportunity I have had of examining the new 
offices and work rooms. They have not actually moved 
but Mr. Keene has taken over the whole six floors of 
the building because business had grown so much 
during the past few years. I am indebted to Mr. Keene 
also for the accompanying photographs taken at the 
recent annual convention of the Stationers Association 
which was held at Hastings on the South coast. As 
you know Mr. Keene is the retiring president and in 
one picture he is shown congratulating Mr. C. H. 
Shelton Cox (Director of Percy Jones (Twinlock), Ltd.) 
on his election as the new president. Mr. Shelton 
Cox’s company enjoys an enviable reputation as a 
sound and progressive business house manufacturing 
all classes of loose leaf goods for distribution to the 
stationery trade. 


I learn with interest that among the distinguished 
guests was Mr. Charles Garvin, general manager of 
The National Stationers Association of U. S. A., who 
addressed the convention under the interesting title of 
“The Stationer Marches On.” 


I should like to send you many other photographs 
of this convention. Some of them suggest it was not 
all work! They look a very happy crowd—and so they 
ought to be in such a delightful seaside town.—VEJ 
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BRITISH STATIONERS HOLD ANNUAL 
CONVENTION 

Featured by a record attendance, a spirit of en- 
thusiasm and an optimistic outlook upon the industry, 
the thirty-second annual convention of the Stationers 
Association of Great Britain and Ireland, was held at 
the Queens Hotel, Hastings, England on June 12 to 17, 
inclusive. Mr. C. H. Shelton Cox, director of Percy 
Jones (Twinlock), Ltd., was elected president for the 
ensuing year. 

The five day meeting was formally opened by Mayor 
Alderman A. Blackman, JP, who welcomed the dele- 
gates with a short address. 

Mayor Blackman’s welcoming address was answered 
by J. Adams Keene, president of the association, who 
then called upon F. W. A. Goulden to second a motion 
conveying the organization’s sincere thanks for the 
spirited reception to the city government of Hastings. 

Following the reading of a telegram conveying loyal 
greetings from the convention to his Majesty the 
King, and signed by President Keene, the general 
secretary Herbert W. Holt read a number of messages 
and telegrams conveying greetings and good wishes 
from scores of friends throughout the world. Included 
in these were messages from William C. Clegg, Presi- 
dent of the National Stationers Association and F. D. 
Waterman of the Waterman Pen Company. 

In a welcome to delegates from overseas, President 
Keene said that at the annual convention of The Na- 
tional Stationers Association last year, a resolution 
had been passed that General Manager Charles P. 
Garvin be appointed official delegate to the British 
Stationers’ Association of Great Britain and Ireland. 
“We are very pleased that Mr. Garvin, who is accom- 
panied by Mrs. Garvin, is here, and we are delighted 
to welcome them to our assembly.” Mr. Keene ex- 
plained to the delegates that Mrs. Garvin had suffered 
a slight accident, injuring an ankle and for this reason 
was confined to her hotel. 

Other speakers who appeared on the opening day 
program were: Col. W. H. Barrell, E. G. Pullinger, of 
Epson, treasurer of the association; Leonard Harris, 
Plymouth and Wallice Mansford. Lancelot Spicer, A. 





SOME OF THE LEADERS AT THE BRITISH STATIONERS CONVENTION 


Left: E. C. Rylands, past president, Office Appliance Trades 
Association, and director of Carter Paratt, Ltd., who ad- 
dressed the convention on ‘“‘Stock Usage Records.’’ Center: 
Retiring President J. Adams Keene congratulating Presi- 
dent-Elect C. H. Shelton Cox. Right: Charles P. Garvin, 


general manager, National Stationers Association of the 

United States, in a happy mood at Hastings where the 

British convention was held and where Mr. Garvin won 

hearty applause for his — on “The Stationer Marches 
2” 





76 


E. Rawlinson, Chairman of the Finance and Member- 
ship Committee; Walter Shaw; Mrs. E. J. Lennox, G. 
W. Lane and R. Mansell. 

The second session opened promptly after lunch at 
the White Rock Pavilion, when President Keene in- 
troduced Mr. Garvin as featured speaker. 

“We are privileged this afternoon in having as our 
speaker a gentleman who has at heart the same in- 
terest as we have, only in another country—Mr. 
Charles P. Garvin. His activities and influence among 
the stationers of America are far reaching, and he is 
esteemed by all. A friend of mine writes, ‘Charlie 
is in it with both feet’—we may add, ‘Up to the eyes 
in it,’ and when you look at him you could say, ‘Well 


,” 


he sure does occupy valuable space in his office’. 


Note.—Here follows the speech of Mr. Garvin entitled 
“The Stationer Marches On” as reported by the July 
issue of the “British Stationer.” Throughout his inter- 
esting and fact-relating address Mr. Garvin touched 
at times upon the tendency of the British stationer 
to develop the stationery business in that country on 
the lines of what another speaker described as fancy 
goods trade rather than on the commercial side. For 
this particular phase of his speech, Mr. Garvin received 
the sincere thanks of Clifton Tollit, London, who pro- 
posed a vote of thanks to “Cousin Garvin” for the sug- 
gestion conveyed to those who had heard his address. 


“The Stationer Marches On” 


Mr. Charles Garvin said he felt he must devote the 
first three minutes—(laughter)—of his lecture to an 
appreciation of the hospitality and fraternity from 
the fine people he had met over here in the Mother 
Country. About 150 years ago some folks left London 
and they decided to go overseas, to a new country, and 
he was now returning that visit. They had been so 
busy over there that they had never before had an op- 
portunity of returning the visit. He considered that 
it was a high point in his life and a fine distinction 
to be able to bring a message back to them and to tell 
them that things were going well over there. He had 
met a number of people and friends since he had been 
over here, and wandering around the highways and 
byways had meant a kind of reincarnation. He was 
somewhat psychic (as well as anaemic!), and he found 
himself in places that were so familiar to him that he 
believed he must have been there before. He found his 
accent changing rapidly, and he must confess he liked 
the one that came within the sound of bells of the old 
town of London. When he got home he thought he 
would get into trouble, for he was going to try some 
English colloquialism. He wanted to thank them for 
the fine men they had sent from time to time who had 
brought fraternal greetings, and who had brought 
about more closely the ties between the two countries. 
He never thought it would be his distinction to come 
over here amongst English stationers. 


He was going to approach his subject that day from 
an economic angle, as he believed it was the only way 
in which they could measure the future, and come to 
some realization of it. He had studied over a period 
of years the works of an ancient Chinese philosopher 
who had written some very interesting things. Ap- 
parently when two Chinese gentlemen met they did 
not shake hands with each other, but shook their own 
hands, and a Chinese doctor was paid to keep a pa- 
tient healthy and was no longer paid when the patient 
became unhealthy. 

Many things that were being done in business today 
would have been considered the wildest sort of radical- 
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ism twenty to fifty years ago. During the last twenty- 
five years they had been developing in the United 
States an enormous army. It was called the “white 
collar army,” and was made up of people who had 
found a new opportunity because of the genius of some 
business men, and because those men were able to de- 
vise ways and means to place certain machinery into 
operation so that business might function more easily 
and so that people might find more opportunities to 
live at a somewhat higher level than in the past. To- 
day in the United States there were six million people 
working in offices. He had to deal with those six mil- 
lion people. In America there were firms in the sta- 
tionery trade who had been in business for over 100 
years. There was the market. They had decided a few 
years ago that the stationer was the ideal man to sup- 
ply not only what was commonly known as stationery, 
but to supply the equipment and everything that went 
into an office. Today they were trying to tell office 
users what kind of lighting they should have. They 
talked to them of posture and the saving that came 
in human effort through workers having chairs that 
fitted them. This was not done solely for the purpose 
of making more dollars, but because they wanted to 
get the work done in the shortest possible time, so they 
might adopt the shorter working week which would 
enable the workers to have more time to play. They 
believed that the colour on the walls of an office was 
important. While these things might seem far-fetched, 
he assured them that they were most important in the 
building up of an industry which had a definite job 
to do. The United States was composed of 48 states, 
each one having a definite form of ‘Government and 
certain rights which could not be infringed by the 
Federal Government. And in all the 48 states they had 
an English-speaking unit, probably the largest single 
unit in the world. He would not presume that any of 
their methods should be used over here in England, 
but he knew that they had an interest in what Amer- 
ica was doing. After all, the problems were not based 
on whether he liked iced water or whether he liked 
English coffee or not. Everyone had the same prob- 
lems, which were the running of a good business and 
achieving immortality. 

They were now in the midst of a rather interesting 
experiment. In his Association their membership con- 
sisted of 750 dealers, 200 manufacturers, and then they 
had retail salesmen and some wholesalers. Their dif- 
ficulty was to find out who was a wholesaler. They 
had 2,000 salesmen to whom educational material was 
sent and about 300 travellers. Their travellers went 
all over the country organizing about 500 to 1,000 
meetings a year. If it were possible to get the co- 
operation of such men, it would be found that they 
were the greatest help. When he was lunching with 
Mr. Spicer the other day, Mr. Spicer asked why the 
membership of the U. S. Stationers’ Association was 
limited. The membership was limited because some 
time ago they found that they were educating their 
most vicious competitors. The doors were open and 
anybody could come in. Anyone could join without 
any credentials or without any proof that they be- 
longed to the trade. They decided that was wrong, 
and so they set up a list of qualifications and rules, 
and unless a man could qualify he could not get in. 
Last year they took in 201 members, and every single 
one had to pass the test. An undesirable member was 
barred. This year so far 75 members had been taken 
in. The idea was to get a group of men who were sta- 
tioners to work closely together as a unit, and who 
would devote their influence, and study the possibili- 
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ties of new commodities, to secure the major sale of 
these commodities for the stationer. When he came 
into the business some time ago he decided that they 
should have more equipment business. About 80 per 
cent of their members were printers, and quite a few 
lithographers. Today their commercial stationers were 
selling 65 per cent of all the office equipment that was 
being sold in the United States of America, and they 
were doing it because they had kept before them at all 
times not the dollars concerned, nor the profit that 
was to be made, but because they were enthusiastically 
applying themselves to an improvement of the human 
material in their businesses. The aim was to get more 
good men into the trade and to train them, as a busi- 
ness could only be as strong as the people engaged in 
it. If they wanted a business they could be proud of, 
then they had to be proud of the people in it. The 
stationer was in competition with other industries for 
the public dollar, so they must have quality salesman- 
ship. They were now doing 80 per cent of their busi- 
ness in the office of the user, and on an even basis in 
which the direct trader had not got a chance. They 
were devoting themselves to the problem of perform- 
ing a service in the public interest. He wished that he 
could talk about the science of salesmanship, but he 
had already exceeded his time. Mr. Garvin concluded 
by emphasizing that this rapidly changing world al- 
lowed no time for the man who sat back and allowed 
things to happen to him. “We must,” he said, “develop 
better living and more good things for more people in 
our business, and we will then develop a business not 
only great, but profitable.” 

In proposing a vote of thanks to Mr. Garvin, Mr. 
Tollit said his organization was glad it could recipro- 
cate the boundless hospitality and friendship that 
had been shown to the people who had gone over to 
America from time to time. He aptly described Mr. 
Garvin's address as “full of meat” and was one which 
must have stimulated everyone and caused them to 
think of the possibilities of developing our businesses 
more on the lines Mr. Garvin had told them about. 

The third business session opened with a report of 
the Educational Board following which several speak- 
ers addressed the delegates on matters of current in- 
terest and importance to the British stationers. In- 
cluded among the speakers were: W. R. Powell, Bristol; 
J. Russell, Manchester; H. L. Movry, London; A. J. 
Rider, London; A. E. Owen-Jones, London and several 
others. Similar matters occupied the entire fourth 
session. 

At the annual banquet, Mr. Garvin was again a 
speaker, but delivered only a brief address. He said 
in part: 

“T want to try and express to you our appreciation 
of your hospitality and fine fraternity that has been 
extended to us and which will remain with us as long 
as we live. This gift that you have given to me is 
going home.” 

——_0—=-0—_—_- 


PAPER AND CRIME 


The South African Printer & Stationer (Johannes- 
burg) commented on a lecture regarding paper as an 
aid to crime detection, by Dr. Ainsworth Mitchell. He 
discussed the part played by paper in both the per- 
petration of crime, and in its detection. Everyone 
knows, of course, how ingenious forgers, etc., are in 
falsifying documents, even to the extent of imitating 
watermarks. The speaker stated that he has seen 
many examples of the counterfeiter’s art in the way 
of deft alterations and erasures, which even under the 
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microscope are not easy to detect. With the aid of 
ultra violet light, however, the present day detective 
has a very formidable weapon. Varying sizings and 
fibres flouresce differently, and distinguishing between 
different types of paper is thus simplified; also in de- 
tecting chemical or mechanical erasure, the ultra vio- 
let ray is most valuable. 

For instance, where there has been an erasure of 
ink writing, the surface of the paper will show a dark 
area, or negative flourescence. Also, an ultra violet 
lamp will show up the differences between adhesives, 
and can be used, therefore, in cases where there are 
suspicions of envelopes having been opened and re- 
sealed. 








THE WINNER, HER WOODSTOCK, AND THE PRIZE.— 
Shown here is Madame Fluet Percheron receiving from (left) 
Mr. Jules Julien, Minister of National Education, and (right) 
Mr. deMoro Giafferi, former Minister of Commerce, the ribbon, 
medal and diploma awarded her as the best worker (typist) in 
France. The award was made at the recent Fourth National 
Exposition of Work (Accomplishment), where Madame 
Percheron exhibited the Woodstock typewriter upon which 
she won honors, as shown in the lower picture. 


— 


Cc. C. C. ENTERS VACATION PERIOD 

Members of the C. C. C., Paris, have been notified 
by the secretary of this French organization that the 
office will be closed Saturdays during the holiday pe- 
riod from July 3 to September 11. While activities in 
general will be suspended during the vacation period 
the commissioners and committees will maintain prog- 
ress in planning for the work to be resumed in the 


fall. 
——— =o 


TECHNICIANS DEMONSTRATE PLASTICS 

At the Leipzig Spring Fair reported in Office Ap- 
pliances for May visitors were given the opportunity 
to see what advances had ben made in the technique 
of manufacture employing synthetic plastic materials. 
It is reported that Germany is making progress in this 
field as she has advanced in producing artificial silk. 
Many articles useful in the stationer’s field, hitherto 
made of metal, were shown, such as rulers and drawing 
accessories, rules for making calculations, etc., made of 
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transparent plastic material, unaffected by heat, water, 
acids, or alkalies. Since the new technique can produce 
parts that have to bear considerable wear and stress, 
such as gears, it seems probable that in many instances 
synthetic substances are fully adequate as substitutes 
for metal. At the Dusseldorf exhibition fourteen booths 
were taken up to show the stages of manufacture of 
plastics —ERB 
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“FRIEDRICH NIETZSCHE AND THE TYPEWRITER” 


The latest issue of Olumpia Rundschau, interesting 
house publication of Olumpia Buromaschinenwerke 
A. G., Erfurt, Germany, carries as a lead article a 
historical account of the typewriter used by the phi- 
losopher, Friedrich Nietzsche, the humorist, Mark 
Twain, and others. 

After pointing out that the first manuscript written 
on a typewriter was that of the book “Tom Sawyer” 
by Mark Twain, the article indicates that Nietzsche 
was also an early user of the typewriter. A portrait of 
the philosopher is reproduced with the article, as is 
a picture of the machine that he used. His typewriter 
was called the “Schreibkugel,” which translated lit- 
erally, means writing ball or bullet. The name was 
evidently taken from the fact that the keys were set 
in a hemisphere above the writing surface. Pastor 
Malling Hansen was the inventor of the “Schreib- 
kugel.” The model used by Nietzsche is now preserved 
in the Nietzsche Museum at Weimar. 

Other articles and illustrations in this issue of 
Olumpia Rundschau are of the same high standard of 
interest and character as those presented in previous 


numbers. 
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ZURICH HOTEL PROVIDES A TYPEWRITER FOR 
GUESTS 


From L’Efficience we learn that the Hotel St. Pierre, 
Zurich, a typewriter has been installed in a small of- 
fice. This machine is for the convenience of guests. 
A counter attached to the typewriter permits guests 
to use the machine for a period of fifteen minutes. 


——_—.9-= 


EXPORT AGENCY FOR GERMAN MUSIC WRITER 


The Tenger Papier und Schreibwaren Zeitung, re- 
ported that the export arrangements for the German 
music typewriter, produced by the Archo Schreib- 
maschinen Comp. have been placed in the hands of 
Die Notoscript Rundstatler G. M. B. H., Berlin, Ger- 
many. The world market will be handled by Notyp- 
Export, Rechnitz & Company. 


re 


TYPEWRITER COLLECTION AT MANNHEIM 

La Revue du Bureau (Paris) commented on the en- 
terprize of a dealer at Mannheim, Germany, who has 
established a typewriter museum of thirty-five ma- 
chines of different systems and vintages. This collec- 
tion does not claim to be complete, as there have been 
more than 500 different models of typewriters pro- 
duced since the introduction of the writing machine. 


— 


“THE TYPEWRITER AND ITS STORY” 


The Tenger Schreibmaschinen und Biirobedarf Zei- 
tung (Vienna) reports that the European classic on 
the typewriter has been brought up to date by Ernst 
Martin, who undertook the publication of the first 
issue. The book includes recent models not represented 
in the first edition. Illustrations are included. 
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BUCHANAN OPENS MODEL OFFICE 

Combining beauty, comfort and convenience, a new 
model office has been recently built and opened by the 
Buchanan Stationery Company, 816 Scott street, 
Wichita Falls, Texas. 

The model, which adjoins a flight of stairs to the 
second floor, is the last word in a business office. Con- 
structed of plywood panel walls painted in a soft tone 
finish, it is completely air conditioned and is equipped 
with concealed lighting which gives the brilliance of 
daylight. Venetian blinds and drapes, and desks of 
the latest design together with a lounge complete the 
picture. 

The Buchanan Company maintains 11,250 feet of 
floor space in which is kept a stock of every conceiv- 
able item carried by stationery concerns. Included in 
this stock are lines of General Fireproofing and Art 
Metal filing equipment, desks, storage cabinets and 





OFFICIALS AND THE SALES OFFICE.—Seated in the sales office 

of the Buchanan Stationery Company they are (left to right) Presi- 

dent G. T. Buchanan, Secretary-Treasurer A. 0. Buchanan, and Sales- 
man Roy L. Shelby. 


aluminum chairs; Johnson and B. L. Marble wood 
chairs; Leopold and Imperial desks; Majestic lounge 
and Troy Chrome upholstered furniture. 

According to G. T. Buchanan, president of the com- 
pany, the second floor of a building at 818 Scott street 
has recently been acquired with a floor space of 3750 
square feet and which is accessible through a door 
from the printing department. 

The firm, which has been in business in Wichita 
Falls since 1928, maintains an annual payroll of $25,000 
for its fourteen employees. Mr. Buchanan is associated 
in business with his brother, A. O. Buchanan, who is 
secretary-treasurer of the company. 

OS me 
STATIONERS MEET WITH ACCIDENT 

An automobile load of Michigan stationers went to 
Chicago to attend the meeting of the Illinois Station- 
ers Association. Unfortunately, their car rolled over 
before they reached their destination and they were 
unable to keep their engagement. Fred Richmond was 
badly cut, necessitating some stitches. Undaunted by 
their experience, the old car was abandoned because 
of its condition, a new one purchased and the party 
continued on to Chicago but returned the next day in 
time to attend a meeting of the Michigan Stationers 
Association in Kalamazoo. 

a oe ooo 
BAYREUTH GREETING TO SHORTHAND WRITERS 

An illustration in the Reichszeitung der Deutschen 
Stenographen (National Newspaper of the German 
Stenographers) showed a novel greeting on a Bay- 
reuth street. This greeting is expressed in shorthand 
on a banner suspended above a sidewalk. 
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THEY LIKE THEIR JOBS AND 
THEIR JOBS LIKE THEM.—For 
each man and woman shown here 
boasts thirty or more years with 
the General Fireproofing Company. 
Such a group, representative of 
the various departments of the 
business, is a noteworthy exempli- 
fication of the harmony, based on 
genuine affection, existing between 
employer and employe. 


McLEOD TAKES J. L. HANSON LINE 
FOR CANADA 

Early in July John S. Gram, president of the J. L. 
Hanson Company, Chicago, returned from an extensive 
trip through Canada during which he appointed Don- 
ald McLeod as the representative of his company in 
Canada. Mr. McLeod is well-known in the industry 
because of his long connection with the Spencerian 
Pen Company. He is now acting as a manufacturer’s 
representative, carrying the Spencerian line and others 
as well as calling upon the trade in the interest of the 
J. L. Hanson Company. 

During July the J. L. Hanson Company put into dis- 
tribution a new catalogue. Copies are available to 


dealers on request. 
oe ee 


SIGHT LIGHT CORPORATION WINS PATENT SUIT 
A suit brought by the Sight Light Corporation, Essex, 
Conn., to protect from infringement its Sight Light 
Plus lamp, was won recently when a federal court 
issued a decree against the Art Novelty Company and 
its Zephyr lamp. 
The decree was signed by United States District 
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Judge Holly on June 28, and specifically denied the 


defendant in the suit the right to: 1. Make, use or 
sell the Zephyr lamp; 2. Represent to the trade that 
the Sight Light lamp is a copy of any other similar 
product; 3. Designate any illuminating equipment “de- 
ceptively or confusingly” similar to the description 
“Sight Light.” 

According to officials of the Sight Light Corporation 
the defendant in the suit has acknowledged the valid- 
ity of the plaintiff’s patent, has surrendered his tools 
and dies and has ceased to manufacture and sell. 

a 
CAMERON IN NEW QUARTERS 


Due to a steady increase in business and a subse- 
quent need for greater warehouse facilities, Cal Cam- 
eron is now located in his new quarters at 112-114 
Wooster street, New York City, N. Y. The new estab- 
lishment is centrally located, facilitating delivery. 

Mr. Cameron carries stock for Browne-Morse Com- 
pany, Meilink Steel Safe Company, Sturgis Posture 
Chair Company and the Mitchell Binder Company, 
lines which he sells over a wide territory. 






HERE IS THE AMERICAN AUTOMATIC 
ELECTRIC SALES COMPANY EXHIBIT 
SHOWN AT THE NATIONAL OFFICE 
MANAGEMENT ASSOCIATION CONVEN- 
TION IN THE HOTEL STEVENS, CHI- 
CAGO, ON JUNE 7, 8, AND 9. 
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GOOD SUGGESTIONS PAY DIVIDEND.—In 
addition to receiving substantial cash awards 
for offering good suggestions, the two fac- 
tory employees of The Globe-Wernicke Co. 
shown above were recently presented with 
beautiful gold watches and certificates of 
merit from President J. E. Sprott. The 
Globe-Wernicke Co. pays for every adopted 
suggestion from employees according to its 
value. 


CANADIAN TYPEWRITING CONTEST PLANS 
COMPLETED 

Note.—There are two annual typing contests under 
different sponsors which award the title of “World’s 
Champion Typist” to the winner in the professional 
class. The one in Canada mentioned above and the 
one held annually in Chicago, the results of which were 
reported in the July number. While two events may 
result in a championship title being held by two win- 
ners the chief purpose of the two events—the devel- 
opment of speed with accuracy in typewriting — is 
achieved. Records made in these contests by profes- 
sionals, amateurs and novices are posted in the com- 
mercial schools of the two countries as goals for all 
students. 

The first typing contest was established by OFFICE 
APPLIANCES more than twenty-five years ago and con- 
tinued under its management for ten years. It was 
designed to develop speed with accuracy. The result 
was improved work in greater daily quantity and in- 
creased compensation for typists. 


With a number of championships at stake and con- 
testants expected from many European countries as 
well as from Canada and the United States, final 
plans have been completed for the International Type- 
writing Contest to be held August 28 at the Canadian 
National Exhibition at Toronto. According to F. J. 
Pribble, manager of the contest, advance applications 
indicate that this year’s events will exceed in number 
and talent the record breaking entries of 1936. 

In addition to the world’s professional and amateur 
championships, the contestants will vie for major Can- 
adian typing crowns, Mr. Pribble said. These events 
are listed as follows: 

World’s professional typewriting championship.— 
Open to any typist using any make machine in the 
world, one hour writing from unfamiliar copy for a 
cash prize of $500, the championship trophy and title 
of “World’s Champion Typist.” 

World’s amateur typing championship.—Open to any 
typist using any make machine, who has not previ- 
ously won this event; thirty minutes writing from 
unfamiliar copy for the championship trophy and title 
of “World’s Amateur Champion Typist.” 

Canadian professional typewriting championship.— 
Open to any typist using any make machine, who has 
maintained continuous legal residence in Canada since 
last January 1; thirty minutes writing from unfamiliar 
copy, for a cash prize of $250, the championship tro- 
phy and title of “Canadian Champion Typist.” 

Canadian amateur typewriting championship. - 


Open to any typist using any make machine who has 
maintained continuous legal residence in Canada since 
last January 1 and who has not previously won this 
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event; thirty minutes writing from unfamiliar copy 
for the championship and title of “Canadian Amateur 
Champion Typist.” 

Canadian school typewriting championship.—Open 
to any student, using any make machine, who has 
maintained continuous residence in Canada since last 
January 1 and who was a bona fide student during 
most of the fifteen months prior to next September 1; 
fifteen minutes writing from unfamiliar copy, for the 
championship and title of “Canadian School Cham- 
pion Typist.” 

Canadian school novice typewriting championship. 
—Open to any typist using any make machine who 
has maintained continuous legal residence in Canada 
since last January 1 and who never used a typewriter 
prior to last September; fifteen minutes writing from 
unfamiliar copy for the championship trophy and title 
of “Canadian School Novice Champion Typist.” 





THE PRIDE OF GEORGIA.—Here is the 

new office of the Royal Typewriter Com- 

pany at Atlanta, Ga. Complete and mod- 

ern in every way the new headquarters 

is situated in an important part of the 

southern city’s business district. G. M. 
Spurlin is manager. 


—_—— =e 
QUALITY PARK ISSUES NEW PRICE LIST 

Containing forty-three well-illustrated pages and 
enclosed in an attractive cover, a new price list, the 
No. 37, was issued to the trade last month by the 
Quality Park Envelope Company, St. Paul, Minn., and 
Chicago, Il. 

Printed on a high grade glossy paper, the book con- 
tains an improved easily-read index. Throughout the 
pages there are illustrations, prices and descriptions 
of the various lines manufactured by the company, 
including flat mailing envelopes, filing jackets and 
envelopes, wallets, vertical file envelopes, card holder 
panel wallets, vertical file pockets, expanding press- 
board folders, executive desk files and many other 
items. 

Copies of the new price list may be obtained by 
writing to the home offices or to the Chicago office, 
11-116, Merchandise Mart. 
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THE GUEST BOOK 


C. A. Netzhammer, sales manager of the Northwest- 
ern Furniture Company, Milwaukee, was a welcome 
visitor on July 9, when he dropped in for a spell. He 
refused to call his appearance a visit because he ex- 
plained, the two cities are so close together that Chi- 
cago is merely a suburb of Milwaukee. During his stay, 
he gave us some illuminating facts on a recent labor 
strike in his city and told some intimate details of an 
ingenious sales campaign which he brought to a suc- 
cessful conclusion recently. It was indeed, a pleasant 
and interesting half hour with this man who is known 
throughout the industry for his unusual ability as a 
creator of contests and who also is in great demand as 
a speaker before various business groups. 

A. H. Cohen, managing director of the Woodstock 
Typewriter Company, Limited, London, gave us the 
pleasure of a call on July 28. In Chicago for confer- 
ence at Woodstock headquarters. But finding time 
for a bit of recreation and some pleasant trips with 
his son who lives over here. A very satisfying visit 
to the Woodstock factory a couple of days before his 
call which included a trip to nearby Twin Lakes and a 
trial of luck with rod and reel. Faired pretty well. 
Although another took the blue ribbon for the days’ 
catch. Arrived on this side on July 17, and left 
for London about the middle of the month. Mr. Cohen 
is not only managing director of the Woodstock British 
Company. He is also the direct representative for the 
company throughout Europe, making frequent trips 
across the channel to call upon the agencies in the 
countries on the other side. On account of political 
and economical factors, business over there a bit dor- 
mant for four or five years is picking up considerably. 
Flourishing, in several countries. England, Sweden and 
Finland in particular. Considerable improvements in 
Norway too. And noticeable change for the better in 
Austria. Although born in Germany, a trip to the 
United States is a trip back home for Mr. Cohen who 
has been a United States citizen for a number of years. 
Long experience in the typewriter field. 

Harry F. Homer, representative of the Esterbrook 
Steel Pen Manufacturing Company, Pasadena, Calif., 
dropped in upon us July 31. In Chicago three or four 
hours between trains. On his way to company head- 
quarters at Camden, and to attend a convention of 
Esterbrookians to be held at the Ben Franklin Hotel 
in Philadelphia, August 2 to 5. A visit with Harry 
Homer always keys up our pep. He is another one of 
the old boys who keeps in step and tempo with the 
times. 

R. H. Sprague, secretary, Weis Manufacturing Com- 
pany, Monroe, Mich. In Chicago for a couple of hours 
between boat sailings. Pulled our latch string. Left 
Detroit last Saturday for a ride around the lakes. 
Recommends the trip to anyone who would get out 
from under the pressure for a few days. Business fine 
and look ahead stimulating. 
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EACH SALESMAN TO HIS SPECIALTY 


While working “the whole line,” each salesman of 
the E. L. White and Company, office supplies store of 
Fort Worth, Tex., specializes in one particular line, such 
as loose leaf note books, or ribbons and carbons, etc. 
The method works particularly well, according to R. P. 
White, treasurer of the firm, in that each can call upon 
the other for special advice or assistance in selling the 
article in which the man called upon may be the 
“specialist.” This is “codperative selling” highly de- 
sirable to his store, Mr. White thinks—BART 
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PLANS UNDER WAY FOR CANADIAN STATIONERS’ 
SHOW 

With more than forty manufacturing companies al- 
ready signed up for exhibit space in the exhibition 
hall of the Mount Royal hotel, plans are well under 
way for the Second All Canada Stationers’ convention 
to be held in Montreal in October by the Stationers’ 
Guild of Canada. 

According to committees in charge, exhibiting man- 
ufacturers are going to heavy expense to make their 
showing of goods such as will best benefit the dealer, 
and retail dealers will find in one room practically 
every kind of commodity for which they are likely 
to receive calls. In addition to showing new mer- 
chandise the various booths will also demonstrate new 
methods and ideas through which consumer interest 
can be developed by attractive window and counter 
helps. 

The present plans include special attractions for the 
exhibit hall at periods when meetings are not sched- 
uled which will be an added drawing card to the 
convention when it opens. 

Among the manufacturers scheduled to maintain 
booths in the exhibition hall are: 


Acco Canadian Co., Ltd., Toronto, 
Ont. 

Acme Carbon & Ribbon Co., Ltd., 
Toronto, Ont. 

Acme Ruler & Advertising Co., 
Ltd., Toronto, Ont. 

The Bates Mfg. Co., New York, 
N. ¥ 


The Brown Bros., Ltd., Toronto, 
Ont. 

Canadian Pad & Paper Co., Ltd., 
Toronto, Ont. 

The Carters Ink Co., Montreal, 
Que. 

We. Ve 
Ont. 

The Dennison Mfg. Co. of Can- 
ada, Ltd., Drummondville, Que. 

Walter Dickinson & Co., Ltd., 
Toronto, Ont. 

Dixon Pencil Co., Ltd., Newmar- 
ket, Ont. 

Dominion Blank Book Co., Ltd., 
St. Johns, Que. 


Dawson, Ltd., Toronto, 


Don Valley Paper Co., Ltd., To- 


ronto, Ont. 


The Eagle Pencil Co. of Canada, 
Ltd., Toronto, Ont., and Drum- 


mondville, Que. 


Eaton, Crane & Pike Co. (Can- 


ada), Ltd., Toronto, Ont. 
Eberhard Faber, Toronto, Ont. 
W. J. Gage & Co., Ltd., Toronto, 
Ont. 
Gilmour Bros. & Co., Ltd., Mont- 
real, Que. 


Granger Freres Ltee., Montreal, 
Que. 
Chas. M. Higgins & Co., Inc., 


Brooklyn, N. Y. 


C. Howard Hunt Pen Co., Cam- 
den, N. J. 
Index Card Co., Toronto, Ont. 


The Luckett Loose Leaf, Ltd., 
Toronto, Ont. 

McFarlane Son & Hodgson, Ltd., 
Montreal, Que. 

Menzies & Co., Ltd., Toronto, 
Ont. 

Moore Push Pin Co., Philadel- 
phia, Pa. 

The Parker Fountain Pen Co., 
Ltd., Toronto, Ont. 

Peerless Carbon & Ribbon Co., 
Ltd., Toronto, Ont. 

Preston Noelting, Ltd., Stratford, 
Ont. 


Weldon Roberts Rubber Co., 
Newark, N. J. 

Rolland Paper Co., Ltd., Mont- 
real, Que. 


8S. J. Reginald Saunders, Toronto, 


nt. 

Howard Smith Paper Mills, Ltd., 
Montreal, Que. 

Spencerian Pen Co., New York, 
a 


Venus Pencil Co., Ltd., Toronto, 
Ont. 

Viceroy Mfg. Co., Ltd., Toronto, 
Ont. 


Villemaire Bros., Montreal, Que. 

The Wahl Co., Ltd., Toronto, 
Ont. 

L. E. Waterman Co., Ltd., Mont- 
real, Que. 

Frank A. Weeks Mfg. Co., New 
York, 


Se 


SHAW & BORDEN ISSUES “SPOTLIGHT” 

Dealing solely with the featuring of Spokane, Wash.., 
industries and activities, a new mailing piece named 
“The Spotlight” has recently been published by The 
Shaw & Borden Company, Spokane. In addition to 
listing and describing the beauties, advantages and 
recreational activities of Spokane and the Inland Em- 
pire, the folder contains a postal card offering readers 
further issues of The Spotlight and cleverly tying-in 
the company’s offer to consult with prospects upon 
their printing needs. 


——0—i 9 


PEARSON TAKES NEW QUARTERS 


After eighty-one years in one location, A. Pearson’s 
Sons, Inc., of 63 Myrtle Avenue, Brooklyn, New York, 
is moving its office and showroom on September 1, to 
larger quarters in its own building at 359 Pearl Street, 
Brooklyn. 

The business is one of the oldest office furniture 
houses in the country and was established by Alex- 
ander Pearson, at the present address, in 1856. 
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BLOCK TO HEAD VICTOR SAFE & EQUIPMENT 
COMPANY 

Announcement was made last month by the Victor 
Safe & Equipment Company, Inc., of North Tona- 
wanda, N. Y., that W. F. Block, for many years sales 
manager of the Victor visible record division, has been 
appointed president and general manager to succeed 
R. M. Tussing. 

Mr. Block’s career has been one of which anyone 
could be proud. Originally starting as an errand boy, 
he successively became floor salesman, department 
manager, outside salesman, and district manager. Dur- 
ing his many years in business, he contributed many 
devices to the office equipment field and as sales man- 





W. F. BLOCK 


ager of the visible records division, he attained 
marked success in his activities, associated with spe- 
cialty selling by dealers. 

At the thirty-first annual convention of The National 
Stationers Association, held in Chicago, Mr. Block was 
one of the featured speakers, and delivered an address 
on “Special Selling” which won praise and acclaim 
throughout the country when it was published in the 
October, 1936, issue of OrricE APPLIANCES. 

So great was the enthusiasm of those who had either 
heard or read the address, that it was found necessary 
to publish excerpts from Mr. Block’s speech in the 
January, 1937, issue of this journal. 

Mr. Block’s versatile background adequately quali- 
fies him to further project the rapidly growing Victor 
organization. And it is with pride that OFrrice Ap- 
PLIANCES joins with his hundreds of friends through- 


out the country, in wishing Mr. Block every possible 
success in his new and responsible position. 
i 
HACKNEY RESIGNS FROM WOODSTOCK 

James M. Hackney, for several years vice-president, 
general sales manager and member of the board of 
directors of the Woodstock Typewriter Company, re- 
signed on July 22, having been with the company for 
thirteen years, three of which were spent as branch 
manager in Detroit and ten years as general sales 
manager. 

Prior to his recent connection, Mr. Hackney spent 
twelve years with other companies in the typewriter 
field, in which he started his sales career. He is now 
enjoying what he says is his first real vacation in 
twenty years, his temporary address being RFD l, 
Mount Morris, Mich. RFD 1 is the address of Mr. 
Hackney’s farm—the old family place, well equipped 
and under profitable cultivation, for which he has a 
very special sentiment. 

Whether Mr. Hackney will be a “hand” on thrashing 
day or whether he will drive the mower to cut the 
alfalfa in the “twenty east of the barn” or spend the 
full vacation period with rod and reel, we do not 
know. The choice will be hard to make. But we sus- 
pect that the fishing tackle will employ most of his 
time. 

Mr. Hackney’s many friends in the industry will 


hope he remains in the field. 
ee 


ARKANSAS COMPANY REMODELS PLANT 

Resulting in a fifty per cent increase in space, the 
remodeling and redecorating job has recently been 
completed on the plant of the Arkansas Printing & 
Lithographing Company, Little Rock, Ark. 

According to W. C. Guy, president of the firm, the 
expanding was accomplished by taking over all three 
floors of the modern building in which the firm is 
located, each floor consisting of approximately 1400 
square feet. New executive offices have been provided 
and equipment with the latest designed furniture, 
while all sales and office personnel have been fur- 
nished with steel equipment of the General Fireproof- 
ing Company. New display counters of steel and addi- 
tional shelving units for storage of stationery items 
have also been provided. 

The remodeling provides a separate department for 
office furniture on the second floor of the building, 
in which a large stock has been established. 
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BAKER’S DIRECT MAIL CAMPAIGN HAS 
UNIQUE SLANTS 

Many and unusual are the factors of a direct mail 
advertising campaign systematically conducted by The 
Baker Company, printing and office supply house of 
Lubbock, Tex. 

Although blotters, mailing pieces and, of course, 
letters are the mediums through which the company 
sends out its periodical messages to customers and 
prospects, the matter contained in these communica- 
tions is in a class by itself. And each letter is accom- 
panied by advertising matter on the office machine 
or other item it seeks to sell. 

An example of the breezy yet strictly courteous let- 
ters sent out by the Baker Company is the following 
(quoted in part) which went out to 200 cotton ginners: 

“Say—what’s all this rain going to do to our cot- 
ton crops? There’s been a lot in the papers about 
bumper crops this year, but it seems to me that a 
ginner ought to know more about cotton crop pros- 
pects than most anybody.” This letter sets forth the 
features of the R. C. Allen adding machine suitable 
for the cotton business and contains folders on the 
item. 

Another reads: “Curiosity made the Garden of Eden 
famous... it also killed the cat .. . yet in spite of all 
we are curious to know why we did not hear from you 
last month!” Still another, which goes out regularly, 
is a bill showing a balance of $0.00 and marked “Paid 
in full.” At the bottom of this is a notation which 
reads: “You don’t owe us a cent—wish you did.” 

In addition to its printing work, the Baker Com- 
pany also advertises many of its lines in this manner 
including the products of the General Fireproofing 
Company, Allen Calculators and Ace stapling ma- 


chines. 
ao a 


DOUGLAS AIR-CONDITIONS STORE 

New Norge air-conditioning equipment recently in- 
stalled by H. Dorsey Douglas, 123 West First street, 
Oklahoma City, is proving a double satisfaction, ac- 
cording to Charles C. McDaniel, office manager. This 
equipment of ten-ton refrigeration capacity, condi- 
tions the basement, where the various displays of office 
furnishings are arranged, and the first floor and mez- 
zanine. General office supplies are here, with offices 
on the balcony. 

“Customers who come in to buy or look often remain 
enjoying the comfort, giving our salesmen ample op- 
portunity to show merchandise and clinch sales. And 
our personnel escapes that afternoon drag, thus in- 
creasing efficiency,” the manager said. 

Mr. McDaniel said the salesmen who are somewhat 
loath to tackle the torrid streets, really constitute the 
only “fly in the ointment.” He said the boys are good 
sports about it though, and have the sympathy of 
those fortunates who remain within—EVH 


EE 


VAN SCIVER SPEEDER WRECKED 

The Philadelphia Inquirer of July 24 reported that 
the speed boat of Joseph B. Van Sciver was burned 
after a backfire. Mr. Van Sciver is a prominent furni- 
ture dealer of Camden, N. J. He and his wife left 
their home at Ocean City in the speed craft, and while 
under way a sudden backfire enveloped the ship in 
flames. While Mrs. Van Sciver donned a life jacket; 
her husband fought the flames with portable fire ex- 
tinguishers. Aid came from shore and the vessel, 
which was a total wreck, was turned over to firemen 
and Coast Guards. 
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OFFICE MACHINE STORE OPENED AT 
FORT WAYNE 

The Office Machine & Supply Corporation has been 
established at 203 West Washington street, Keenan 
Hotel building, Fort Wayne, Ind. The company deals in 
all makes of typewriters, both new and remanufac- 
tured; new and used adding machines, and a rental 
service is available to the business and professional 
people of Fort Wayne. 

A complete line of supplies for the various types of 
office machines is carried. The officers of the Office 
Machine & Supply Corporation are: T. M. Lehmann, 
president; I. M. Girardot, secretary-treasurer; B. F. 
Girardot, manager. 





E. I. OLFANT, WHO WAS FORMERLY 

CONNECTED WITH THE ROYAL TYPE. 

WRITER COMPANY BRANCH AT 

ATLANTIC CITY, WAS RECENTLY 

PROMOTED TO THE MANAGERSHIP 

OF THE COMPANY'S WILKES-BARRE, 
PA., OFFICE. 


—————-o—_—- 
HEDGES OPENS NEW QUARTERS 

Featured by a combined housewarming and day of 
inspection on Saturday, July 31, the Hedges Manufac- 
turing Company, makers of files and filing equipment, 
opened its new quarters at 2931 Wentworth avenue, 
Chicago. According to H. E. Hedges, proprietor of the 
firm, the new location provides considerably more 
space and facilities for the company’s manufacturing 
activities. 

7 
THE TEN YEAR RECORD 

Useful to this office appliance dealer is a record of 
all sales, running back for a period of almost ten years, 
R. P. White, of the E. L. White and Company, office 
supplies store of Fort Worth, Tex., reported recently. 

This record is besides the sixty day inventory the 
store keeps on its entire line. The yearly record greatly 
assists buying, though it has definite limitations, since 
it becomes rapidly out dated, Mr. White reported.— 
BART 








EXCUSE US. FeO 





MANN IS MISPLACED 
On page 72 of the July issue appeared a story of a 
meeting of the dealers and salesmen of the Leopold 
Company at which M. Mann of the Buchanan Station- 
ery Company was listed as being from Wichita Falls, 
Kansas, instead of Wichita Falls, Texas. We regret 
this error. 
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CURRENT FINANCIAL STATEMENTS 


Larger sales for any month in its history were re- 
corded for June, 1937, by the General Fireproofing 
Company, Youngstown, President George C. Brainard 
made known. The company does not publish a state- 
ment except at the end of the year, but Mr. Brainard 
said “results of the first half were very satisfactory.” 
Judging from past records, June sales have been above 
the $1,100,000 mark. Company’s employment is at an 
all-time peak with nearly 2,000 men and women on 
the payroll. Directors of the General Fireproofing 
Company met in June to declare a dividend of $1.75 
on the preferred shares and thirty cents on the com- 
mon shares.—AK 

Directors of Remington Rand, Incorporated, today 
declared an interim dividend of 35 cents on the com- 
mon stock, and the regular quarterly dividend of 
$1.12 on the 4% per cent preferred, both payable 
October 1, to stock of record September 9. On July 1, 
the company paid an interim common dividend of 25 


cents. (Chicago Daily News, July 27, 1937.) 
. > * 
Remington Rand, Inc., manufacturers of office 


equipment, yesterday reported June sales of $4,070,000, 
largest for any June since 1929 and 30.4 per cent over 
sales of $3,122,279 in June, 1936. Sales for the three 
months ended June 30 were $12,619,000. An increase 
of 29.1 per cent over sales of $9,772,299 in the corre- 
sponding 1936 period. (Chicago Daily Tribune, July 
14, 1937) 

The Underwood Elliott Fisher Company and con- 
solidated subsidiaries preliminary report for quarter 
ended June 29, 1937, subject to audit and year end 
adjustments today showed net income of $1,170,977 
after depreciation, Federal Income Taxes, etc., but 
before Federal Surtax on undistributed profits. This 
was equal to $1.59 a common share. Net income in 
the preceding quarter was $1,405,432 equal to $1.92 a 
share and with net income in the 1936 June quarter 
of $657,964, equal after dividend requirements of 7 per 
cent preferred to 91 cents a share on 668,561 common 
shares then outstanding. For the six months ended 
June 30, 1937 net income of $2,576,409 was equal to 
$3.51 a share on 733,084 common capital shares against 
$1,486,625 or $2.08 a share on 668,551 common shares 
after preferred dividend requirements in the first half 
of 1936. ‘(The Chicago Daily News, July 15, 1937) 

* * = 

With shipments 38 per cent greater than the corre- 
sponding period in 1936, the Addressograph-Multi- 
graph Corporation, Cleveland, reported an all-time 
record second quarter and first half years’ business 
ended June 30, 1937. A special bonus to all employes 
and vacations with pay also were announced. The 
factory in Euclid, near Cleveland, closed July 30 for 
two weeks and all employes with one year’s continuous 
service received two weeks’ vacation with pay, while 
those with from three months to one year received 
two weeks’ vacation with one week’s pay. In addition 
to this, and as an expression of appreciation for work 
during the first six months of 1937, all employes— 
except executive officers, divisional heads, and sales 
representatives—in the head office and factory were 
given a special bonus equivalent to one week’s pay, 
also payable at the end of July, President Joseph E. 
Rogers made known. President Rogers said that the 
expense of the vacation and bonus was fully provided 
for in the first six months’ accounts. The corporation 
gave a similar vacation with pay in August last year, 
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and a bonus of one week’s pay at Christmas. Profits 
for the first six months after all charges except surtax 
on undistributed profits, totaled $1,192,586, or $1.58 a 
share on 753,599 shares, as compared with $658,130, or 
88 cents on 746,313 shares a year ago. The increase of 
7,286 shares was caused by the issuance of treasury 
stock in exchange for 14,572 shares of Class “A” stock 
of the Set-O-Type Manufacturing Co—AK 
* + 7 

Directors of Wilson-Jones Company have declared an 
extra dividend of 25c on the common stock. The dis- 
bursement is payable Aug. 19 to stock of record Aug. 14. 
The company paid a dividend of $1.50 on May 1 prior 


to a two-for-one common stock splitup. (Chicago 
Daily Tribune, August 5, 1937.) 
ee 
LOCATION FLAGS ON CARS BRING TYPEWRITER 
BUSINESS 


Red and blue fiags on top of delivery cars of the 
Oakland Adding Machine and Typewriter Company, 
Oakland, Calif., advertise the firm’s location in a very 
effective manner. 

The Oakland firm, one of the most unique and suc- 
cessful typewriter companies in the East Bay district, 
operates three white Austin delivery cars on repair 
and rental business. Nearly one-third of the company’s 
business is traced to the advertising they do. 

On top of each car two pennant shaped flags, the 
top one red and the lower one blue. On the upper one, 
large white letters form the words: “12th and”, while 
on the lower flag appears the other street name. 

The flag-topped Austin delivery car‘has been de- 
veloped as a veritable trademark and is used on com- 
pany business cards and all other advertising. 

Theory of the address flags is that impressing store 
location is much more important than advertising 
store name. The location advertisement automatically 
draws attention to store name.—BART 





BATES DISPLAY PIECE.—The 
Bates Manufacturing Company has recently 
created this new display carton for the 
Junior Munkee pad, placed on the market in 


A NEW 


recent weeks. The display is printed in red, 
black and white and holds twelve pads. 


ew 


NEW CATALOGUE BY GLOBE-WERNICKE 

An attractive new catalogue of visible record equip- 
ment, listed as the No. 4537 has recently been mailed to 
the trade by The Globe-Wernicke Co. of Cincinnati. 

The catalogue is profusely illustrated with many ap- 
plications of Globe-Wernicke visible records for large 
and small businesses as well as public institutions. It 
is printed on high grade enamel paper in four colors, 
loose leaf style, and is attractively bound. 
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TREND TOWARD BETTER QUALITY 
Charles Doppelt & Company reports an increased 
activity with their lines and says more stress is being 
placed on quality and higher priced items. And their 
experience shows that dealers by their purchases are 
aware that buyers are giving more consideration to 
quality and less to price. 


—-> 
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DO/MORE ON PARADE.—This splendid and artistic array of 

Do/More chairs is a prominent display in the Pure Oil building, 

Chicago, arranged by the local branch of the Do/More Chair Com- 
pany, Elkhart, Ind. W. J. Black is the manager. 


—>-———_—_—_ 


WEBB AND CANNON OPEN NEW BUSINESS 

A new office equipment and supply firm was opened 
recently at Dallas, Tex., by B. B. Webb and W. W. 
Cannon under the name of the Texas Office Furniture 
Company, Inc. 

Both of the owners bear enviable reputations in the 
field over a period of many years. Mr. Webb was con- 
nected with the Dorsey Company of Dallas for more 
than twenty-one years as manager of the furniture 
department, while Mr. Cannon represented the Berger 
Manufacturing Company for the past fourteen years 
in the southwest territory. 

The new company is exclusive dealer in Dallas 
County for Art Metal steel equipment, Taylor chairs, 
Horrocks desks, Imperial desks and Lyon steel shelving 
and lockers. 

ao 
BARRETT PUBLISHES NEW CATALOGUE 

A new catalogue of Loose Leaf Binders and Devices, 
which is listed as the No. 369, was listed late last month 
by the Barrett Bindery Company, 1330 West Monroe 
street, Chicago. 

The catalogue is devoted principally to those special 
binders used by sales promotional and advertising de- 
partments, but also contains descriptions and illustra- 
tions of standard items for any department of a 
business. 

Members of the industry desiring copies of the cata- 
log should make their requests written on their com- 
pany stationery and addressed to the Barrett organ- 
ization’s home offices. 

———— -o—=——9 

AMERICAN STAMP ESTABLISHES NEW OFFICE 

The American Stamp Company, of Kansas City, 
makers of rubber stamps, has established a district 
sales office branch in Oklahoma City, at 410 Harn 
building, with H. A. Penny, of the Kansas City office in 
charge —EVH 


Seen and Heard 


in Southern California 


By Hobart W. Martin 
230 Avenue D, Redondo Beach 


— is hardly any warm weather antidote that 
equals the ocean breeze and a plunge in the salty 
waters presided over by Old Neptune. And now that 
the therapeutic value of sunshine has been proved so 
abundantly most of those who go down to the sea in 
slips are as healthy as they seem. Saw a man on the 
beach the other day whose skin was actually white. 
I almost offered him my coat. 

Business in summer here in California slows up but 
little during the vacation period. In this land there are 
so Many ways to get profitable enjoyment out of doors. 
On the west there is the sea, the beaches and deep 
sea fishing, and on the east we have hunting, moun- 
tain climbing, skiing, angling for trout and other fresh 
water fish, and nightly communion with the firmament 
of stars that burn so brightly in the higher altitudes. 

The citizens of the United States live in a favored 
land where every man may claim the best his abilities 
can offer. 


* * * 


Smallwares Exhibition.—Emphatic success attended 
the California Smallwares Show which took up almost 
the entire fourth floor of the Biltmore Hotel, Los An- 
geles, beginning Sunday, July 25 and ending Thursday 
night. An enjoyable banquet was served at the hotel 
during one evening of the show. 

Between seventy and eighty exhibitors showed their 
wares, some of whom were in the stationery field. 
Among the latter were Lester B. Chatterton, Los An- 
geles: Fine leather goods, onyx desk sets, etc. 

The Max Schonfeld Company, Los Angeles: Smokers’ 
articles. 

Tara Sales Company, Los Angeles: Desk sets, smok- 
ers’ stands, lamps, ash trays, desk revolving telephone 
directories, etc. 

Among stationery concerns which sent representa- 
tives to the show we noted the following: 

Valley Stationery Company, Bakersfield, California— 
Edmund Goe, representative. 

Heap Stationery Store, San Fernando, California. 

Van Nuys Stationery Store, Van Nuys, California. 

Valley Office School Equipment, Bakersfield, Cali- 
fornia. 

Boos Stationery Store, Oxnard, California; Mrs. Boos, 
representative. 

Ross Stationery and Gift Shop, Chula Vista, Cali- 
fornia; Mr. and Mrs. Ross, representing. 

Ashworth Stationery, Tulare, California. 

Matlin Stationers, Los Angeles. 

H. S. Crocker Company, Sacramento; Carl Martyr, 
representative. 

Metzeler Stationery Company, Los Angeles. 


* * * 


Roberts Back From Eastern Trip.—E. C. Roberts re- 
cently returned from the East where he spent some 
time at the factory of the Metal Office Furniture Com- 
pany at Grand Rapids, Mich., makers of the Steelcase 
line of metal desks, safes and filing devices. The Los 
Angeles branch of the company is operated by E. C. 


(turn to page 176, please) 








MEETINGS — CONVENTIONS — DINNERS 


GATHERING OF AUTOPOINT CLAN 

The annual sales convention of Autopoint Company 
was held at their plant in Chicago, July 6 to 10 in- 
clusive. It was attended by Autopoint’s district sales 
managers, all the way from Larry Enright (California) 
to New England’s Byron B. Black. General Manager 
C. N. Cahill directed a crisp program, in which all 
angles of the mechanical pencil industry were dis- 
cussed. 

An interesting feature of the convention was that 
each district manager had a subject to outline before 
the discussion thereon. Prominent in these was C. L. 
Strain’s interesting talk on “Overcoming Objections of 
the Price Buyer,” T. K. Bledsoe’s able discussion “Build- 
ing a Strong Specialty Sales Organization,” J. C. Mc- 
Carthy’s comprehensive talk on selling department 
stores, and Henry J. Huette’s interesting remarks on 
“Increasing the Dealers’ Sales on Autopoint Products 
Through Concentration and Codéperation with Auto- 
point Company’s Policies.” 

The program included a golf tournament at the Kil- 
deer Country Club, in which the competition for prizes 
was as keen as the sales discussions. A banquet fol- 
lowed, with impromptu speeches called for from vari- 
ous executives, on far-fetched and amusing subjects 
allotted by General Manager Cahill. 

The entire line of pencils, leads, erasers, desk pads, 
knives, files, leather goods and Post-A-Lett pocket 
scales, was carefully and thoroughly reviewed; and 
plans were perfected for close co-operation with dis- 
tributors, jobbers, dealers and specialty salesmen. 

- 

TWIN CITY STATIONERS’ GOLF TOURNAMENT 

As this issue goes to press the Fifth Annual Golf 
Tournament of the Twin City Stationers and the 
Northwest Travelers’ Club is being held Friday, August 
6 at the South View Country Club, South St. Paul, 
Minn. A detailed report with pictures will be presented 
in the September issue. 


ABOVE IS A GROUP OF EMPLOYEES OF L. C. 
PINS THIS YEAR. 


INSET SHOWS PRESIDENT HURLBUT W. 


INDIANAPOLIS STATIONERS ELECT OFFICERS 

At a recent meeting of the Stationers Club of In- 
dianapolis the following officers were elected for the 
coming year: 

President, Harry A. Shockley, Bramwood Press; First 
vice-president, C. W. Harris, Hiller Office Supply Com- 
pany; Second vice-president, Harold A. Norris, Levey 
Printing Company; Secretary, W. B. Brass, W. Brass 
and Associates; Treasurer, Albert Snyder, Stewart's, 
Inc. 

A novel plan inaugurated by the organization as a 
means of securing large attendance at The National 
Stationers Association convention in Chicago next 
month. This includes paying the registration fee for 
one representative from each firm belonging to the 
local organization. 

——— 


SMITH-CORONA HONORS 108 EMPLOYES 


At the annual field day of the employes of L. C. 
Smith & Corona Typewriters, Inc., held at Enna Jettick 
Park, Owasco Lake, Auburn, N. Y., Saturday, June 19, 
President Hurlbut W. Smith distributed service tokens 
in the form of gold pins to 108 employes who have 
been with the company from fifteen to thirty years 
and over. Last year a similar distribution of pins was 
made to over 500 veteran employes with a minimum 
of fifteen years service. 

Employes and their families to the number of about 
6000 were present from the Syracuse, Groton, Cortland 
and Geneva plants. Of the 108 receiving service pins, 
there were thirty-three who did not get them last 
year. The others who received them this year were 
those who moved up into the older service ranks. The 
employes who received tokens were divided into fifteen, 
twenty, twenty-five and thirty years and over, groups. 
Each employe ascended a platform and received the 
pin from President Smith. On the platform besides 
Mr. Smith, were seated other executives of the com- 
pany. Music was furnished by the Groton High school 
band, sectional champions at Ilion 1937. 





SMITH & CORONA TYPEWRITERS, INC. WHO WERE PRESENTED WITH SERVICE 
SMITH PRESENTING THE SERVICE PINS TO HIS EMPLOYEES. 
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Playtime for G.F.!—Here are shown happy men, women and children 
who participated in the annual picnic of the General Fireproofing 
Company. It needs only a glance to see that everyone present had 
a splendid day of fun and frolic. (Top) President Brainard shoots 
a photograph of some of his executives. (Top, center) Three husky 
young men with their hands behind them who worked wonders in 
demolishing three equally husky pies in a mirthful pie-eating con- 
test. (Lower, center) Seven little youngsters—children of G.F. em- 
ployes—who found a generous portion of their giant suckers still 
adhering to the stick when they got home that night. (Lower) Five 
girls in sun hats which were presented to the lady pinickers. 


GF HOST TO 10,000 AT PICNIC 


With a large group of officials and employes coming 
out for a day of fun and frolick which did not reach 
a close until dusk, the annual picnic of the General 
Fireproofing Company was held on Saturday, July 31. 

From early morning groups began arriving, to be met 
by a welcoming committee who presented all men em- 
ployes of the company with hats of the Frank Buck 
type with which to ward off the sun. The ladies had 
no reason to feel Old Sol either, for they too were pro- 
vided with large sun hats. Before the big day was half 
over it was estimated that between nine and ten 
thousand people, including employes and their families 
were in the picnic grounds participating in the general 
good times. 

The executives were there, too. Headed by Presi- 
dent Brainard, who enjoyed his share of the good time 
in attempting to take photographs of everyone present, 
this group included R. M. Bell, secretary and treasurer; 
Walter Bender, vice-president in charge of operations; 
George R. Farrell, vice-president in charge of pur- 
chases and general picnic chairman, and L. B. Mc- 
Carthy, plant superintendent. 

Large quantities of food, games, races, and more 
food were the highlights of the day, and it was a tired 
but happy crowd that piled back into automobiles for 
the trip home when the day came to an end. 

The task of looking out for and entertaining the vast 
throng, which was equal in size to many an inland and 
coast community, went forward without a hitch and 
those who, as members of the committee of the ar- 
rangements engineered the splendid affair, won un- 
stinted praise from officials and employes alike for the 
excellent success which met their efforts. 

——_— oe 
MICHIGAN STATIONERS MEET 

With a record attendance and a number of promi- 
nent guests present, the regular monthly meeting of 
the Stationers Club of Michigan was held at the Park 
American Hotel in Kalamazoo, Mich., last month. 

The visitors who were introduced by President C. W. 
Seely were: George Dashner, G. E. Engelen, G. O. 
Stevens, Chicago; Harold Hawkins, Milwaukee; Ken- 
neth Boyer, Toledo; Oscar Modene, Chicago. 

Mr. Boyer who is president-elect of the Fifth District 
gave an interesting talk relative to the advantages of 
having state and regional associations for the benefit 
of all stationers, while Mr. Hawkins spoke at length 
upon the improvement of Florida stationery business 
brought about by state legislation controling chain 
store competition. 

While the meeting was in progress, President Seely 
produced a cablegram from Charles P. Garvin, general 
manager of The National Stationers Association, at- 
tended the convention of the Stationers Association 
of Great Britain and Ireland, is at present in England 
attending the British Stationers Convention. The ca- 
blegram read: 

“My trip to annual convention of British Stationers 
convinces me that we are on the right track in our 
country and that we have reason to be proud of the 
work being done by our National and Local Associa- 
tions. Please accept our good wishes for a successful 








meeting and Le assured of our desire to cooperate.” 

Before the meeting came to an end, the members 
were addressed by Harry Balch, Quality Park Envelope 
Company, who told of the aims of the Wis-Ill Club 
and said that the organization was considering hold- 
ing a sales rally in Detroit sometime this month. 


—-« 
SHEPPARD EMPLOYEES HOLD ANNUAL OUTING 


The 37th annual outing of employees of the C. E. 
Sheppard Company, manufacturers of Cesco products, 
Long Island City, N. Y., was held on Saturday, June 25, 
at Venetian Shores, Lindenhurst, Long Island. More 
than 200 employees, their families and friends at- 
tended the big outing. Four buses and numerous pri- 
vate cars were pressed into service to transport the 
merrymakers to the picnic grounds, where a breakfast 
preceded athletic events, swimming and dancing. Al- 
though every minute of the day reflected the happi- 
ness of the picnickers, the big event of the day came 
during the noon dinner when C. E. Sheppard, presi- 
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while ball throwing and other games were arranged 
for the boys and girls. 

The afternoon was devoted to a baseball game, danc- 
ing, swimming and boating which came to an adjourn- 
ment for dinner at six o’clock. Following the splendid 
meal, the picnickers again returned to the dance floor 
until 8:30 when the buses and automobiles returned 
the tired but happy crowd to Long Island City. 

SS ee 
N. ¥. STATIONERS GOLF STANDINGS 

At the end of its sixth tournament of the season, 
which was played at the Mountain Ridge Country 
Club, West Caldwell, N. J., with Julius Kahn as host, 
the standing of the members of the N. Y. Stationers 
Golf Association was as follows: 

Class A: Davies, 16.50; R. Weissenborn, 13; A. Ficks, 
8.50; L. McCready, 4.50; W. Hueglin, 4; J. Kahn, 4; W. 
Evans, 3; G. Fairchild, 3; K. Tiebel, 2.50; T. Rudel, 1. 

Class B: J. Bell, 10; H. Bowman, 9; E. Geehring, 8; 
E. MacIntyre, 7; H. Price, 5; R. Ballenger, 5; W. 





THIS HAPPY CROWD ENJOYED SHEPPARD OUTING 


dent of the company, announced a general 10 per cent 
increase in salary and the establishment of the five 
day week. Cheers long and loud greeted the an- 
nouncement which was but a continuation of a state- 
ment of Mr. Sheppard's printed on the outing program 
which read in part as follows: 

“At this time I feel that I would like to say a word 
of thanks for the fine codperation which you have 
shown throughout the year. For your fine spirit of 
loyalty and devotion I attribute, in no small measure, 
the splendid progress which we have made in the fiscal 
year just drawing to a close. We can truly say that the 
depression is a thing of the past. With such continued 
spirit of codperation we can look forward to individual 
and collective advancement. May the coming year 
bring greater success and happiness to us all.” 

Sporting events were arranged for everyone of the 
visitors. For the ladies there was a fifty yard dash, 
potato race, baseball throwing and horseshoe throw- 
ing. For the men there was a one hundred yard dash, 
horseshoe throwing, sack race and a three legged race, 


Whittemore, 5; H. Yager, 4; E. Payne, 3; H. Levy, 2; 
H. Barnett, 1; L. Messina, 1. 

The seventh tournament was scheduled to be played 
on July 29, at the Ridgewood Country Club, Ridgewood, 
N. J., where Herman Price was host. 

sccneiccneelaplaiiiitgit lacunae 
SOUTHERN CALIFORNIA STATIONERS OUTING 
By Hobart W. Martin 

The Stationers Association of Southern California 
on Thursday, July 29, put across a golf tournament and 
entertainment at the Rancho Golf and Country Club, 
10,100 West Pico boulevard, Los Angeles, which in many 
ways surpassed anything which has gone before. The 
foursomes started a little before noon, and continued 
until there were forty-nine players on the links, with 
a liberal number of interested but non-playing specta- 
tors. The bone of contention was a handsome silver 
trophy presented to the association by Al. C. Davidson 
of the Los Angeles Rubber Stamp Company. It will be 
held by the winner—Monty Livermore, who must de- 
fend it at the next general tournament against all 
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. In which Cari Grimes nearly lost the right hand position. 
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STATIONER GOLFERS AT RANCHO GOLF CLUB, LOS ANGELES 


. Messrs. Willoughby, Jack Abbot, Al. Davidson and O. H. 
Davison. 
. Left to right: Strother McGinnis, Rufus Vezerian, Al. Bailey 


and Ed. Leppec. 
Left to 
Larry Garrity, Philo Holland and Carl 


right: A. A. Ernst, 


Grimes. 


. Not high tide nor an explosion—merely a light leak. Ted Corcoran, 


Art Stables, Blake Lockard, secretary, and R. L. Smith. 


. Ernest Wallace, manufacturers’ representative and Pacific Coast 


enthusiast. 


. Harry A. Morgan, president, Southern California Stationers; gen- 


eral chairman golf tournament; 
tioners Association. 


twice president National Sta- 


. Al. Davidson, committeeman. He donated the trophy. 
. Handsome trophy, thus inscribed: ‘‘Al. C. Davidson's Low Net 
Trophy. presented to Stationers Association of Southern Cali- 


fornia.”’ 


9. 
10. 
11, 
12. 
13. 


14, 


15, 


16, 
17. 


Willis Palmer, committeeman. 

Omar Boyd, committeeman. 

Gordon Wallace, Southern California Stationers. 
usual straw—not a mortarboard or a tam. 
Threesome: H. Brunstein, Ralph Poor, MacGregor. 
Last named gentleman from Ventura. 

Harry Spurlock, National Blank Book Company, and Jos. A. 
Suman, West Coast Stationery and Printing Company. 

Mr. Fargo joins in the merriment: Left to right, seated: ‘‘Ted’’ 
Hughes, Charles R. Fargo, C. Moore and Ernest Thompson. 
Standing: Frank Hawley and O. Verket. 

Two pictures on the same film. The foursome was made up of 
Messrs. James Montgomery, Felskog, Thiem and M. F. Brewer. 
Superimposed is a likeness of the Davidson trophy, which would 
have been much better than the one elsewhere shown. 

Left to right: Ray Horton, Sam Warner, Mr. McEnerney, and 
Charles Conley. 

Tilted camera, not a quake: 
old Vesche and Dick Tyde. 


His hat is the 


and Dan 


Lonnie Creese, Verner Mvore, Har- 
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is a big, handsome cup on an 


The trophy 
ebony pedestal, and bears the inscription: “Al. C. 
Davidson's Low Net Trophy. Presented to Stationers 
Association of Southern California.” 

When the players had finished and washed up, din- 
ner was served in the club’s big dining room. The meal 
was excellent and ample, fit for the 150 hungry men 
who were present. The dinner was followed by a lively 
and frolicsome entertainment, with music and profes- 
sional dancing predominant. 

The following gentlemen had charge of the event, 
and men better equipped for effective publicity could 
not have been chosen: Harry Morgan, president, South- 
ern California Stationers Association, chairman of the 
committee, twice president, the National Stationers 
Association, and head of the Stationers Corporation of 
Los Angeles; Al. C. Davidson, Los Angeles Rubber 
Stamp Company; Willis Palmer, Boorum & Pease’ Pa- 
cific Coast representative, and O. E. Boyd. 

The writer was delighted to encounter Charles R. 
Fargo at the golf game. “I'll bet you don’t know me,” 
he said. “You lose,’ replied the reporter. “You're 
Charlie Fargo.” Then we figured up and concluded 
that it had been a full score of years since we had seen 
each other. The reporter does not pride himself on 
being able to fit names and faces. Harry Russell of 
Des Moines and Charles R. Fargo of Los Angeles now 
believe I’ve a capital memory. Sorry to shatter this 
belief. They are the only two men who have reason to 
entertain it. 

Much to the reporter’s regret the second photograph 
of an outgoing foursome failed—film totally black, 
otherwise we would have been able to show likenesses 
of Messrs. George Morgan, Willis Palmer, Bennett and 
Autry. Another photographic accident offered a queer 
jumble caused by taking two pictures on one film. 
Messrs. Montgomery, Brewer, Feltskog and Thiem suf- 
ferei a fate almost identical with that of the four gen- 
tlemen first named in this paragraph. 


comers. 
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INFORMAL SHOTS TAKEN AT THE RHODE ISLAND 
AND SOUTHERN MASSACHUSETTS OUTING AT 
THE HILLSGROVE COUNTRY CLUB.— 


1. Benny Agronick and Bud Spooner. 
2. Joe Strauss, Mrs. R. Freeman, J. Brooks, Mrs. 8. W. 


Agronick, J. Weiss, Mrs. C. Cummings, Mr. Mc- 
Namara. 

3. Mr. and Mrs. S. Weiss. 

4. Mr. Smith. 

5. Walter Dolliver and Mort Chute tossing a few 
horseshoes. 
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WIS-ILL CLUB HOLDS ANNUAL OUTING 


The annual golf outing of the Wis-Ill Club was held 
July 15 at the Itasca Country Club, Itasca, Ill. Approx- 
imately sixty, including dealers and manufacturers, at- 
tended. A brisk breeze nullified the effects of high 
reading on the thermometer. The course was as com- 
fortable as could be desired. 

The Wis-Ill Club silver trophy was won by the sta- 

; —— 
SOME MEMBERS AND VISITORS AT THE WIS-ILL CLUB OUTING 


1. Earl Schneider. Erle Steinbeck, 8S. K. Smith Company. 
Ralph Maneval, A. W. Faber, Inc.; Jim Clark, 8. 8S. Stafford, 
Inc.; Tom MacCorkindale, Just & Son; Dick Gingland, Ester- 
brook Steel Pen Manufacturing Company 








Ed. Mulvey, guest; Joseph Pritc ara, Pritchard Stationery 
Company. 
Clarence Erickson and F. B. Schneider, Diebold Safe & Lock 
Company. 


Front of Itasca Country Club. Putting green in foreground. 
Karl King, Office Engineers, South Bend; W. D. Comstock, G. J. 
Aigner Company. 

Charles Underwood, Fulton Specialty Company: Gordon Kickels, 

The Globe-Wernicke Company; Charles Consodine, Wallace Pen- 

cil Company; Leo Stein, Stein Bros. Mfg. Company 

. H. J. Eberle. William Pankonin, William Weber a Hy Linden 
of Ace Fastener Corporation. 

9. Charles Jones, L. Barkley Company; William Tynan, 8. S. 
Stafford, Inc.; Sam Sapoci, Reliable Stationery Company; Jim 
Clark, 8. 8S. Stafford, Inc. 

. Richard Vail, Vail Manufacturing Company. 

1l. George Herrmann, The Heyer Corporation; C. H. Carlson, 
Horder’s, Inc.; A. R. Skibbe, Associated Stationers Supply Com- 
pany; Ed. Shapiro, Horder’s, Inc. 

12. Lee Smith, Frederick Post Company; George Cormack, Wilson- 
Jones Company; Otto Buel, Workman Manufacturing Company; 
Bill King, H. Channon Company; W. L. Snelling, Horder’s, Inc.; 
R. J. Vojta, Frank Mashek Company. 

. G&G. O. Stevens, Stevens, Maloney & Company; Harry Calvin, 
Wilson-Jones Company; Ray Eichenlaub, Service Steel Products 
Company; E. E. Long, Horder’s, Inc.; William Boyd, Acco Prod- 
ucts, Inc.; Harry Balch, Quality Park Envelope Company; Rus- 
sell Carpenter, Sanford Manufacturing Company. 

14. O. T. Stahl, Dr. Scat Chemical Company; Tom Gillice, Rockwell- 
Barnes Company. 

15. Charles Underwood, Fulton Specialty Senger and Mrs. Under- 
wood, beside their traveling home parked beside the club house. 

16. G. J. Aigner, G. J. Aigner Company; E. R. Lund, Englewood 
Blue Print Company. 

17. A. Kutok, Chandler's, Ben Allen, 

Company. 

18. Bill Dalton, Bankers Box Company and Noesting Pin Ticket 
Company; P. J. Gilbert, Sears, Roebuck & Company; Herbert 
Walsh, Southworth Paper Company; Eric Behmer, Marshall- 
Jackson Company; Art Olsen, Cless Burras Stationery Company, 
Oak Park. 

19. J. L. Johnson and Irving Anderson of Chandler's. 
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Evanston; American Pencil 





GENERAL FIREPROOFING HONORS MUCKLEY AT TESTIMONIAL DINNER 


R. W. Muckley, manager of the New York branch of the General 
Fireproofing Company, is the guest of honor at this testimonial din- 
ner given in his honor and in recognition of his thirty years of service 
with the General Fireproofing Company. Many of the home office 
officials attended the dinner at which Mr. Muckley was presented 


with the customary gold watch given to all members of the General 

Fireproofing Company staff when they round out thirty years with 

the organization. Mr. Muckley was also the recipient of gifts be- 
stowed upon him by his own New York organization. 
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tioners and Karl King of South Bend, Ind., is its cus- 
todian for a year. In competition for the cup the trav- 
elers and the stationers had teams of ten men each. 
The total difference between the teams was only nine 
strokes. Mr. King received the cup on account of hav- 
ing the lowest score on his team. He also had the low- 
est score for the tournament. 

Itasca is the home club of Bennie Allen of American 
Pencil Company. The chairman of the golf committee 
was William Boyd of Acco Products, Inc. 

As may be seen from the accompanying pictures it 
was a record-breaking turnout and one of the best in 
the history of the club. On all sides was an appeal to 
the officers to repeat the performance. 
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WEST VIRGINIA DEALERS ORGANIZE 

West Virginia dealers of office supplies and equip- 
ment organized in Charleston at a recent meeting and 
elected Herman P. Dean president. 

The name chosen for the organization is the West 
Virginia Office Equipment Dealers Association. It is 
planned to have monthly meetings with the next one 
scheduled to be held in Clarksburg on September 10. 

Elected with Mr. Dean, who is president of the 
Standard Printing and Publishing Company of Hunt- 
ington, were the following: vice-president, H. B. Selby, 
Morgantown; treasurer, G. R. Phillips, Charleston; sec- 
retary, T. G. Kyle, Clarksburg. There are thirty deal- 
ers in the association —BB 








APPLIANCES 


OFFIC! 





THOSE WHO ATTENDED THE BANQUET FOR GLOBE-WERNICKE CO. SALESMEN. 


DICTAPHONE HOLDS TRANSCRIPTION CONTEST 

With nearly sixty girl contestants vieing for honors 
a transcription speed and accuracy contest was staged 
June 30 at the Charlotte, N. C.. Chamber of Commerce 
by the Dictaphone Sales Corporation. 

The contest was held from 5:00 to 10:00 P. M. in 
the afternoon and evening and fifty of the original 
sixty applicants participated in the test. 

Miss Mildred Reis of the Dictaphone New York 
office journeyed to Charlotte by airplane where she 
assisted L. C. Wohlbruck, manager of the local branch 
office, in conducting the event by timing the con- 
testants and compiling the figures. 

The winners of the event, and their transcribing 
rates were as follows: 

Miss Lelia Alexander, 324.46 net lines per hour; Miss 
Dixie Lee Brindley, 317.57 net lines per hour; Miss 
Catherine Black, 313.81 net lines per hour. 

On the evening of July 1, the Hon. Ben. E. Douglas, 
mayor of Charlotte, presented the prizes to the three 
winners. Those attending the presentation included 
the judging committee which consisted of Clarence 
Kuester, executive secretary of the Chamber of Com- 
merce, the chairman; Walter Cartier, superintendent 
of parks and recreation; Miss Elizabeth Conrad, state 
representative of the Business and Professional Wo- 
man’s Association; Paul Younts, postmaster of Char- 
lotte, and John Durham, city councilman. 
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SCENES OF THE RECENT DICTAPHONE TRANSCRIPTION CONTEST AT CHARLOTTE, N. C. 


Left: General view of the contestants and the onlooking ie. 
Right: The judges (L to R) Walter Cartier, Clarence ester 
JT. C. Wohlbruck, Dictaphone branch manager; Miss Elizabeth Con- 





GLOBE-WERNICKE SALES STAFF ATTEND DINNER 


Members of the Globe-Wernicke Co., sales staff and 
company executives were guests at a dinner held at 
the Queen City Club, Cincinnati, Tuesday evening, 
June 29. President J. S. Sprott and General Sales 
Manager H. C. Anderson gave interesting talks in 
which they complimented the sales organization on 
the fine showing made during the past year. 

The party was one of the entertainment features 
of a three-day sales convention attended by company 
representatives from all parts of the United States. 

In his remarks President Sprott said: 

“In view of the substantial improvement in our busi- 
ness and reports received from representatives and 
dealers we feel very optimistic about the outlook for 
increased sales during the coming fall and winter.” 

eediigieiinnnen 


NICHOL ADDRESSES FINDLAY KIWANIS CLUB 


Frederick W. Nichol, vice-president and general 
manager of the International Business Machines Cor- 
poration, recently spoke before the Kiwanis Club at 
Findlay, O., during that city’s fiftieth anniversary cele- 
bration of the discovery of gas and oil, on “Pioneering 
Today in Industry.” In his talk, among other things, 
Mr. Nichols said: “How can we put more people to 
work, pay higher wages, improve working conditions, 
and at the same time, do justice to our stockholders? 

(turn to page 143, please) 
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rad, Mayor Ben E. Douglas, Paul Younts, Charlotte postmaster; City 
City Councilman John Durham. Inset: Mayor Douglas presenting 
first prize to Miss Lelia Alexander. 
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The greatest work ever written 
on Ink and its Vehicles 

the results of forty-one years 
of research——is not for sale. 


It is the millions of 
legible, beautiful records, pro- 


duced since 1896 by 


PANAMA 
& BEAVER 


Carbon 
Papers 


* 


Ribbons 


* 


Inks, etc. 


Ask your Panama 
or Beaver man 


MANIFOLD SUPPLIES COMPANY 


Manufacturers of 


PANAMA and BEAVER | 
BROOKLYN, N. Y. 


188 THIRD AVENUE * 
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TOY WHOLESALERS CONSOLIDATE WITH 
WHOLESALE STATIONERS 

A merger of two prominent trade associations in the 
distribution field has recently been consummated 
which will result in making the Wholesale Stationers 
Association of the U. S. A. and the former Toy Whole- 
salers Association of America, Inc., one organization. 
Henceforth the toy organizations will be known as the 
Wholesale Toy Division of the Wholesale Stationers 
Association. 

Simon Rubin of Schramz and Bieber Company, New 
York, formerly president of the Toy Association has 
been elected to serve as fourth vice-president of the 
Wholesale Stationers Association, representing the Toy 
Division. Directors who will serve on the Board of 
Control, representing the Toy Wholesalers are: Mr. 
Rubin; Irving Fink, Aywon Toy and Novelty Corpora- 
tion, New York; and Charles Sommers of G. Sommers 
& Company, St. Paul, Minn. 


OEE 






ah 


LIBERTY TEST BOX IN WINDOW DISPLAYS. — Bankers Box 
Company, 536 South Clark street, Chicago, have received many 
requests for the use of the Liberty test box which completed a 
few weeks ago a transcontinental journey of 20,000 miles to test 
its durability under severe usage. he experiment awakened wide 
spread interest and many dealers have requested the use of the 
box for window display purposes. In the picture above, Horder’'s 
stationery stores in Chicago displayed the box in connection with 
Liberty boxes and other mid-year transfer season supplies. The 
box will be released to other dealers in the near future. 


o—- }3~— 
STEIN BROS. EXPANDING AND INCREASING 
SALES FORCE 

E. R. Manning, sales manager of Stein Bros. Man- 
ufacturing Company of Chicago, has just completed 
rearranging sales territories to increase the presenta- 
tion of the Stein line throughout the country. 

In addition to this, Mr. Manning and Leo Stein 
have redesigned the entire Stebco line and will present 
a group of radical improvements and innovations at 
the National Luggage Show, Pennsylvania Hotel, New 
York City, the week of August 23, and at The National 
Stationers Convention, Palmer House, Chicago, Sep- 
tember 26. Many new styles of cases and three radi- 
cally new leathers will be shown for the first time at 
the show. 

Because of the new factory, new policies and many 
new items in the line, Mr. Leo Stain and Mr. Manning 
have decided to spend several weeks visiting the major 
cities throughout the East and Middle West with the 
following salesmen who will be covering their respec- 
tive territories—Messrs. Eaton, Chase, Oder, E. J. Ferry, 













The ONLY portable 
with the 
“FLOATING SHIFT" 
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LC SMITH & CORONA TYPEWRITERS INC | 
Desk 8, 191 ALMOND ST., SYRACUSE, N.Y. 3 
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GF Metal Desks Matched to 
the Duties o Each Employee 
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? i, Lnteresting and d Vit tal to the Modern Executive 
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Most anything will serve as a desk 
but a Duty-Matched GF metal desk 
will get the work out faster and 
better. As a dealer you know this to 
be a fact. Why not tell your pros- 
pects about it—they'll listen because 
it will pay them in dollars and cents 
in their business. 


Tell them about specialized desks 
adapted to the specific jobs of their 


offices, desks that are of steel, desks 
built to last a life time, rugged, mod- 
ern in appearance, desks adapted 
to the job without costly effort to 
adapt the job to the desk—these are 
things that will interest every mod- 
erm business executive. 


It's a story worth telling —a story 
that will bring you profit and in- 
creased business. 


THE GENERAL FIREPROOFING COMPANY 


Youngstown, Ohio 


METAL BUSINESS EQUIPMENT 

ALUMINUM CHAIRS + STEEL DESKS + TABLES + FILING 
EQUIPMENT + SUPPLIES » SAFES + STORAGE CABINETS 
STEEL SHELVING + SPECIAL BUILT TO ORDER EQUIPMENT 
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Otis Ferry, Golub, Whitney, Riedinger, Ricketts, Sulli- 
van, Halper, Wells, Davis, Saltzman, and Cohen. 

Visitors to the new Stein factory at 231 South Green 
Street, Chicago, have been very much interested in 
seeing what they say is the first intelligently laid out 
sample room for zipper portfolios and similar mer- 
chandise, and many of them have requested plans of 
some of the units in order to display this type of 
merchandise better in their own stores in order to 
increase sales. 

A promotion on STEBCO school and student cases 
has brought the attention of many luggage buyers to 
this large market, and many of them are planning 
window displays showing ring binders, portfolios and 
student cases beginning August 15. It has been called 
to the attention of these dealers in an advertisement 
in this issue that 20,000,000 students go back to school 
next month, and this is a potential market that should 
not be overlooked. 
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THEY SELL STAPLERS.—Here are 
two new window and counter displays 
recently made available to dealers by 
Neva-Clog Products, Inc., Bridgeport, 
Conn. The upper display is listed as 
the No. 8-37 while the lower is the 
P-37. Dealers interested should write 
to the Neva-Clog Products, Inc., home 
offices. 


— —-—_—___ 
OAKVILLE ABSORBS OWL CLIP 

In a bulletin issued recently by officials of the Oak- 
ville Company, the following statement was made to 
the trade: 

“The good-will and assets of the Autoyre Company’s 
Owl clip business has been acquired by the Oakville 
Company, Division Scovill Manufacturing Company, 
Waterbury, Conn. 

“Any communications regarding Owl clips should be 
addressed to them in the future. 

“Owl clips will now be sold to the trade in conjunc- 
tion with the Oakville Yellow Box line of clips, paper 


fasteners, thumb tacks, etc., through regular Oakville | 


representatives.” 


115 Worth St. 


The PREMIER NOISELESS is beyond the 
shadow of a doubt the most beautiful and 
one of the greatest typewriter values ever 
offered. It sells on sight not only because of 
the attractive price for such a swell look- 
ing job but also because it provides the 
much wanted noiseless advantages. 


The Premier Noiseless is the finest rebuilt 
job in the industry, completely rejuvenated 
in the original factory. It rivals new ma- 
chine looks and performance. Note the 
new concave black keys with white letters 
and the deep chrome finish of the rings. 


And see that top plate and comb finished 
in the popular, rich looking crackle. The 
black nickel of the carriage adds another 
popular touch. 


You'll agree that the Premier Noiseless is 
a sure winner. It has everything. And the 
price tag will delight you and your cus- 
tomers. 


PROMPT DELIVERY ORDER NOW 


Est. 1880 


16 Convenient Branches 


Q7 


TWINS 





PREMIER NOISELESS 
No. 6 FACTORY REBUILT 


AMERICAN WRITING MACHINE CO. 


New York, N. Y. 
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An advertisement from 
the Saturday Evening Post 
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PRINTS AND ADDRESSES 
Penny Postal Cards 


Its double function makes this the fastest, 
lowest cost advertising machine on the 
market! It prints your advertising message 
on one side of a penny postal card and 
an address on the other. You eliminate 
the expense of card stock,envelopes, stamp- 
ing, folding, inserting, sealing, printers’ 
bills, hand addressing, and electrotypes. 
Read the actual experiences (in 47 differ- 
ent lines of business) of some of the 12,000 
users now employing Postalgram advertis- 
ing with great success. Mail the coupon, 
attached to your business letterhead, for 
the 60 page 
Cardvertiser 


book. 








F.0.8. Cambridge, Mass. 
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ELLIOTT ADDRESSING MACHINE CO. 
143 Albony Street, Combridge, Mass 

[) Send me your booklet about Cardvertising. 
Give me a demonstration of the Cardvertiser. 
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Business Address__ 
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TEXAS TRADE ACTIVITIES 

Victor Adding Machine Company has established a 
branch office in San Antonio and has transferred J. M. 
Davis from Dallas to act as branch manager. Offices 
are at 308 Travis building. 

W. T. Haskell, a veteran with 15 years experience 
in business machine service work, is in charge of the 
service division. 

The new branch will have charge of sales and service 
in San Antonio and Southwest Texas. Jack C. Kearn, 
Dallas, divisional sales manager, who was in San An- 
tonio assisting in the opening of the new branch, spoke 
highly of the city and opportunities for business. 

“The improvement in business conditions, the in- 
creasing activity in the Rio Grande Valley district, and 
the fact that more firms are turning to Victor, has 
moved us to establish a branch in San Antonio in order 
that we may give more direct attention to the work 
in this territory. We anticipate some very good busi- 
ness from this city, and are making our plans accord- 
ingly,” he said. 

* 7 * 

W. B. Meador, salesman in the Dallas branch of the 
Victor Adding Machines Company, has been trans- 
ferred to Houston, where he will have a similar posi- 
tion with the branch there. 

* > . 

J. S. Shafer, 107 South First street, Angelina, has 
been appointed new agent for Victor in that com- 
munity. 

> . 7 

The Barrow Typewriter Company of Austin closed 
an attractive order for fifty of the Corona Sterling 
portable typewriters for the State Liquor Control Board 
of that city. 

* * > 

Miss Mary McCoy, formerly of the Dallas branch of 
L. C. Smith & Corona Typwriters Inc., has been trans- 
ferred to San Antonio, where she is now secretary to 
E. P. Haye, newly appointed branch manager for this 
firm here. Also transferred to San Antonio from 
Dallas, is H. B. Williams, city salesman. 

Armond A. Wietzel has been named shop supervisor 
for the San Antonio branch, and Milton E. Huedele, 
outside service man. 

Mr. Haye, who has been associated with the company 
since 1928, has enjoyed a fine increase in business, 
and his promotion to manager of the newly-estab- 
lished branch in San Antonio is one that has been 
earned and is well deserved. 

Among Mr. Haye’s recent achievements was the sale 
of twenty-five new L. C. Smith typewriters to the San 
Antonio School Board, for use in the Horace Mann 
junior high school. 

* . * 

Mrs. Mamie Oppert, who has been employed by the 
Paul Anderson Company for the past twenty years, 
is enjoying a well-earned vacation, motoring to At- 
lanta, Ga. William F. McBrearty, city salesman for 
this firm, is spending his vacation along the banks 
of the Guadalupe River, and should have some good 
fish stories on his return. 

o- > * 

Employes of The Clegg Company attended the an- 
nual picnic given by the firm in Leon Park recently. 
Approximately 240 employes, members of their families, 
and invited guests, were present. A baseball game, 
races and contests for the children, music and other 
entertainment and recreation made up the program. 


* * * 


Bill Pickering, of Eberhard Faber, was in the city 
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MORE PROFIT FOR 
SHEAFFER DEALERS! 


School opening, fall and Christmas fountain pen profits will 
go to dealers featuring America’s quality pen line that is 
nationally advertised most effectively on continuous year- 
round four-color inside front cover and back cover space. 





Sheaffer brings you the most resounding fall and winter cam- 
paign in years; THIS WEEK! SATURDAY EVENING POST! 
AMERICAN WEEKLY! LIFE! NATIONAL GEOGRAPHIC! 
ESQUIRE! RED BOOK! COLLEGE HUMOR! VOGUE! TOWN 
& COUNTRY! ARGOSY! and 16 others! All inside front 
covers and back covers! PLUS MORE THAN 250 METRO- 
POLITAN AND COLLEGE NEWSPAPERS, many in coloroto. 
Why not join up with the highest unit-of-sale quality pen in 
America ? 


Why notincrease your volume of business—and profit—with 
the same number of sales, because you increase your aver- 
age unit-of-sale? You can readily prove in your own store 
that it is as easy, in many, many cases to sell a Lifetime 
as to sell cheaper pens. Show and demonstrate Sheaffer’s 
Lifetime pens to EVERY customer. 


Sheaffer leads in dollar volume in the United States. 
Sheaffer’s dealer policies are a distinct advantage to every 
dealer featuring the Sheaffer line. 

With Sheaffer you offer your customer the best value for 
the money in every case. 


JOIN THE PROFIT RANKS NOW! 


SHEAFFERS 


W. A. Sheaffer Pen Co. Fort Madison, I 
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POPULAR 


“The Right Chair at the Right Price” 


A JASPER CHAIR COMPANY product 


Built on the solid foundation of quality 
materials—genuine American walnut, gen- 
uine leathers, Top Grain, Moorish Grain, 
\ealskin, ete., in full variety of colors and 
attractive designs—constructed for a life- 
time of constant service, Jasper Chair 
Company chairs have rightfully earned 
their place and preferment. 





Office furniture expresses personality, al- No. 846 Solid American Walnut 
most as definitely as clothing and other 
personal equipage, and its expression is 
recognized by business men generally. 
Because the Jasper Chair Company line 
offers designs expressive of vital, dominat- 
ing personality (at the same time kept in 
the moderate price brackets) it is in 
steadily growing demand wherever intro- 


duced. 


Many advance indications point to a busy 
fall and winter season. To every office 
equipment dealer now considering uphol- 
stered furniture, we suggest a display of 
several Jasper Chair Company numbers. 


Our new catalog will come from the press 
soon—watch for announcement. 











No. 847 Solid American Walnut 


JASPER CHAIR COMPANY 


JASPER, INDIANA 





REPRESENTATIVES 
GEO. A. LITCHFIELD E. W. THOMAS (Southwest S. H. MacDONALD (West 
Sales Mer Daytona Beach, Fla 521 Lloyd Bldg., Seattle 
JAMES 8S. FOWLS (Southern) W.H. BROWN (Chicago-Midwest 
KR. J. FREEMAN (Eastern $414 Euclid Heights Blvd 6708 Glenwood Ave., Chicago 


505 Fifth Ave., New York Cleveland, Ohio (Phone Rogers Pk. 3644) 
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this month calling on the trade. This will be his last 
trip before vacationing with his family on a motor trip 
through West Texas and New Mexico. 

* * * 

L. H. McDaniel, manufacturer’s representative, who 
has his offices in Fort Worth, and travels this territory, 
was another of the travelers to visit San Antonio this 
month. Mac had his family with him, and they were 
on their way to Corpus Christi and the Texas coast 
where they will spend a few w2eks. 

* » * 

The Fulton Stationery Company of Houston has en- 
larged its store and added a complete line of office 
furniture and business equipment, including Globe- 
Wernicke filing cabinets, Clemco desks and Milwaukee 
chairs. Gordon Baines is manager of this department. 

* * - 

The Fort Worth Office Supply Company recently 
moved to its new headquarters in the 1700 block of 
Throckmorton street, and has added a line of Brown- 
Morse filing cabinets and Indiana desks to the stock. 

* a - 

J. H. Keenan, formerly with The Jinner & Miller 
Publishing Company of Dallas, has joined the staff of 
Maverick-Clarke Litho Company of San Antonio as 
estimator. 

Al Eiseman of the latter firm has instituted a school 
to educate the inside store personnel on business forms, 
supplies, etc. Weekly classes are held at which the 
entire evening is given over to a study and discussion 
of some important business equipment item. The first 
week loose leaf binders and equipment were studied. 

7 * 7 

Members of the Maverick-Clarke Booster’s Club held 
a dance on the roof of the Elks Club, Saturday night, 
July 17. Music was furnished for dancing by a popular 
local orchestra, and refreshments served. Approxi- 
mately 200 were in attendance. Mrs. Ruby Teller was 
chairman of the committee in charge of the arrange- 
ments. 

» * * 

J. Andrew Smith Company has been appointed dis- 
tributors in San Antonio and South Texas for The 
Schwab Safe Company, manufacturers of safes, steel 
filing cabinets and similar equipment. This firm is also 
setting up a rug, carpet and drapery department in 
connection with its business equipment, Mr. Smith de- 
claring that, through this arrangement, it will be pos- 
sible to completely furnish and equip a business office, 
or group of offices, so that furnishings and equipment 
harmonize. 

* * * 

J. Andrew Smith was elected president of the San 
Antonio Association for the Blind at a recent meeting 
of this organization. Mr. Smith has always been active 
in local civic bodies, being a past secretary of the 
Lion’s Club. 

+ * 7 

A meeting of the San Antonio Stationers Association 
was held this month with Ross Seibert of The Clegg 
Company, president, presiding. A general discussion 
of current problems was held. Plans are under way 
for holding monthly meetings, with representatives of 
each firm holding membership, in attendance.—BCR 

—_— —-- 

PARKER BOOKLET TELLS HOW TO INCREASE 

SALES 

“How to Make More Sales at the Pen Counter” is the 
subject of a new twenty-two page booklet recently pub- 
lished by the Parker Pen Company of Janesville, Wis. 
This booklet is especially written for retailers and their 
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‘Here’s more dollar 
for dollar corrugat- 
ed board file value 


than ever offered 
bepave .. .«:..4eF 


SIX ROLLERS 





SLIDING SUSPENSION 


AUTOMATIC STOP 


‘Ohe 


UPER- 
PRONTO 


Super-Pronto files are equipped with our new patented 
frame construction (Patent No. 2,061,485). 


* It has an automatic stop. . 


7 


It has a sliding suspension 
It has an all steel back .. 


It has 6 rollers......... 


* 


* 


PAT. NOS. 2012857-2061485 


PRONTO FILE CORPORATION 


636 BROADWAY, NEW YORK, N. Y. 
SA TT TR A ALTE 
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- FASTEN THINGS TOGETHER’, 





MODEL J-30 STAPLING PLIER, $3.50 


A light weight portable stapling machine—2 inch 
For office or light production. 


depth 





MODEL S-100 STAPLING PLIER, $4.50 


production stapling machine using a medium 
Ideal for general stapling requirements for 
Staples up to 40 sheets. 


4 portable 
weight staple 
offices and factories 





MODEL B-100 STAPLING PLIER, $5.00 


avy-duty machine using a heavier flat wire staple. 
such as boxes, cardboard, et« 


A he For 


tough materials 








\> NEVACLOG P RODUCTS, Inc. </ 


BRIDGEPORT, CONN. 


| 
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sales people, and is based on the methods and expe- 
riences of some of the country’s star salesmen and 
saleswomen. 

Among other subjects, the booklet tells how to open 
the sale, explains the most important steps in making a 
sale; suggests three easy ways to add to the daily sales 
total and gives valuable suggestions for increasing the 
unit of sale. 

Retailers or salesmen and saleswomen may obtain a 
copy of the booklet from a Parker representative or by 
writing to the Parker Pen Company giving their name 
and home address. 


i .0R! 


BOSWORTH. PRINTING CO. 
UNDERWOOD TYPEWRITERS 


7 


- 
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TRICK PHOTOGRAPHY! — This photo- 
graph, originally intended to be merely 
a view of the windows of the A. L. Seely 
Company, Albany, Ga., took in a lot more 
territory than was ‘. > intended. 
Due to the fact that the snapshot was 
made in the day time, the glass of the 
window reflected the building across the 
street from the Seely establishment. 


— et 


DOUGLAS FEATURES GUESSING CONTEST 

A guessing contest involving an outdoor advertising 
action sign, and the actual distance traveled in three 
months by a turning wheel is a new promotion by 
H. Dorsey Douglas, stationers, office outfitters, 123 
West First street, Oklahoma City. The purpose of the 
contest is to more firmly establish in the public con- 
sciousness the firm’s business location. 

The sign itself, featuring a “president of the board” 
in 1876, riding to his office via velocipede, is located 
at Tenth street and Robinson avenue, a point past 
which much city traffic flows daily. Erected about a 
year ago, the sign attracted much public attention 
and has assisted in establishing the company name. 
Originally it presented the contrast between the bus- 
iness man of 1876 and a modern business man pic- 
tured sitting in his modern, well-furnished office. 
Later, the “president of the board” was taken off his 
wheel, to thoughtfully contemplate the progress of 
today. Now he is tirelessly peddling once more with a 
meter attached to the large wheel of his conveyance 
recording the distance he will travel between June 1 
through August 31. It all came about this way, ac- 
cording to Charles C. McDaniel, office manager for 
the Douglas firm. 

“When we took our man off his velocipede, many 
customers asked the reason for his enforced rest, of- 
fering comments and questions which proved the pop- 
ularity of our advertisement,” Mr. McDaniel said. 
“Finally conjecture turned to the actual mileage he 
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™ — TRI-GUARD 
FILING 
CABINETS 


v-CUT POCKET 
TRI-GUARD 
suppoRT 


SWAY CHECK 


Tri-Guard Files 


Tri-Guard files provide quick filing 
... fast finding . . . better visibility 

.. greater accuracy. . . increased 
efficiency—all with less work and 
expense. 


~~ 


Angular Celluloid Tab Guides 


Tabs are set at the easy-reading 
angle of 45°—easy to find, easy to 


read. Inserts are removable. 


Safeguard Filing Plan 


This system provides ‘the safest, 
simplest, easiest and best way of 
filing and finding . . . the result of 
many years’ experience in solving 
filing problems. 









a ticke 





Globe 








Service 












INCREASE YOUR BUSINESS BY SELLING 
G/W OFFICE EQUIPMENT AND SUPPLIES 


Steel and Wood Offic« 
and Wood Equipment for Librar 
atrioners’ Products; Storag and Visible R rd} 
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Globe-Wernicke Advance 
steel desks, Tri - Guard 
files and other business 
equipment were selected 
for the general offices of 
United Air Lines to speed 
up the numerous daily 
transactions necessary for 
the successful conduct of 
this great transportation 
system. 

































Sell your customers dependable, efficient Globe-Wernicke 
office equipment and stationers’ goods—the most complete 
line available from one source of supply. Many of these 
products are in a class by themselves with distinctive, 
exclusive features. These modern office accessories keep 
business routine operating smoothly, increase efficiency, 
save time and money. 


Go ahead with Globe-Wernicke—the company with an 
established policy of selling through dealers. For more 
than fifty years we have been building a reputation for 
quality merchandise, sound values and fair dealing. Globe- 
Wernicke products and policies are dependable. 


Write for catalog, prices and terms of our proposition which 
offers a road to business success free from unsound prac- 
tices and unfair competition. 


Globe-Wernicke 


Cincinnati, Ohio 









MAKERS OF OVER 4000 ITEMS NEEDED IN OFFICES 
Furniture, Filing Equipment, Bookcases, Partit pe 
School und I bli Buil | neg I 
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agen the best Seller 


“How to Make Sales and Win Customers’ 





Yes. indeed ..... 


Champion Clasp Envelopes 


are something ‘Extra’ .. . 
worth shouting about.... 


Because they create EXTRA sales through profitable new accounts 
and maximum repeat orders from your regular customers ... . . 


Durably constructed with well-gummed deep flaps and seams that 
will not break open. 


[= ee | Built to give unexcelled service in protecting 
af heavy mail. . . catalogues . . . booklets. 
< PF) 
gem | 
ee S74 Quality Park Envelope Co. 


\ 11-116 Merchandise Mart 


Factory at St. Paul 
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might make. So the idea for our contest came from 
our customers.” 

It is purely a guessing contest, open to all except em- 
ployees of H. Dorsey Douglas and the General Out- 
door Advertising Company, which erected the sign. En- 
trants may submit as many estimates as they choose, 
the last submitted to be considered official. Partici- 
pants must register at the company’s office, thus ef- 
fecting the purpose of the promotion—to establish 
the location in the minds of as many persons as pos- 
sible. 

Contest regulations forbid tampering with the wheel, 
declaring anyone doing so, automatically disqualified. 
It is also set forth as unlawful to submit estimates by 
mail after having registered; entries must be made at 
the office. Rules are set out on the back of entry 
blanks in legal form with space at the bottom for 
entrant’s signature. On the reverse side, space is pro- 
vided for home and office addresses, both phones, age, 
occupation; and if a minor, name of parents or 
guardian; the estimated mileage the man will pedal, 
and the signature. 

It is pointed out contestants should take into con- 
sideration as one of the hazards, times when the 
wheel may not run, if temporarily out of commission, 
or the like. 

“It is creating quite a bit of interest, and we believe 
we are accomplishing our purpose in this activity,” 
Mr. McDaniel declared.—_EVH 


————o = Oe __ 


DAY JOINS COMMERCIAL COMPANY 
Charles L. Day, who was out of the field for a con- 
siderable time, has recently re-entered the industry 
by joining the Commercial Furniture Company of Chi- 
cago as a sales representative. 


Mr. Day, who will also represent the Colonial Chair | 








CHARLES L. DAY 


Company, has been assigned a territory covering Mis- 
souri, Nebraska, Kansas, Iowa, North and South 
Dakotas, Minnesota, Wisconsin and Illinois except 
Chicago. 


The many friends of Mr. Day will be glad to welcome | 


him back into the fold and expect to hear great things 
of him when he buckles down to covering his new 
district. 

oe 


RUTHERFORD RETURNS FROM LONG AUTO TRIP | 


Gus Rutherford, of the Rutherford Duplicator Com- 


pany, distributors of Niagara Duplicators in South | 


Texas, has just returned from a five week automobile 
trip through the west. He visited other Niagara dealers 
in western states and spent several more days at the 
Niagara Duplicator Company home office in San Fran- 
cisco. 
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PROSPER 





We’re inviting dealers everywhere to prosper 
with STURGIS POSTURE CHAIRS. There is 
a model for every requirement. STURGIS 
POSTURE CHAIRS provide ECONOMY, 
COMFORT, BEAUTY and STYLE, and other 
features that clinch sales for you. 


Be prepared to take advantage of the benefits 
the STURGIS line offers. These modern, con- 
venient, form-fitting, posture-moulding chairs 
will pyramid your sales to a new high. 


\* Easy Quick Adjustments 
(without tools or keys) 


* Positive Permanent Adjust- 
ments 


|. NO METAL around seat to 
catch clothing 


i* Resilient, Comfortable Rub- 
berized Seats 


i* Wide Range of Styles 
* Attractive Prices 






No. 935 
STURGIS 
POSTURE 

CHAIR 


This chair is the 
last word in spring 
back metal steno- 
graphic chairs. 
Neat and trim in 
design. One of 
many attractive 
STURGIS models 
preferred by dis- 
SOLD criminating buy- 
ONLY om. 
THROUGH 


DEALERS 







WRITE FOR 
CATALOG 
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Portable 
Public-Seating 
Chair 


... CREATING NEW SALES OPPORTUNITIES 
FOR OFFICE APPLIANCE DEALERS 





@ Lyon “Correct Posture’’ Folding 
Chairs offer an exceptionally attrac- 
tive dealer proposition. The sales 
story behind them is new... im- 
pressive ... grips the interest of all 
types of portable seating users. Here 
are some of the outstanding features 
that stimulate sales and boost profits. 


COMFORT: An extra width seat 
(15-1/2"') curved and pitched to fit 
the thigh; and a scientifically de- 
signed form-fitting back, supports 
the largest or smallest person in an 
unusually restful manner. SAFETY: 
widely spread legs prevent skid- 
ding, tipping, or collapsing. A 
pinch and tear-proof hinge that pre- 
vents damage to fingers. QUIET- 
NESS: Built of steel, they will not 
groan, squeak, creak or clatter. 
APPEARANCE: Designed along sim- 
ple, graceful lines. Available in 
plain, steel cane and upholstered 
units .. . with or without arm rests 

. and in soft colors to harmonize 
with the finest store, office or pub- 
lic building interior decorations. 





Extra wide seat, 
curved and pitehed to 
fit the thigh 


0 
& 











Form fitting back aids 

seat tosupport large or 

smal! persons in health- 
ful, restful manner 





———— 

Widely spaced legs 

prevent skidding. tip- 
ping or collapsing 





Write for full details on market 
opportunities. 


LYON METAL PRODUCTS, INC. 


2808 River Street, Aurora, lilinois 


LYON™«CHAIRS 
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NORTHWEST TRAVELERS’ NOTES 





By A. J. Nordstrom, Correspondent 





Sherm Read or the St. Paul Book and Stationery 
Company accompanied by Mrs. Read and Mr. Read’s 
sister rolled his block-long Studebaker towards Yel- 
lowstone Park on a month’s vacation. Sherm and his 
party are stopping at Williston, N. D., Great Falls, 
Mont., Seattle and Portland before returning home. 


* * * 


Ed “Signet” Friedman was confined at St. Joseph’s 
hospital at St. Paul for a period of two weeks, fol- 
lowing an operation for goiter. Ed’s friends will be 
glad to know that he is again feeling fit. 

* . > 

Herb “Pierpont” Morgan, genial vice-president of 
the Northwest Travelers Club, accompanied by Mrs. 
Morgan and the family pet, a Spitz by the name of 
Snicklefritz, spent the months of June and July on a 
combination vacation and business trip to the west 
coast. Ask Herb to tell about his wild trip to China- 
town in Frisco. 

. + * 

Ralph Randall, formerly with Wilson-Jones Com- 
pany, and well known in the Northwest territory, 
passed away recently in the Veterans Hospital at Mil- 
waukee, Wis. 

* * - 

Mr. and Mrs. August Hunn and Mr. and Mrs. Karl 
Kiesel visited in Minneapolis late in July. Karl and 
Auggie along with Oscar Bertelson and Governor Han- 
sen made up a congenial dinner party at the Sta- 
tioners Club rooms (the Covered Wagon). In case 
some of the Travelers have forgotten the location, it’s 
just a whisper off Marquette, on Stationers’ row or 
Fourth street to the uninitiated. 

. - * 

Jack Goldman is honeymooning with his bride in the 
far Northwest and postcards Art Grayston that the 
Pacific ocean is much bigger than the Great Lakes. 

* * - 

Arthur Walker spent several days fishing and golfing 

with Mr. and Mrs. Karl Castle at Nevis where the 


Castles are vacationing during July and August. 
7 + . 


Harry MacPherson, fully recovered from his recent 
operation, is also vacationing at Nevis, Minn. 

Eddie Kuschbert has rigged up an ingenious and 
very efficient air conditioner in his store at 131 Wells 
street, Milwaukee, Wis. Any stationer wanting infor- 
mation on this home-made air conditioner better write 
Eddie, as it has certainly solved the problem of keeping 
the store nice and cool at a minimum of expense. 


* * * 


Archie Hoffman of Japs-Olson Company vacationed 
the last two weeks in July. Herb Fall leaves on his 
vacation as soon as Archie returns. Einar Carlson of 
Pouchers is all set to give the boys a trimming at 
stationers and travelers golf tournament to be held at 
Southview. 

* > “ 

The Miller-Davis Company champion kitten ball 
team added further honors to their already successful 
season, by defeating the St. Louis Park All Stars, a 
team composed of the best players in this section, by 
the lopsided score of 27 to 7. Feature of the game was 
the heavy slugging of the Millers, led by PeeWee Kraus 
who smacked out two home runs and three doubles. 
Skinny Ohde was another bright and shining hitter 
and fielding star with the stationery team. Roy Clarke 
































Metil 
Tabbed 
Presshoard 
Guides 


Today we offer our entire metal tabbed press- 
board guide line as an equal to any, and su- 
perior to many. On the vertical guides the 
pressboard is the heavy 25 point kind, pearl 
green in color. The metal tabs are 1”, 2%” 
and 4” wide, attached to the pressboard by the 
eyeletiess, rivetting method. Your clerks and 
salesmen should have our Metal Tab Sample Sets 

they show the pressboard, the three widths 
of tabs, the two colors—green and black—and complete information regarding 
all sizes of metal tabbed guides and indexes. We have window display cards 
and handsome eight page circulars which tell the story of Weis Metal Tabbed 
Guides. All of which are free with your initial order—or anytime. See third 
cover page of our price list for other numbers of circulars and displays. 


fics 


The Weis Manufacturing Company 
Monroe Michigan 


Boston 
Adams, Cushing & Foster 


New York 
The Weis Mfg. Co., Inc. 
54-56 Franklin Street 


Chicago 
Associated Stationers 


Supply Company Incorporated 
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Jusertalle 
Pressboaard 
| Guides 
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Those having card or check records that require 

frequent changing of the indexing headings, will 

appreciate the adaptability of Weis Celluloid 

sail Insertable Pressboard Guides. Headings may 

jf Cle be readily changed and if it is desired to uss 

reverse of guide, it can be done—the tabs are 

two faced—alike front and back. This new 

style is formed by attaching a sheet of trans- 

parent celluloid to the guide by a fusing pro- 

cess, making the celluloid adhere tightly to the guide. To make the matter 

of indexing easy, we furnish free with each order 3's inch wide strips of heavy 

white index bristol slashed into 50 separate indexing labels—which can be typed 

at one time with headings, then the unslashed sides can be trimmed, leaving 

each heading a separate unit to insert in Insertable Celluloid Tab. Stock sizes 

are 3x5, 4x6, 5x8, 8x5, 6x9 and 4x9, made on 20-point pearl green pressboard, 

three tabs across unless otherwise specified; clear transparent celluloid unless 

red or green is wanted. Can also be furnished on buff, blue or salmon 

Standard grade index stock if preferred. Send for Sample Set No. 5 
showing Celluloid Insertable Pressboard Guide samples. 
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master-minded the game for the Millers and did a fine 
job. 

Joe Onofrio is a new addition to the sales force of 
Holden-Kahler Company. Joe has been connected with 
Remington Rand, Inc., for several years before asso- 
ciating himself with Holden-Kahler Company. 

Faye Brown of Hoskins-Meyer Company, Bismarck, 
has just returned from a vacation spent in Pennsyl- 
vania. 

7 * * 

Brooks Hoskins of Hoskins-Meyers Company visited 
Milwaukee and Chicago on a business and pleasure 
trip in July. 

* * * 

Harry Wester of Miller-Davis Company spent his 
vacation in the north woods country, and reports that 
he had a wonderful time. 

Larry Goodhand and family are trailering the 
Northwest and Midwest territory. 

* * * 

E. L. Rodegeb, for the past eight years a system 
salesman for Remington Rand in Southern and Cen- 
tral Minnesota, succeeds Harold Hitchcock as a city 
salesman at the Miller-Davis Company. Before becom- 
ing associated with Remington Rand, Mr. Rodegeb was 
judge of probate at Willmar, Minn. 

Harold Hitchcock, after several years of very pleas- 
ant association with the Miller-Davis Company, left 
to become superintendent of the Winget Kickernick 
factory in Minneapolis, Minn. 

» x * 

Herb Morgan and John Parsons were Chicago visi- 
tors during the first week in August. Too bad these 
two sterling golfers are to be absent during the Sta- 
tioners and Travelers Club golf party on August 6; 
just when it appeared that the Travelers had a real 
chance to take the cup for the first time. 


—_———_—= > ——__—_ 





P. C. RHOADS, WHO JOINED THE 
ROYAL TYPEWRITER COMPANY IN 
1935, RECENTLY WON A REWARD 
FOR HARD WORK AND SALES ABIL- 
ITY WHEN HE WAS APPOINTED 
MANAGER OF THE SOUTH BEND. 
IND., OFFICE, WHERE HE TAKES 
IMMEDIATE CHARGE. 


Phe Le 
NORTHWEST BUSINESS SHOW PLANNED 

“A Thousand Model Offices rolled into One” is the 

Slogan of the large committee of Minneapolis office 

appliance and stationery dealers for their Northwest 

Business Show to be held at the Minneapolis Munici- 
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TWO WINNERS 


““Zephyrtex”’ 
TRANSPARENT 
TYPEWRITER COVERS 


These typewriter covers are transparent, 
dust proof, water proof, acid proof, and 
alkali proof. They are easily cleaned with a 
damp cloth, will not discolor or crack with 
use, and last four to six times longer than 
cellophane. 

Zephyrtex Covers are available in standard 
typewriter sizes—10 in., 12 in. and 14 in. 
carriage lengths and portables. Write for 
details and prices. 


‘‘Ingersoll-Rand”’ 
AIR COMPRESSORS 


Office machines can be washed, cleaned, 
dusted and dried with a minimum of time 
with this handy Air Compressor. 

Quiet in operation, equipped with General 
Electric motor rea rated for 150 lbs. 
per square inch pressure, may be had in 
either '/, or '/2 hp. single stage motor, and 
built by the largest Air Compressor manu- 
facturer in the world. 

Write for complete specifications, prices, 
terms as well as full information on special 
labor-saving and special purpose attach- 
ments. 


AMES SUPPLY COMPANY 


Manufacturers and distributors of typewriter and adding 
machine platens—parts—tools—ribbons—carbons and supplies 


564 We 


CHICAGO, ILLINOIS 
583 Market Street 


st Randolph Street 


37 Murray Street 


NEW YORK SAN FRANCISCO 
206 Lane Street 617 Commercial Place 
DALLAS NEW ORLEANS 
Atlanta Cleveland Pittsburgh 
Boston Denver Seattle 
Cincinnati Los Angeles Washington, D. C. 


Philadelphia 

















They are so durable, they last 
for years. So beautifully litho- 
graphed in wood finishes or in 
colors, they blend with any 


furniture. So varied in style, 
they add the right touch of 
decoration and usefulness that 
always makes a sale. And, of 
course, they are priced right 
to move fast! 


Galvanized Ware Department 


AMERICAN CAN COMPANY 


CITY PARK & HAMILTON ST., TOLEDO, OHIO 
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pal Auditorium, October 6 to 9 inclusive, according to 
Ed. M. Hansen, chairman of the committee. 

Completely reversing the usual procedure of holding 
small business shows in a hotel or on the second floor 
of a wholesale distributor with only a few lines shown, 
the Northwest Business Show will be held on the main 
floor of the gigantic new Minneapolis Municipal audi- 
torium and the whole world will be invited to have a 
look-see at the latest offerings of the office appliance 
world. The show will be produced on a scale and in 
the grand manner of the annual automobile shows, 
builders shows, electrical expositions, etc. as the man- 
ager and producer will be H. H. Cory, who for many 
years has managed these annual shows in Minneapolis. 

Following the prospectus, which was sent out a 
month ago, over a third of the floor space has already 
been reserved by dealers, jobbers and national manu- 
facturers of all leading lines in every branch of the 
industry. One hundred thousand tickets are being 
printed and will be mailed by the exhibitors and also by 
the show management to all executives in all manu- 
facturing plants, schools and business colleges and 
stationers in the Northwest and southern Canada as 
well as all retail merchants in the cities of Minneapolis 
and St. Paul and the railroads, banks, city, county, 
state and federal offices. The Show is amply financed 
and no money will be spared to dazzle the public with 
the latest streamlined offerings in office equipment 
from invisible air conditioning and soundproofed walls 
to the latest kinks in paper clips. 

Special headquarters for the Northwest Business 
Show have been opened at 303 Tribune Annex, Min- 
neapolis, under the direction of H. H. Cory, show man- 
ager. 

oe 


PACIFIC NORTHWEST NOTES 

Once more the Dvorak typewriter keyboard has tri- 
umphed, as loaded down with loving cups, typing ex- 
ponents of this new system developed by Dr. August 
Dvorak of the University of Washington, have returned 
to Seattle this summer from fresh victories at the 
International Commercial Schools Contests in Chicago. 
Dr. Dvorak’s typewriter technique, up for stronger con- 
sideration of major typewriter companies, and the sub- 
ject of Carnegie Grant research, enabled winners to 
win trophies for eight first places, eleven second spots 
and six “shows” or third positions—as well as the tro- 
phy for the highest points made by any school. Miss 
Lenore Fenton, graduate student at the big Seattle 
“U,” led the victorious group by winning the coveted 
Stowell trophy in establishing a new world’s record in 
typewriting from dictation at eighty-seven words per 
minute. 

* : * 

Charles A. Sather, Jr., brings new sales enthusiasm 
to the selling staff of the Seattle Office Supply Com- 
pany, of 1005 Second avenue, Seattle, trying to “go over 
the top” in the business district with a list of 10,000 
office supply items he is pushing for his firm. Eager 
to make a record, the new member of the Seattle staff 
is endeavoring to sell at least one new item each day. 
Besides majoring in stationery selling, he has a very 
close-to-the-heart interest in radio, and radio research, 
has his own radio station, holds a government license 
for operating it, and has talked to all the continents 
of the world over this set-up. 

The Casper Book Manufacturing Company, 16 East 
Alder street, Walla Walla, Wash., is celebrating its 
fifty-third year in business of office supplies as well as 
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=D ISLAND BASES— ADJUSTABLE FOOTINGS... . 


lore leg room, easier cleaning, neater appearance. Adjustable 
tings make desk level despite uneven or warped floors. 





Art Metal 


Jamestown, New York 
U.S.A. 


Vea AAY-ta-] 


A desk design described as “ Perfect” 
by a leading Architectural Designer. 


“IN-DESK” TRAYS... Top tray of the series of thiree 
may be lifted out and used as a desk-top tray. Separate 
compartments for letter size and legal size papers. 


SLIDING CONVENIENCE TRAY ... Optiona 
in place of sliding reference shelf. Special compa 
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Model 36 
SORTER TRAY STAND 


Ideal for a variety of sorting operations in filing, ac- 
counting, and purchasing departments, the new Sorter 
Tray Stand is also adapted to many other uses. It is a 
convenient desk-side file for the day's work, for reference 
material, catalogs, ledger sheets, production records, 
stock cards, shipping and receiving files and similar 
purposes. The strong, lightweight tubular steel stand has 
four large swivel casters for easy movement. The steel 
tray holds up to 14 inches of letter size contents and is 
equipped with an adjustable fol- 
lower. Write for illustrated liter- 
ature and prices. 


New Sher-Man General Catalog 
covering the complete line of Tubular Steel 
Stands for typewriters and office machines, 
stools, and special stands has just been 
published. Your copy will be sent on request. 


{ SHERMAN-MANSON MFG. COMPANY 


625 South Kolmar Avenue * Chicago 








Model 36 Sorter Tray Stand Pacific Coast Representative: 
is furnished with or without C.4.Sehubert, Jr., 339 E. Third St., Los Angeles 
hinged shelf Stock on hand for immediate delivery 


anon lal 


TUBULAR STEEL STANDS 
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| book making. In the past twenty-five years it has 
| sent out more than 750,000 blotters to businessmen. 


As a special prize to the 1937 Hole-in-One winner in 
its city, the company gave an attractive loose-leaf 
pocket-note book. 


* * * 


Returning much refreshed from a two-weeks’ busi- 
ness and pleasure trip to California recently were Mr. 


| and Mrs. E. A. de Voss, co-partners in life as well as 


the business of the de Voss Desk Company, 717-21 
Third avenue, Seattle. 

With stationery and school supplies to the fore, the 
Sixth Seattle unit of the Diamond variety store is pre- 
paring to open early in August at 1924 West Forty-fifth 


| street, Seattle, the newest outlet for such merchandise. 


R. H. Hiatt, assistant manager of the Bremerton store 
of this Puget Sound chain, first opened in the univer- 
sity district of Seattle three years ago, will be pro- 
moted to manage the new Seattle set-up in the Wal- 
lingford district. 
* > 7 

W. A. Stratton has recently been appointed to the 
sales staff of the Adding Machine and Typewriter Ex- 
change, 821 Third avenue, Seattle, by U. G. Moore, pro- 
prietor. 


» « * 


Having recently returned from a goodwill jaunt to 


| Alaska, Thomas M. Pelly, president of Lowman & Han- 


ford Company of Seattle, has been in demand for 
talks. Kiwanis Club members recently heard his high- 
lights of the trip to the Northland where new sta- 
tionery business is to be won. With Mr. Pelly as the 


| guest of honor, there was also presented at this meet- 





ing a movie depicting the origin of writing and its 
development through the ages. 
~ - * 

Roscoe Townsend, specializing in typewriters and 
| adding machines at 1409 Pacific avenue, Tacoma, is 
spreading out to Alaska this summer. He is making 
a tour of every city and hamlet of the Northern ter- 
ritory, raking over business with a finetooth comb. 
He is out to furnish everyone in the great open spaces 
of the region with a typewriter or adding machine. 
He is taking a number of his typewriter bargains with 
him into the camps and wilds where he is certain he 
will find prospects among the prospectors and others 
of our Last Frontier who may better communicate with 
the mainland with his machines. 

* 7 * 

Use of a typewriter free for three months is the spe- 
cial typewriter sales plan currently in vogue at the 
Portland store of the J. K. Gill Company, pioneer office 
supply and stationery business of the Oregon metropo- 
lis. Of course, the freedom of the typewriter forms 
the crux of the sales plan. Under the terms of the 
agreement, the prospective purchaser rents a machine 
by depositing $6 for the three months’ period, then if 
he decides to buy any machine in the store, it is ap- 
plied, and the three months’ rental paid for becomes 


free. 
* * * 


Qualification slips for entry in a “Twin Contest” are 
being furnished with sales of typewriters and allied 
commodities at the E. W. Hall Company, typewriter 
dealers, at 911 Second avenue, Seattle. 

> 7 * 

The D. C. Wax Office Equipment Company of Port- 
land, Ore., has recently been enriched by Harry F. 
Lintner joining its staff. He was for fourteen years a 
staff member of the Pacific Stationery & Printing 
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DISTINCTIVE 
IMPRESSIVE 


ECONOMICAL 











OLUMBIA 








COLUMBIA STEEL EQUIPMENT CO. 
PHILADELPHIA, PA. 


OFFICE AND SHOW-ROOM 
LINCOLN-LIBERTY BUILDING, BROAD AND CHESTNUT STREETS 
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@ Do/More is the yardstick by which Posture Seating is measured. Whenever consumers consider 
seating from the standpoint of all the important factors involved—reduction of fatigue, improved health, 
increased efficiency, comfort, appearance, etc.—then Do/More is given the preference. 

The Research Department of the Domore Chair Company has developed many major improvements 
which have been readily accepted by the public. The Educational Department has disseminated facts 
about the beneficial and harmful effects of sitting habits and has educated hundreds of thousands of 


people in posture. 


This has kept Do/More at the forefront of the procession, for no other manufacturer 


has functioned in this manner. 


Visit the Do More exhibit 
at the National Stationers 
Convention, Palmer House, 
Chicago, Sept. 27-30. 

Domore will have a suite 
of rooms at the disposition of 
dealers and their friends. 





And Now Executive Chair Seating 
@ Literally thousands of business and professional leaders of America per- 
sonally use Do/Mores. The list reads like Who’s Who. Do/More periodical 
and direct mail advertising is producing thousands of prospects, and dealers 
are closing the sales. 
There are some desirable territories open for well-rated and aggressive 
dealers. Write us for facts about a Do/More franchise. 


DOMORE CHAIR COMPANY, Inc. 


801 Monger Building, Elkhart, Ind. 
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Company of Portland, and assumes at the Wax 
“works” the post of district sales representative. He 
will handle all the out of town business for the large 
firm which is headed by David C. Wax, and which 
deals in a heavy volume of office furniture, stationery 
and printing. 
* * « 

“Planned Offices,” which are models of modern effi- 
ciency, have been set up as highlights of new mer- 
chandising efficiency in the office furniture depart- 


ment of the John W. Graham & Company store at 708 | 
rial following the same pattern—Result: One 


First avenue, Spokane, Wash. 
* * * 


The Acoustigraph Company at Tacoma, Wash., has 
brought forth a new small film loop machine for revo- 
lutionizing office dictation as well as for private cor- 
respondence. 

* a < 

With two trailers used as offices and fiction factory 
and a third trailer for cooking, Erle Stanley Gardner, 
master mystery writer, arrived in Port Angeles, Wash., 
this July. His romance factory, however, in which the 
prolific fictionist turns out a million words a year, as 
parked in the Western Washington city, consisted of 
three autos, three trailers, two dictating machines, a 
number of typewriters, cameras and: four secretaries. 
He dictates those stories you have read in the leading 
national magazines at the rate of 4,000 words an hour. 
He dictates in one office trailer, and in a second, his 
secretaries transcribe the cylinders. 


* bd * 


Arthur M. Hansen, proprietor of the Desk-Exchange, 
now at 211 James street, Seattle, has announced that 
after twenty years in the merchandising of office fur- 


niture, the exchange has expanded and adopted a new | 


policy in adding a manufacturing department to this 
business. Modern machinery has been installed, and 
the Desk-Exchange is producing attractive desks of 
quartered-oak and combination walnut, under the 
name “Coast-Made.” 


* * * 


Gathering from all parts of Western Washington 
sales representatives of the Royal Typewriter Com- 
pany, Inc., attended the preview and open house late 
this July of the expanded quarters and new home of 
the company, in the Columbia building, Seattle. Com- 
pany sales promotional plans for the late summer and 
fall were outlined at the conference by Frank H. Nor- 
by, Seattle branch manager, who presided. In the re- 
port made of the progress of the present Eastern and 
Western competition, it was shown that the West was 
well in the lead of the Eastern sales forces, and that 
the Seattle and Portland units ranked fourth in the 
nation in per capita sales. 

First for the salesmen and then for the public a 
demonstration was staged at the open house ceremo- 
nies by Lenore Fenton, world’s champion voice tran- 
scription typist, and Gordon Smith, both of the Uni- 
versity of Washington, who engaged in flashes of speed 
typing on Royal machines. 

Among the featured speakers at the “Opening” and 
sales conference were D. B. Starrett, assistant sales 
manager; Roy Hughes, the district manager from Port- 
land, Ore.; George Stimson, the district manager for 
portable machines, and Dr. August Dvorak, professor of 
the University of Washington at Seattle, who traced 
the highlights of the recent typewriter contests which 
he attended, and from which a number of his specially 
trained typists returned laden with loving cups.—CML 
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Technique! 


Two contractors build identical houses from 
the same plans and specifications—Result: One 
house is superior to the other due to careful se- 
lection of material and better craftsmanship. 


Two ladies fashion dresses of the same mate- 


dress possesses individuality and charm, while 
the other may be extremely unattractive. 


Two cooks bake cakes using the same recipe— 
Result: One “melts in your mouth,” while the 
other may not be edible. 

The same factors govern everything done by 
the Shipman-Ward Mfg. Co. For instance, only 
the best material is used in their platens and they 
are ground and tested with precision microme- 
ters, so that there is absolutely no variation. 
After this, all platens are carefully inspected be- 
fore being wrapped in cellophane. Result—A 
tailor made platen. All platens are ground and 
shipped back the same day they are received. 

With nickelplating the old nickel is removed 
and the parts made clean and free of rust and 
then treated to a coat of copper for a foundation, 
after which they receive a heavy coat of nickel. 

The same applies to enameling, and the old 


enamel is removed and the parts are cleaned 
_and made free of dust and then treated to a 





double coat of enamel. 

When dealers order specific typewriter parts 
to repair typewriters in their shops, Shipman- 
Ward fully recognizes the need for prompt serv- 
ice. They know that those typewriters lie dor- 
mant, and that the dealer who is pressed for 
time, must have those parts as quickly as pos- 
sible. 

In the eagerness to render personal service to 
the dealer, Shipman-Ward does not slight the 
need for quality. Both service and quality are 
paramount with this organization, and have 
been since its very inception back in 1892—46 
years! 


SHIPMAN-WARD MFG. CO. 


“The Dealers Suppiy House,” 325 N. Wells St., Chicago. 
Branch Offices: New York City, 231 Broadway; Los 
Angeles, 314 W. Olympic Blvd.; Minneapolis, 116 S. 4th 
St.; Montreal, Que., 20 St. James St. West. 


| Advertisement | 
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PERMA TOPS 


TRADE MARK REGISTERED 

















Most Inexpensive Desk Top 


Cheaper than Linoleum, lays flat, can 
be washed. Proof against warping, 


cracking, water, cold and heat. 


Recommended for desks, tables. 
counters. 


LIST PRICES 
of Tops measuring 30"x54" to 36"x72” 


The following styles are alcohol proof: 


Style 
A As” thick, Double-face, Colored both 

sides $9.00 
B ®" thick, Colored one side—Plain 

Back $6.00 


C 14” thick, colored one side, grey felt 
a A wl 
4 back $7.50 


Brown — Green — Maroon — Black — Grey 
3” x 5” Sample of Perma Board on Request 


G 


Maximum Size Perma Top 144’ x 48" 
CUSPIDOR MATS 


Made of Perma to Match Perma Tops and 
Chair Mats—16” Diameter. 

List Price —Each 
Style Doz. Lots Less Doz. Lots 
9660 $0.70 $0.80 


GEO. E. FOX & CO. 


Office Specialty Manufacturers 


FOX 






ESTABLISHED 1911 


420 Orleans Street Chicago, Il., U.S.A. 
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COOPER RETURNS FROM EXTENDED TRIP 

Ending a five week tour of the country which in- 
cluded Minnesota, North and South Dakota, Montana, 
Wyoming, Colorado, Nebraska and Iowa, Frank S. 
Cooper, president of the Codo Manufacturing Com- 
pany, returned to Chicago several days ago. 

Accompanied by Mrs. Cooper, the Codo Manufac- 
turing Company head took out time for five days fish- 
ing at Lake Superior and a three day visit to the 
Yellowstone National Park. 





A CREDIT TO CHICAGO! — This splendid store and window of the 
Central Typewriter Exchange, Inc., 219 West Washington street, 
Chicago, of which Miss M. L. Vowell is the owner, was recently 
outfitted with steel equipment of the Art Metal Construction Com- 
pany, Jamestown, N. . The window set-up features, besides 
standard and portable typewriters, the Steelart portable typewriter 
table manufactured by Lyon Metal Products, Inc., Aurora, IIl. 


scetieuenaisilisidillinatibipeiaitiagis 
KENNEDY COLLECTS MORE GOLF COURSES 

Ralph Kennedy of the American Pencil Company, 
whose hobby is collecting golf courses both at home 
and abroad, recently reported that he is approaching 
the 2,000 mark in his strange hobby. 

Mr. Kennedy, who has played on all the native 
courses in Columbia, Ecuador and Peru reports: 

“T am on my way to the 2,000 mark now. A few weeks 
ago up in Canada I played my 1,603rd golf course and 
in 1940 intend to cross the Atlantic to play the his- 
toric links of England and Scotland.” 

eee eae 











ROLAND REDUS, WHO RE- 

CENTLY OPENED THE 

REDUS TYPEWRITER EX- 

CHANGE AT 316 MAJESTIC 

BUILDING, FORT WORTH, 
TEXAS. 


sccteceingeiatetatt ears 
WILKERSON-MARTIN COMPANY FORMED 
Richard E. Wilkerson has announced the formation 
of the Wilkerson-Martin Company, with George W. 
Martin as the other partner in the firm. The new 
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LARGER SALES 


GREATER PROFITS 
KOR POU IN 1937 





























The “SECURITY” STEEL LINE offers many advantages to the office equip- 
ment dealer. The principal ones—the ones which really count—are: ability 
to supply a complete line—plus quality and service. 


You are in a position to offer your customers and prospects: 


(A) 5 grades of vertical filing cabinets, in- 


cluding 5, 4, 3, 2, and l-drawer high 


(B) Horizontal and half sections for every 
purpose 


(C) Desks and tables 
(D) Transfer cases 
(E) Card Drawer Cabinets 


(F) Bookcase sections 


(G) 
(H) 
(I) 
(J) 
(K) 
(L) 


Storage cabinets 

Waste baskets and desk trays 
Costumers and clothes racks 
High line cabinets 

Storage and library shelving 


Planned equipment—built to specifica- 
tions—for banks, court houses, and 
other public institutions. 


As a ““SSECURITY” dealer, you may confidently expect larger sales and greater 
profit throughout 1937. Exclusive features—refinements—improved designs, 
modern production methods; backed by a sound sales policy, all cooperate to 
make the Security Steel Equipment Corporation’s Franchise a valuable dealer 


asset. Send for full particulars. 


SECURITY STEEL EQUIPMENT CORPORATION, AVENEL, N. J. 
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THREE SIMPLE WAYS TO DEMONSTRATE WHY 
OFFICE CHAIR 
ARE SUPERIOR IN DESIGN AND VALUE 
4 Freedom from Wobbling ) $ 
Double 
2 Ball Bearings 


separate racewa 


Easier Rolling 


te hard tread) 


u ron tread) 
Wheel for hard floors 
Only Faultless Office Chair 
Casters can give your cus- 


tomers all three features! 


That's why No. 2479 illus- 
trated is such an outstand- 
ing caster value, and the 
opening wedge in selling the 
complete line of Faultless 





floor protection equipment. 


C 


FAULTLESS CASTER CORPORATION Dept. OA-8, EVANSVILLE, IND. 


Branches in Principal Cities Canadian Factory Stratford, Ontario 
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company, which opened for business on July 12, is 
located at 332 West Forsyth street, Jacksonville, Fla., 
and will handle a complete line of office furniture, 
equipment and supplies. Mr. Wilkerson, who is presi- 
dent of the new concern, has been identified with the 
office appliance business in Jacksonville and its vicin- 
ity for the past twelve years and is well-known to the 
trade in North Florida—JHR 
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DICTAPHONE HOLDS OPEN HOUSE 

Approximately 1,000 guests, including among them 
leaders in many fields of business, attended the “Open 
House” which opened the new offices of the Dicta- 
phone Sales Corporation at 420 Lexington Avenue, on 
Friday, July 16th. 

Among officials of the Dictaphone Corporation who 
welcomed visitors at the official housewarming were 
Merrill B. Sands, vice-president, T. H. Beard, vice-pres- 
ident in charge of manufacturing, C. E. Hallenborg, 
general sales manager, and R. T. Harris, advertising 
manager. The executive headquarters of the Com- 
pany and the New York branch are now housed in the 
same offices. 

In addition to viewing the new offices, Dictaphone’s 
guests witnessed continuous showings of the popular 
talking picture, “Two Salesmen in Search of an Order” 
in the company’s own theatre and demonstrations of 
new electrical conference recording telecord equip- 
ment. 

Attracting considerable attention among guests at 
the housewarming in view of the recent world’s record 
set by Lenore Fenton in the Chicago tourney, were the 
demonstrations of speed transcription by champion- 
ship Dictaphone operators. Displays of the company’s 
service department facilities, of its education and in- 
ternational divisions and as well as of the school and 
placement department were thrown open to visitors. 

Other interesting features which claimed the atten- 
tion of visitors were a display of latest dictaphones, 
exhibit of office surveys, a sales promotion display, na- 
tional account service exhibit, advertising and sales 
literature, educational division display, school and 
placement departments and the service department. 


—-- # }  — 


ROCKY MOUNTAIN NEWS NOTES 

Sales are holding steady for July. Office equipment 
men report a quiet month but far ahead of the same 
time last year. 

»~ * * 

Paul Dodge, typewriter man of Tucumcari, New 
Mexico, died recently of heart failure. His agency now 
belongs to the Tucumcari Daily News with Mac Daven- 
port, experienced typewriter man, in charge of the 
department. 

” e + 

In Denver for the recent Elk convention were Harry 
Dimitt of Ft. Collins, and Frank Shriver of Greeley, 
both stationers. 

a * ed 

M. E. Palm, manager of the Royal typewriter branch 
in the Wilda building, Denver, is spending a two-week 
vacation in California. This typewriter office has ap- 
pointed a new field man for Denver—W. D. Gerretson. 
Also connected with this branch is B. L. Cobault, here 
for a time as a special representative. 


* * * 

Nearing completion is the modernistic new front of 
the Denver Typewriter Company, 1750 Champa, Den- 
ver. The building in which the firm is located is being 
remodeled, and in the process a streamlined black 
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_ SEALED ON A SPOT 
___ TEARS ON A DOTTED LINE 


WITH A STOP SIGN AT 
THE END OF THE ROLL 


@ There’s no waste of 
tape or time in opening 
‘'‘Spotseald’’ Adding 
Machine Rolls... Grasp 
a corner —tear on the 
line ... that’s all! A 
couple of inches of tape 
—a couple of seconds 
of time... it’s done. 


And there’s no excuse 
for printing totals on a 
bare platen, either! For 
three whole feet from 
the end of each roll there 
runs a red stop signal 
...a red band on each 
edge that says ‘’Have 
another roll handy.” 


“‘Spotseald’"’ Adding 
Machine Rolls are made 
in three grades and in 
all standard sizes. Write 
for complete informa- 
tion and prices. 









ROCKWELL-BARNES 


1511 West 38th Street 























HAS THESE ADVANTAGES 


Because your addresses are typewritten into Elliott 
Address Cards by simply throwing the ribbon to stencil 
position om your regular typewriter, no expensive 
embossing machine is necessary with the Elliott 
Addressing System. 


Handwritten Addresses. With 

any steel ball stencil pen, beau- 

tiful handw-itten Elliott Address 
Cards can be quickly made. 





Visible Color Index. Colored 
Elliott Address Cards are located 
without touching. Their colored 
edges are easily discernible. 





the Elliott System can the sur- 
name be printed first on the top of 
each Address Card for quick filing. 


3 Surname Reversible. Only with 





Cleaner. No metal to touch while 
filing, finding or addressing with 
the Elliott System. Operators 
hands will be much cleaner. 





Lighter and More Compact. 1.000 
5 Elliott Address Cards weigh 6 Ibs. 
and occupy only 450 cu. ins. 
Compare with other address plates. 





Quiet Offices. Elliott Address- 6 
ing machines are next to noise- 
less—-so quiet that it is possible 

to dictate a letter while they are 
operating a few feet away 


NEE RRRETI s 
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| Prints Statistics. Simultaneously 
‘ ] as they address, Elliott Cards also 
print up to 105 statistics relating 

to each name. An exclusive feature. 







Prints Messages. Elliott ma- 
chines also print text and illus- 
trations, as well as address, on 
postal card forms—a feat no other 
addressing machine accomplishes. 





Elliott Addressing Machine Company 
143 ALBANY STREET, CAMBRIDGE, MASS. 
In Canada, 640 Craig Street West, Montreal 


ADDRESSING MACHINE OWNERS—If your present 
address plates are not the typewriteable kind, it is very 
easy to change to the Elliott 
typewriteable cards because 
our present addressing system 
as a trade-in value. The cost 
of changing to typewriteable 
address cards, including filing 
equipment, figures only Ic per 
addsee, plus the cost of the 
new Elliott Addressing Ma- 
chine. 
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glass front is being given the typewriter place. Leo C. 
Horal, owner, says that business has not slacked despite 
the scaffolding which has shrouded the entrance for 
the past month. 
+. . 7 
Carl Farrington is the new salesman for the City 
Office Supply Company, 118 North Tejon, Colorado 
Springs. His territory takes in El Paso and Teller 
counties and he has been successful on the job for 
two months. 
7 - > 
Otto E. Gathmann, from the research department 
of L. C. Smith & Corona Typewriters, Inc., in Syracuse, 
was in Denver not long ago. 
> 


* * 


Many stationers from out of town came to Denver 
for the big picnic held at Elitch’s Gardens this month 
by the Rocky Mountain Traveler Club and Stationers 
of Region ten. Among them were Frank Shriver, Mary 
Snibley and May Hunt, all of Shriver’s Book and Sta- 
tionery Company, Greeley, Colorado. 

* > . 

Mr. Floyd Hansen, formerly in charge of the office, 
school supplies, and stamp department of the Deseret 
Book Company is now employed by the Utah-Idaho 
School Supply Company of Salt Lake City, Utah. 

* * 7 

The highlight of the picnic held by the Travelers 
was a softball game between the Travelers and the 
Stationers in which the latter emerged victorious by a 
score of seven to six. Races and other sporting events 
also did their share to make the occasion one to be 
long remembered by those who participated. 

« * ~ 

Floyd Hansen, formerly in charge of the office and 
school supplies and stamp department of the Deseret 
Book Company, has now joined the Utah-Idaho School 
Supply Company of Salt Lake City. 

> * > 

R. G. Bryant, of the W. A. Sheaffer Pen Company, 

spent a two-day vacation visiting Bill Buehler—ATW 


—_—__—_¢= 9 


CLEVELAND LIBRARY ISSUES BUSINESS BOOK 
BULLETIN 


Compiled in response to a demand of its clients for 


| a list of recent books and periodicals covering the field 


| 


of office work, a bulletin was recently issued by the 
Business Information Bureau of the Cleveland Public 
Library. 

The large number of volumes listed in the bulletin 
have, according to officials of the library, been classi- 
fied and catalogued as office references and cover 
practically every phase of business management and 
operation. Among the classifications are the office 
manager, the business letter writer, the secretary, the 
stenographer, the typist, the office machine operator, 
the file clerk, and the receptionist. 

The list of books under the general classification of 
“For the Office Machine Operator” is particularly in- 
teresting. Among the volumes dealing generally with 
office machines, are a number issued by manufacturers 
which are concerned only with the specific machines 
produced by those companies. As indicated on sev- 
eral previous occasions in OFFICE APPLIANCES, the 
manuals of instruction in operation published by the 
manufacturers of the machines are virtually text books 
that can hardly be improved upon. The staff mem- 
bers of the Cleveland Public Library who selected the 
books for reference are to be commended for their 


choice. 
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GREATER AND GREATER GROWS THE DEMAND FOR 
TROY METAL OFFICE FURNITURE 














Executives everywhere have been look- 








ing, yearning for serviceable furniture that See the TROY Line in Room 402 Palmer 
would enhance the beauty of their offices House. Chicago—during National Stationers 
—TROY, with a really serviceable modern Convention, Set ane wae 
desk and a complete line of Chrome Metal 
Furniture, has met that need. 


Now, while demand is high and agencies 
are still available, is the time for you to 
establish the relationship with TROY. 
Write us for our dealer proposition and 
complete catalog. 


THE TROY SUNSHADE CoO., Dept. P87, TROY, OHIO 


CHICAGO CLEVELAND BOSTON MIAMI, FLA. yes 
666 Lake Shore Drive 1004 S. Michigan Blvd 2184 E. 9th Street 99-103 Portland Street 110 N. Biscayne Blvd. 2 , 
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The SIGHT LIGHT CORP. 


protects its patented product — 


The SIGHT LIGHT plus LAMP 
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All genuine Sight 
Light equipment is 
identified by this 


trade mark. 
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We brought suit to protect our United States Patent No. 
2,058,139 dated Oct. 20th, 1936, for infringement of our 
Sight Light plus Lamp. The maker of the infringement has 
acknowledged the validity of the patent, and has surrendered 
his tools and dies, and ceased to manufacture and sell. We 


reproduce here the decree granted by the Federal Court. 


We will continue to vigorously enforce our patent rights 


against infringement. 


THE SIGHT LIGHT CORP. ¢ ESSEX, CONN. 
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WOODSTOCK ISSUES SPLENDID MAILING PIECE 

Printed on a fine grade of paper and made up in 
such a way as to insure immediate interest on the part 
of the reader, a splendid mailing piece has recently 
been issued by the Woodstock Typewriter Company, 
6 North Michigan Avenue, Chicago. 

Accompanying this advertising matter, which is ad- 
dressed to business executives, goes a letter which 
reads: “The American Airlines, Inc., America’s largest 
air system, in their modern Flagship Fleet employ in 
the air thousands of horse power covered by removable 
cowls—removable for cleaning the vital parts. This 
great modern transportation company employs, in its 
offices, one hundred per cent modern Woodstock type- 
writers, for standard equipment, with vital units cov- 
ered by removable cowls—removable for cleaning the 
vital parts.” 

On the cover of the mailing piece, printed in white, 
blue and red, is the following text which is an excel- 
lent imitation of sky writing: “The Typed Page Can 
Be No Cleaner Than the Type.” The balance of the 
folder contains photographs of the Woodstock type- 
writer, showing how the removable cowls again can be 
removed and replaced at will. 


« —< 2 -_ 


SECURITY STATIONERY Co. 


SECURITY STATIONERY Co 





ONE OF KANSAS CITY'S FINEST.—Here is the new establish- 
ment of the Security Stationery Company at 215 West Pershing 
Road, Kansas City, Mo. The clever arrangement of stock, which 
is complete in every sense, and yet leaves plenty of room for cus- 
tomer inspection, is a credit to proprietor J. I. McKibben, who 
started the business in 1930, and his staff. In addition to Mr. Mc- 
Kibben, there are three other members of the sales force: Phil 
Briggs, Lena Snyder and W. C. McEwen. Mrs. Mary E. McKibben 
has charge of the office. 


_— 
AMERICAN CRAYON STRIKE ENDS 

Agreement between striking workers and the man- 
agement of the American Crayon Company, Sandusky, 
and its subsidiary, the Kroma Color Company, was 
reached July 12, ending a walkout which began June 
24. The plants had been closed as a result of a strike 
by a newly organized union of the C. I. O. which 
demanded union recognition and shorter hours. Be- 
tween 300 and 400 workers were idle after negotiations 














with KM 
CORRY-JAMESTOWN 


HE expansion of modern business activity—with 

ote Tiss increasing demand for new and modern steel 

office equipment—places the Corry-Jamestown 

dealer in an enviable sales position. Featuring over 

600 items for the modern office—this line is estab- 

lishing new high records of profitable office equip- 
ment sales. 


C-J equipment is designed for the modern office. 
Every standard office record or storage problem can 
be met from stock. Complete ranges of styles—sizes 
and grades—give the dealer complete coverage— 
and make every office a potential prospect. Built to 
unusually high standards of construction — incor- 
porating many exclusive design features — and at- 
tractively finished—this line assures life long user 
satisfaction. 


Investigate this outstanding office equipment line. 
Discover for yourself the sales opportunity which 
it offers. Experience the satisfaction that comes 
from being able to offer a complete office equip- 
ment service to your customers — and the resulting 
inerease in your profits. Write or wire now for 
detailed information. 






Several attractive ex- 
clusive dealer fran- 
chises are still avail- 
able. Interested deal- 
ers should write at 
once, 










CORRY-JAMESTOWN 


MANUFACTURING CORP. 


CORRY, PENNA. 


Export Department—5713 Euclid Ave. 


ee 


Cleveland, Ohio 


































Why 
this is 
the best 

























one piece steam bent 


feature. 












BANK OF 
ENGLAND 


Office Chair 
for you to 
sell / 


It will give perfect service longer than any 
other chair we know of—hecause of a spe- 


cial construction principle. 


Note that the back posts are one continuous 
piece, from the floor to the top, steam bent, 


and that they are bolted to the seat and to a 


rail which circles un- 


der the back and sides of the seat from one 
front post to the other. The great strength 
and rigidity multiply its years of service. The 


cleancut appearance is an additional selling 


High Point Office Chairs are actually pro- 
duced under highest standards of construc- 
tion. They are attractively designed and fin- 
ished, and sold at popular prices with profii- 


able margin for the dealer. 


Catalog and full details sent on request. 


HIGH POINT 


Bending & Chair Company 
Siler City, North Carolina 
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failed. The agreement provided wage increases of five 
to twenty-five per cent, and union recognition as well 
as an adjustment in hours, announced Con Dabney, 
district C. I. O. organizer. Despite the three-week 
strike, workers re-entered the plant at one time during 
the negotiations to aid in “mopping up” after a heavy 
rainstorm had flooded the plant.—AK 
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STOCK COLORS } | 
SrOWwN BLACK SCHOOL PAPERS. 
ave Camany AUDITS, REPORTS. | 

|] CPaNGE Gray - 

]] concen aoe ALES CATALOGS 

| PINK PROPOSALS. ETC 

| OESIGNED FOR | TO 50 SHEETS AND TWO 

OF THREE HOLE PUNCHING 











NEW BARKLEY DISPLAY READY 
fror DEALERS.—tThe above novel dis- 
play stand recently created by C. L. 

arkley & Company, 517 South Jeffer- 
son street, Chicago, is being offered to 
dealers to stimulate sales on the Bark- 
ley embossed report folders. The offer 
is made at this time, according to com- 
pany officials, to help bolster the usual 
large demand offered by the forthcom- 

ing school season. 


a 
TWO SPECIAL SERVICES AID OFFICE SUPPLIES 
BUSINESS 
Two very lucrative service departments have con- 
tributed well to the gross business done by the L. A. 
Barnes Co., stationery and office supplies store of 
Fort Worth, Tex., F. H. Barnes, manager, reported re- 
cently. These are the rubber stamp and seal depart- 
ments, and the department for the repair of surveying 

instruments. 

“Rubber stamps, particularly, offer good profit, if 
you get volume in them, Mr. Barnes reported. “Seals 
offer a little less profit. 

“This department must offer one-day service. Orders 
are taken in the mornings, and deliveries are made 
during the afternoon. Operation is simple; the stamps 
can be made up in a bunch, with but little effort.” 

More specialized is the engineering supplies and 
service and service unit in the store, which, for a 
number of years, was almost the only department of 
its kind in the state. “Instruments sold here are the 
transit, level, drawing paper and other smaller supplies 
useful to engineers and surveyors,” Mr. Barnes said. 

“We carry a very good line, and maintain a well 
equipped repair shop. Important to the success of 
such a shop is to have a man who is thoroughly 
trained, and knows his business.” Promotion for the 
engineering department is carried on chiefly through 
use of direct mail, catalogs and lists, sent out from 
time to time to engineers in the state-—BART 

aie oe 
“SECURITY IN YOUR OLD AGE” 

A four-page leaflet under the above title has been 
issued by the Social Security Board at Washington, 
D. C. Copies may be obtained by addressing requests 
to the Informational Service Representative of the 
Social Security Board local offices or direct to the 
board at Washington. 














“AURORA” FILES HAVE 


CASH REGISTER APPEAL 


what the A-S-E Aurora line does. 


@ Every month an increasing number 
of aggressive dealers are taking on the 
\-S-E Aurora line. They have recog- 
nized the unusual sales opportunities 
which these outstanding products repre- 
sent. 

They know, from past experience, that 
the profit possibilities are greater on a 
line that offers exceptional value, in the 


faster selling grades; and that is exactly 


Today, buyers are demanding more for 
each dollar spent—and are getting it in 
\-S-E steel filing equipment. In appear- 
ance, construction, size, type and price, 
there is an A-S-E file to meet every re- 
quirement. 

Investigate the cash register appeal of 
the A-S-E line. Write for catalog and 


complete information today. 
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STEEL FILING EQUIPMENT—LOCKERS—CABINETS—SHELVING 





ILLINOIS 


AURORA, 


I 














Announcing! 
A New Catalog 


on 
Sectional Post 


Binders 


. . . and a new system of pricing that means 


lower net prices on quantity orders. 


Sectional Post Binders are still the most widely 
used form of record housing. CESCO’S new 
system of pricing now makes it possible for 
you to handle the best line in this popular item 
on an extremely profitable basis. 

Stock the CESCO LINE and satisfy your cus- 
tomers with the most complete range of record 


keeping equipment ever offered for sale. 


Send for Your 
Copy Today 


Twenty-eight 
pages profusely 
illustrated. 





Prices given 

on both stock 

and special sizes 
in a variety of grades 
and bindings. 


THE C. E. SHEPPARD CO. 


Long Island 
City, N. Y. 
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MIDWEST TRAVELERS NOTES 

A group of stationers and travelers from the St. 
Louis district, enjoyed a fine outing on Saturday and 
Sunday, July 17 and 18 at the St. Clair Sporting Club, 
a few miles from Carlyle, Ill. M. T. “Binks” Weingaert- 
ner of Egyptian Stationery Company, Belleville, was 
host. A. J. “Al” Bartens of Shallcross Stationery Com- 
pany, acted as Chef de Supreme and supervised the 
preparation of meals and serving, while E. L. “Louie” 
Kettenbrink of Modern Press took care of refresh- 
ments, with E. J. “Ernie” Lessard chief fisherman— 
and quite a successful one. Ernie fished for thirty 
minutes or so every four hours, day and night, accom- 
panied by his namesake, E. J. “Ernie’’ Blest of Oxford 
Filing Supply Company, who had charge of rowing 
and the other light duties of fishing. 

. > . 

Others present were William “Bill” Schmiederer, 
Harley “Woodrow” Wantz, Chester “Ditchem” Ken- 
nedy, Walter “Songbird” Ruedy, Ed “Cinema” Miller, 
T. J. “Noisy” Barthel, “Sleeper” Schubert and Gene 
“Horseshoe” Mitchell... 

” * ~ 

All returned to their homes Sunday evening, sun- 
burned and tired but hoping for a return engagement 
before the late Fall. 

* * 7” 

R. H. “Highpockets” Lewis of Dennisons and George 
“Onemangang” Dyson of Mittags, had hoped to at- 
tend but had to change their plans at the last mo- 
ment. 

I. Voda of Wallace Pencil spent three happy weeks 
in July touring California on a long-planned vaca- 
tion. 

- * * 

Court Horr of Victor fame spent several days with 
the St. Louis dealers in July and announced that he 
and his bride are now occupying their new home in La 
Grange, Ill., and will hold open house for travelers 
and dealers after September 1—some year. 

- ck * 

William E. “Bill” Smith, junior salesman for Ace 
Fastener Company, let the local dealers in on the 
merits of his product recently and left town with a 
full order book. 

* * * 

“Bill” Bohart of E. Faber Company is reported back 
from a fine vacation in the east and is on the job in 
his midwestern territory again. 

* *” * 

Joe Nacy, Midland Printing Company, Jefferson City, 
Missouri, is planning a nice vacation for himself and 
family, for early August. Business has been good in 
central Missouri and Mr. Nacy has been working pretty 
steadily for a long time and a vacation will be a fine 
tonic for him, and a well earned one. 

* 7” * 

Another vacation planner, Joe Landes of Schooley’s, 
Kansas City, expects to get away in September to visit 
with his son, in Chicago, and to be among those pres- 
ent at the coming N. S. A. convention in Chicago. 

> « > 

Mr. N. A. Auger, vice-president of Wallace Pencil 
Company, St. Louis, will leave in August for a vacation 
with his family, who have been sojourning in Califor- 
nia for several weeks. 

+ * ~~ 

Clarence Comfort, president of Comfort Printing & 
Stationery Company, will join his family in Michigan 
where they have been vacationing for some time. 
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of the Smaller Cities. 515 MADISON AVE., N. Y. CITY 
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Everyone 


Can bind his own papers—Inventory 
sheets, duplicate invoices and orders, 
sales slips, or any papers necessary 
to be preserved for future reference, 
at trivial cost and in as neat vol- 
umes as the one pictured below 





Storage Binders 


and Backs 


A stock size binder for almost every 

size sheet and special sizes at sur- 

prisingly low cost. Ask for prices 
and full information. 


NS 


(jhe Wabash Cabinet Co. 


‘Wabash~Indiana. 











The Wabash Cabinet Co., Wabash, Ind. 
Please send us full information about your WABACO STORAGE 
BINDERS, including PRICE LIST and DISCOUNTS. 


Name 


Address 

















PASSED AWAY 


GEORGE S. PARKER 

George S. Parker, for forty-two years president and 
for four years chairman of the board of directors of 
The Parker Pen Company, Janesville, Wisc., died on 
July 19 in Billings hospital, Chicago. Funeral services 
were held on Wednesday, July 21, in Trinity Episcopal 
Church, with the Rev. Herman Anker officiating. 
Burial was in Oak Hill Cemetery. 

Born in Shullsburg, Wisc., Mr. Parker attended the 
local school, afterward entering in turn Upper Iowa 
University and the University of Valparaiso, Ind. Upon 
completion of his studies, he engaged in farming for 











THE LATE GEORGE §. 
PARKER 











a brief period, then went to Janesville to enroll in the 
Valentine School of Telegraphy. There he became in- 
terested in fountain pens and in 1889 ventured in the 
business, developing an original idea for feeding the 
ink to the nib, which he named the Lucky Curve. 
He interested the late W. F. Palmer and with him 
formed in 1891, The Parker Pen Company. 

From small beginnings the business made gradual 
advance through the years, but was given great im- 
pulse in 1922 with the introduction of the Duofold pen, 
Mr. Parker’s own invention, with which were first in- 
troduced colored barrels, an idea destined to adoption 
by all fountain pen manufacturers. With this colorful 
feature, the company’s product, which enjoyed con- 
siderable sale, went rapidly into the markets of the 
world. And the once little business with Mr. Parker 
and Mr. Palmer the only shareholders was developed 
into one of the dominating fountain pen companies, 
attracting twelve hundred stockholders and affording 
employment for more than a thousand persons. 

On April 20, 1933, Mr. Parker resigned the presi- 
dency to become chairman of the board of directors, 
his son, Kenneth S. Parker, who had been sales and 
advertising manager, becoming president of the com- 
pany. 

Throughout his career, George Parker maintained 
a balanced viewpoint of life. He combined with his 
business acumen a deep appreciation of the senti- 
mentalities and cultural influences. His relation with 
employes was as fellow-worker. In them he retained 
personal interest and with them, personal contact. He 
knew them and their families. In 1930, he built the 
Parker club house for their enjoyment. The club house 
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Selling MONGOLS 
with a SMILE 


No wonder the dealer who handles MONGOL 
Colored Pencils is happy. He has a specialty 
that gives him a good profit and on which 
there is an active and growing demand an 
item that lifts him out of the doldrums of 
cut-price competition that is so prevalent these 
days — and plays a lively tune of worthwhile 
sales on his cash register. 


If you’re not selling the Colored MONGOL 
you’re passing up a real opportunity—for this 
pencil is opening up a whole new field of uses 
and USERS. You can bank on that, because 
this popular pencil has many points in its favor 
AND BESIDES, the Eberhard Faber powerful 
nation-wide Advertising Campaign is telling 
your customers, over and over again, 


“Say MONGOL to Your Stationer”’ 





At right you see the current 
MONGOL Colored Pencil AD- 
VERTISEMENT running in 3 
National Weekly Magazines: 
Colliers, Time, and Saturday 
Evening Post. We also reach 
your customers through consis- 
tent advertising in Industrial 
Publications such as Signs of 
the Times, Printing Industry, 
Printer’s Ink Monthly, Theatre 
Arts and School Arts. 




















PENCILS 


Made in 24 colors. Sold singly 
or in attractively boxed assort- 
ments. Round and Hexagon 
Shapes. 10c each, retail. 








BERHARD FABER 


The Oldest Pencil Factory in America 
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o-ordination 
Spells < 


CHAMPIONSHIP 


Riuarn KLY few persons who appreciate championship performance, realize the vitally impor- 
tant parts which are played by perfect coordination and team-work. 
In the manufacture of MARATHON, champion of typewriter ribbons, this is particularly true. Only 
an organization of long experience, with splendid team-work and perfect coordination of laboratory 
and production facilities, could create this outstanding SUPER SILK RIBBON! 

GREATER VALUE FOR YOUR CUSTOMERS 
MARATHON’s superb clarity of write—inestimably important in correspondence, record keeping, 
billing and bookkeeping; 
MARATHON’ greater number of carbon copies at one writing—all beautifully crisp and clear; 
MARATHON’s longer ribbon wear, hence economy as well as beauty and legibility. 

GREATER PROFITS FOR YOU 

MARATHON’s quality, ability, value take it out of the class of price competition; make it easier to 
sell—give you a greater actual dollars-and-cents profit. 


+. 


Write for sales-making test data and prices. 


COLUMBIA RIBBON & CARBON MANUFACTURING CO., INC. 
Main Office and Factory: Glen Cove, L. 1., N. Y. 

New York: 305-313 East 45th St. Kansas City, Mo.: Dwight Bldg. 

ENGLAND: Columbia Ribbon & Carbon Mfg. Co., Ltd., 11-12-13 Dowgate Hill Cannon St., London, E.C.4. 


ITALY: Columbia Nastri E. Carta Carbone, S. A., Via Tito Livio No. 6, Milano, 134. ° 
AUSTRALIA: Columbia Ribbon & Carbon Company (Australia), 66 City Road, Sydney, N.S.W, 


COLUMBIA 


TYPEWRITER RIBBONS & CARBON PAPERS 
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has become one of the popular recreation spots in | 


Janesville. Parties, dances, concerts, lectures, etc., are 
forms of entertainment. The house is beautifully fur- 
nished. Some of the articles being prized possessions 
Mr. Parker collected on his travels abroad. In 1935 he 
erected Camp Cheerie, a summer cottage along the 
bluffs of Rock River, for outings of the employes, boy 
and girl scout groups and others. 

“To share the blessings God has given me” was the 
desire that impelled many of Mr. Parker’s contribu- 
tions and his service to Janesville. Many institutions, 
civic and otherwise, were recipients of his generosity. 
His interest in art and music made him one of the 
leaders of the Apollo Club and brought many fine pro- 
grams to Janesville. He was a collector of rare objects 
from all parts of the world, his house in Janesville 
and the summer place at Stonehenge containing a 
great variety of his selections. He was considered an 
authority on carved ivories, of which he possessed an 
extensive variety. 

A silent tribute, indicative of the esteem in which 
Mr. Parker was held, was paid by the businessmen and 
merchants of Janesville when they closed their estab- 
lishments on the day of the funeral. 


Mr. Parker, with Mrs. Parker, sometimes accom- 
panied by their daughter, made a number of trips 
abroad. A friend once wrote to him that he had but to 
visit Iceland and he would have exhausted the con- 
tinents and the islands of the world. He was the 
author of two travel books, one on the South Sea 
Islands and the other, under the title of ‘“‘The Mysteri- 
ous Yangtze,” the latter published last year. Deeply 
impressed with the culture of the Orient, Mr. Parker 
particularly enjoyed his trips to the Far East. He had 
a host of friends there as well as elsewhere, who will 
regret his passing. 


+ & & 


Cc. E. FALCONER 


Death brought an end to an illness of many years 
standing when Charles E. Falconer, father of the 
president of the Falconer Company, Baltimore, Md., 
died at his summer home on Gibson Island on July 1. 
He was seventy-seven years of age. 

Born in Washington in 1859, Mr. Falconer received 











THE LATE C. E. 


FALCONER 
AS HE APPEARED WHEN 


PRESIDENT OF THE NA- 
TIONAL STATIONERS ASSO- 
CIATION IN 1910-11. 


his early education in a private school in Frederick. 
After completing his education at the old Frederick 
college, he entered the employ of a dry goods concern 
and in 1878 moved to Baltimore where, eleven years 
later, he bought an interest in a manufacturing sta- 


| 
| 


| 
| 
| 
| 
| 
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Reasons 
Why 


This profitable line of paper 
clips, pins, staples, fasteners 
and thumb tacks merits your 
consideration. 


Here are a few reasons why 
dealers like Vail Products! 


1. Quality merchandise 

2. Priced right 

3. Packaged attractively 

4. Close cooperation by 
manufacturer 


5. Good profits 

6. Dealer protection 
7. Prompt service 
8. Fast turnover 

9. Repeat sales 


Write for literature and prices. 


1 cordial invitation is extended to visil 
our plant during the National Sta- 
tioners Convention, September 27, 28, 
29 and 30. 





VAIL 


MANUFACTURING 


COMPANY 


)E. 95th St C 


‘MAIL IT TO VA 
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GENCO 


STENCIL DUPLICATOR. 





Maybe youre skeptical... 


and are inclined to doubt our claim that GENCO 
is the finest low-priced rotary stencil duplicator 
and that its chief competition is 
If so, 


on the market 
from machines very much higher priced 
write us. We'll send you the names of some 
dealers friends of yours who are going ‘great 
guns” with GENCO and making a nice wad 
of dough, too. 


What other duplicator selling for as little as 


$44.00 offers these high priced features: 

l. Sensational new im de 5. | 7 Ran adjustmer 
ign 2 lk ink at inking we J or rai J of posi r 
2. Inside mechanica k di 

bution—leak pr 6. Absolute a ate registra 

n € per tor 

3. Printing surface 8 inches by s - . 

14 inches 7. Feed board takes 

4. Speed ‘ hour heet one tim 


Write at once. This is your opportunity. 


DUPLICATOR CORP. 
New York, N. Y. 


GENERAL 
148 Lafayette St. 





The new GENCOSCOPE is another sure fire winner 
design, light is distributed evenly over the entire working surface 
Many unique, original features. $15.00 
celluloid writing plate and 2 styli 


An innovation in 


complete with light and cord, 





® or: 
ag x 
a peer. 
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tionery store which in 1902 was named the Falconer 
Company. 

Although his illness prevented any active part in the 
management of his company for many years, Mr. 
Falconer was at one time one of the leaders of the 
industry and in 1910-11 was president of the National 
Stationers Association. He also headed the former 
Merchants and Manufacturers Association which later 
became the Association of Commerce. 

Mr. Falconer is survived by his widow, Mrs. Alice 
M. Falconer, a daughter, Miss Mary Falconer, and two 
sons, Charles M. and Norwood B. Falconer, the former 
being the present president of the company. 


- r + 


MISS PATRICIA HARTER 

Miss Patricia Harter, the only daughter of Evan C. 
Harter, president of The Harter Corporation of Sturgis, 
Michigan, was instantly killed on July 4 when a car 
she was driving collided head-on with a large truck. 
The girl was only seventeen years of age. 

According to reports of the tragic accident, Miss 
Harter was giving a week-end party at the family 
summer home near Sturgis when six of the young 
people decided to go for a ride in the evening. They 
were returning from the drive when the accident 


| occurred, killing Miss Harter and seriously injuring 


her five passengers. 

The death of his daughter came as a severe shock 
to Mr. Harter who had undergone a serious operation 
in a local hospital a week prior to the accident. The 
funeral was held in Sturgis on Wednesday, July 7, at 
St. Thomas church with burial following in a cemetery 
on the outskirts of the city. Among those who attended 
the last rites for the girl were Adrian Davis, J. A. 
Johnson, J. K. Martin, and Paul Bolton of the Globe 
Furniture & Stationery Company, the firm represent- 
ing The Harter Corporation of Chicago. 

tok + 
E. J. SHEEHAN 
Edward J. Sheehan, well known typewriter man who 


had spent practically his entire life in the industry, 
died at the St. Elizabeth Hospital in Chicago on July 


| 24, at the age of fifty-five years. The end was brought 


about by a complication of heart trouble and pneu- 
monia. 

Mr. Sheehan was known as “Eddie” to his hundreds 
of friends throughout the industry. It was about 1900 
that he first attracted the attention of typewriter 
men as a person of exception mechanical ability. At 
that time he was with the Union Typewriter Company 
of Bridgeport, Connecticut, but two years later joined 
the Underwood Typewriter Company, organizing and 
developing the repair departments of the branches, 
demonstrating machines and superintending installa- 
tions. During a part of that time, he supervised the 
repair department of one of the company’s largest 


| branches. 


In 1906, Mr. Sheehan joined the Royal Typewriter 
Company and was employed to organize repair depart- 
ments throughout the country, although he found time 
to do valuable work in mary other ways. 

Four years later when the Noiseless Typewriter Com- 
pany was enlarging its organization, Mr. Sheehan 
joined that firm where he was engaged to assist in 
the development of the machine and to instruct sales- 
men and managers of the agencies and branches. He 
took with him an expert knowledge of typewriter con- 
struction which along with his mechanical and sales 
experience, fitted him for this work. In February, 
1914, he was made sales manager, remaining in that 
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FOR YOU IN THIS 


BARGAIN BASKET' 


Here's a quick "pick-me-up" for your busi- 





















ness! An introductory assortment of memo 
and school composition books, all featuring 
the patented Kamket loose-leaf device, all 
amazingly low-priced, and all temptingly dis- 
played to make your customers stop, look 
and pick-‘em-up! We know and you know 
that a book in the hand is worth two on the 
shelf. That's why this display will sell volumes! 


And for that extra sales-punch, these Kamket 
books come in striking, eye-catching colors, 
never before available in books of this type! 
Priced for a juicy mark-up! Act today for 
school-day and every-day profits! Mail cou- 
pon for descriptive circular NOW! 


Plain and ruled fillers available 


© KAMKET CORPORATION 1937 







MAIL COUPON [LODAY¥ 


KAMKET CORPORATION 
401 Broadway, New York City 








Gentlemen: Please send me illustrated circulars and prices on 
“Bargain Assortment” and Pocket-Dex. 


Compony...... 
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MAKES MONEY 
FOR ME~ 













We Receive Similar State- 


ments from Others of Our | | | 

Dealers’ Salesmen! .. .. 

HESE expressions come from salesmen who sell Posture Seating | | | 
L a A as 


the Harter Way. They know that once a Harter sample chair is 





placed in office or factory, and given a thorough try-out, the rest is fxecutive DeLure Secretaria! Chair 


No. 8 


R N 





easy. From experience they know that Harter Posture Chairs demon- , 
strate—in comfort, health and dollars—the value of correct posture. | 

Helping make sales is a time tried policy here at Harter. We have | 
long recognized the fact that dealers’ salesmen must make sales if our | 
entire organization is to be successful. As we have previously said: 
This method is sound and gets results. 

Perhaps you will want to know more about Harter Co-operation. If ~—— 
so, we will be glad to have you write us. "Me. 519-048 


Cc /orporation - 














MANUFACTURER OF THE WORLD'S FINEST STEEL SEATING EQUIPMENT 








AUGUST, 1937 


position until the merger of the Remington and Noise- 
less interests, when he took an important executive 
position with the Remington organization. 

Like many other members of the industry, Mr. Shee- 
han had always cherished a desire to go into business 
for himself. It was this urge that caused him to bring 
to an end the pleasant associations which he had 
enjoyed with Remington, and become general manager 
of, and a substantial stockholder in, the Ames Supply 
Company of Chicago. He remained a valuable member 
of the Ames organization up to a year ago, when he 
retired. 

Mr. Sheehan is survived by a daughter, Mrs. Thomas 
Gallagher. 

tr + +- 


M. V. MALONEY 

M. V. Maloney, one of the founders of Maloney- 
Gilmore Company, Chicago, passed away several weeks 
ago at Virginia Beach, Va., while on a vacation. He 
entered the office equipment business in 1914, joining 
the Elliott-Fisher Company. He worked with Elliott- 
Fisher several years, becoming manager of the Indian- 
apolis office. Later he sought transfer to the Chicago 
office, where he made the “all star” club several years. 
In 1912 he and H. B. Gilmore founded the Maloney- 
Gilmore Company. Later Mr. Gilmore left the business 
and Mr. Maloney became sole owner. 

In May, 1936 Mr. Maloney sold his interest in the 
Maloney-Gilmore Company to C. A. Hitchcock, who 
had been with him eleven years. Mr. Maloney went 
east to become vice-president of the Great Eastern 
Feed Mills, Lowell, Mass. 

Surviving Mr. Maloney are his widow, three children 
—one boy and two girls, all matured. In his career 
Mr. Maloney made a host of friends, and his immedi- 
ate associates in: Chicago still speak of him as “the 
boss.” 


- & & 


G. E. LEET 

George E. Leet, office and school furniture dealer, 
of Erie, Pennsylvania, died May 4, at the Hamot Hos- 
pital following a heart attack. He was sixty years of 
age. 

Mr. Leet moved to Erie with his parents from 
Vienna, Ohio, when he was a boy. He early showed an 
inclination toward the printing business, and with the 
money saved from carrying newspapers, bought a 
printing press which he set up at home. After grad- 
uating from high school, he opened a print shop which 
he operated successfully for a number of years. 

It was in 1914 that Mr. Leet decided to expand his 
business, and he began the selling of office furniture. 
At that time, he asked for and received the repre- 
sentation of the General Fireproofing Company in his 
territory. A few years later he bought a store building 
at 1116 Peach Street, into which he moved his business. 

Mr. Leet was a thirty-second degree Mason and sang 
in the Chanters for many years. He was also a mem- 
ber of the First Methodist Episcopal church and sang 
in the choir there for over thirty-five years. He is 
survived by four nieces. 


tr bf & 


Ww. G. TRAUD 
The untimely death of Walter G. Traud, at the age 
of forty-nine, on June 18 while en route to his home 
in California, recently brought to an end an outstand- 
ing career of twenty-four years with Ditto, Inc. 
Mr. Traud’s activities centered in the Ditto sales 
organization where he was known as dean of the com- 
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€EN=TR=KOTED 
CARBON PAPER. 
MEANS 


Customer Satisfaction 


FOR YOU 


It is only natural that so many 
people are asking for Cen-tr-koted 
Carbon Paper by name. This quality 
Carbon Paper, when used together 
with Cen-tr-Koted Backing Sheet, 
makes carbon copies that are really 
amazing. They are consistently 
sharp, clean and lasting. 


Send for our helpful 
booklet “‘Carbon 
Paper Facts.” It will 
be sent to you free on 
request and will give 
you informa- 
tive facts on Carbon 


many 





Paper. 


An Exclusive Agency on Grand Prize 
Carbons and Ribbons in your city 
is a sure slep toward greater profits. 
Write for our dealer proposition 
booklet. 


| 


* 
GRAND PRIZE 
CARBONS and RIBBONS 


PACIFIC CARBON & RIBBON MFG. CO. 


J. Francis O'Connor, Pres. 








Head Office and Factory: 1451 Harrison St., San Francisco 
Chicago: 608 So. Dearborn St. 


Houston, Tex. Portland, Ore. 


Seattle 


Los Angeles 


Denver 
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Yes, sir, there’s extra satisfaction in a package | 


of Dusco Dry Stencils; extra satisfaction for the 
customers in the sturdy blue tissue that will 


write clean and sharp for many thousands of | 


copies. 

And there’s extra satisfaction in the way they 
are wrapped—24 sheets in a blue (lightproof) oiled 
paper with an instant opener tape at the end. 
The backing sheets are thumb-notched for con- 
venience in separating the tissue. Packed in an 
attractive blue and silver carton. 


By the same token, there’s extra profit for the 


dealer, too. 






An ink of the high- 
est quality, made to 
three viscosities to 
match the machine 
and the climate. 


Two half-pound 
cans (lithographed) in 
an attractive carton 
readily converted into 
a counter display. 


Write for a Proposition 


The Duplicator 
Supply Corporation 


OMMANDER \== Duplicators 


MINNESOTA 


Manufacturers of 


MINNEAPOLIS 


| in her tragic loss. 
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| pany’s branch managers. Frequently he led the entire 


Sales force in sales volume; accomplishments which 
are explained by his belief in constant and repeated 
effort as the key to successful salesmanship. He 
headed the San Francisco office of his firm and di- 
rected sales in Northern California from 1913 until 
stricken with cerebral hemorrhage in 1936 at which 
time he secured a leave of absence. 

News of Mr. Traud’s unexpected passing was a se- 
vere shock to his hundreds of friends and business 
associates throughout the country. 

Mr. Traud, who was born in Louisvilie, Ky., on Feb- 


| ruary 9, 1888, is survived by his widow, Mrs. Irene 
| Traud, to whom OFFICE APPLIANCES joins with the host 


of Mr. Traud’s friends in offering sincere sympathy 


- - + 


R. W. CASTLES 
Stricken with an attack of pneumonia which proved 
fatal in less than a week, R. W. Castles, manager of 
the New York factory branch of the Allen-Wales Add- 
ing Machine Corporation, died at the Orange Memorial 
Hospital, Orange, N. J., late last month. He was 45 


| years of age. 


Mr. Castles, who had spent practically his entire 
lifetime in the adding machine and office equipment 
field, had an exceptionally large acquaintance, and 


| numbered among his friends several bank executives. 


He was a member of the New York Advertising Club 


| and the Executives’ Association. 


He is survived by his widow, Mrs. Estelle Clark 
Castles, his mother and father, Mr. and Mrs. J. E. 
Castles of Smyrna, S. C., and four sisters and a 


| brother. 


r & y 


E. SPARKS—M. H. OLSEN 

As this issue goes to press, word is received of the 
deaths of Edgar Sparks and Mack H. Olsen, both of 
the L. E. Waterman Company. According to the meager 
report, Mr. Sparks was in charge of the Pacific Coast 
Offices and had been in ill health for some time. And 
Mr. Olsen, who died in Dallas, Texas, represented 
Waterman in Texas, Louisiana and Mississippi. 

A full report of the passing of Mr. Olsen and Mr. 
Sparks will be contained in the September issue. 


- & & 


J. R. BOWMAN 

Stricken with pneumonia at the age of twenty-six, 
John Raymond Bowman, son of the president of the 
National Blank Book & Supply Company of Akron, 
Ohio, died early last month. 

Mr. Bowman was a member of a well-known Akron 
family and had been associated for a number of 
years in business with his father. He was a graduate 
of West High School and a life-long resident of Akron. 

Besides his parents, Mr. Bowman is survived by 
three sisters, Mrs. William Wilson of Akron, Miss Louise 
Bowman and Mrs. Donald Kaufhold, both of Phila- 
delphia. He was a nephew of Mrs. Helen B. Judd 
and of Mr. and Mrs. J. V. Blake of Akron. 


-  f 


TOM PINKNEY 

Tom Pinkney, formerly export manager of A. B. Dick 
Company, Chicago, died in Chicago on June 30. Death 
came very suddenly. 

Mr. Pinkney had been with the company about forty 
years, doing considerable traveling in the interests 
of the export department. He retired from active work 
in June, 1936. He exceedingly enjoyed his hobby of 
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the Hell “VN and E" 


STEEL SUSPENSION DESK 
(All Clear Beneath) 


Four Point Floor Contact Construction is not new. ““Y and E"’ had it in wood desks years ago. But 
when that construction in Steel patterns the suspension bridge in strength and stability, a big advance 
has been made. Add to this achievement in desk engineering, the many outstanding features that 
dominate the New “Y and E"’ Steel Suspension Desk and you have the greatest desk value ever 


offered. 


Never before has there been so efficient a desk—in models scientifically designed in drawer arrange- 
ment to meet the needs of every employee, from president to junior clerical worker. Sixty-five models 
are available. 


A partial check of the new and amazing features which have been incorporated into this desk will con- 
vince you that the new ‘Y and E"’ Steel Suspension Desk will break all previous sales records. Add to 
these features the obvious advantages of four point suspension which leaves all clear beneath, assuring 
greater foot freedom and worker comfort, and you have irrefutable proof of the value of the “Y and E"’ 
Franchise. 


Write now for complete details of the desk that is sure to be the year's profit leader. 


Illustrated at the right is the original “Y and E" Wood 
Suspension Desk, then the last word in efficiency and 
thead-of-the-times design, but a far cry from its descendant 
in steel which heads the new “Y and E” line. 
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The Famous 


UHL Steet 


No. 9000 CHAIR 


A wonderful chair for 
the price. Light, strong 
and comfortable. 





Used in offices, schools, 
cafeterias, and is a great 
chair for 
Waiting 


Rooms. 


Posture 
style 
seat. 


Stenog- 
raphers 
enjoy 
them. 


We also furnish the No. 9000-S made entirely of steel with 
perforated steel seat and steel back-rest. Also the No. 
9000-WS with wood seat and steel back-rest. 





No. 9000 
with wood seat and 
back-rest 





Cut at right 
shows No.9000 | 
chair with arm- 
rests. A very 
comfortable 
chair for those 
who must be 
seated for long | 
periods. \ 

ASK FOR 

CATALOG 





No. 9000-A R 





Manufactured by 


THE TOLEDO METAL 
FURNITURE CO. 


Toledo, Ohio 


1628 Hastings Street 
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stamp collecting, which he had done for some time. 

He is survived by his widow, Mrs. Lily Pinkney, and 

his two sons, Ernest B. P. and Thomas L. Pinkney. 
tr Ff & 
H. W. HAWKE 

Harry W. Hawke, 47, Conneaut, O., who was engaged 
in the office supply business since 1927, when he retired 
from newspaper work, having formerly been editor 
of the Conneaut News-Herald, died July 1 at Brown 
Memorial Hospital. He was recognized as a civic leader 
and served a two-year term in City Council. His 
widow, a son, Robert, and a daughter, Marjorie, sur- 
vive—AK 

+t + +& 
W. H. HASBROUCK, JR. 

William H. Hasbrouck, one of the pioneers of the 
stationery industry in which he was active for more 
than sixty years, died last month at his Staten Island 
home at the age of 84. 

Born in Newburgh, N. Y., of revolutionary ancestry, 
Mr. Hasbrouck had lived in a section known as Has- 
brouck Hill, for more than fifty years. A number of 
years ago, he owned a large stationery manufacturing 
business which produced the M & H line of writing 
tablets. He listed his friends by the hundreds through- 
out his long career, and his retirement from business 
some time ago, failed to diminish his interest in the 
industry. 

Mr. Hasbrouck is survived by his widow and three 
sons, William H., Jr., Herbert A. and Richard C.; and 
a daughter, Mrs. William H. Buckley. 

+ ok + 
H. B. REYNOLDS 

Stricken with a heart attack in a Chicago hotel, 
Henry B. Reynolds, Western line manager of the 
Leather-Life and envelope division of the Wilson- 
Jones Company, died on July 16. 

With a knowledge built up by long association with 
the trade, he was well regarded as an authority in the 
industry and those who knew him regarded him as an 
energetic worker, a loyal friend and a man of in- 
tegrity. 

Mr. Reynolds is survived by his widow, Mrs. Beulah 
Reynolds; two daughters, Maxine and Sally of Phila- 
delphia; his mother and two sisters of Zion, Ill. Inter- 
ment was at Zion. 

ee 
TYBON ISSUES USEFUL RIBBON CHART 

A new ribbon chart, said to be the most complete 
and comprehensive on the market, has recently been 
created by the Tybon Corporation, 147 North Twelfth 
street, Philadelphia, which is free to any dealer who 
sends a request on his standard letterhead. According 
to E. B. Somers, general manager of the corporation, 
the ribbon chart lists every type of typewriter, adding 
machine, billing machine, listing and bookkeeping ma- 
chine, giving the width and length of each ribbon and 
also shows which machines are interchangeable and 
where it is possible to use the ribbon of one machine 
on another. 

—-> 
SHERMAN-MANSON ISSUES NEW CATALOGUE 

Twelve well illustrated pages containing pictures of 
the various office stands and stools manufactured by 
the concern make up catalogue No. 835 issued recently 
by the Sherman-Manson Manufacturing Company of 
Chicago. Copies of the new catalogue may be obtained 
by writing to the company at 621-631 South Kolmar 
avenue. 
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“THE ACCEPTED 
STANDARD OF QUALITY” 








Bassick 


OFFICE CHAIR CASTERS 


The largest selling quality ofhce chair casters 





in the world! 


Why because of the patented two-level ball race design 
that gives greater efficiency and easier swiveling — because 


of guaranteed and proven satisfactory service in actual use. 


These casters and the complete line of BASSICK floor 





protection equipment are building good-will and profitable 


This BASSICK display will sell sales for leading office equipment dealers. 
QUALITY casters, and floor protec = 
tion equipment. It is available free to 


dealers stocking the Bassick line. CATALOG AND COMPLETE INFORMATION ON REQUEST 


THE BASSICK COMPANY * BRIDGEPORT, CONNECTICUT 


2PORATION OF CANADA, LTD., BELLEVILLE, ONTARIO 


WART-WARN 
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(Meetings—Continued from page 92) 


How can we stimulate demands for our products or 
services? How can we absorb the increased costs of 
producing goods, represented in the shorter working 
week, by higher wages, taxation, and many other 
things and, instead of increasing the cost to the con- 
sumer, reduce the cost to him?” 


“In my opinion,” he declared, “the answer rests in 
our approach to these problems, in our mental atti- 
tude, and in processes of research, education, manu- 
facturing and distribution. In our country we have 
not merely built—we are building. The development 
of our industries and the welfare of our people depend 
pretty much upon the vision and the pioneering spirit 
of our industries, as manifested through our manage- 
ments and our people generally. We must concern 
ourselves with the outlook for the future, as well as 
the output of the present.” Mr. Nichol emphasized the 
necessity for research and readiness to scrap old ideas 
for new. “By making available to us the results of 
research and invention in increasing quantity, the men 
and industries which are constantly pioneering new 
products and services are daily altering our concepts 
of what constitutes the American standard of living,” 


he said.—AK 
o— et 


N. A. D. M. C. CONVENTION 
The fourth annual convention of the National Asso- 


ciation of Dictating Machine Companies was held in 


Pittsburgh, Pa., 
Robert Cramond as host. Members met in the assem- 





— Or 
words to this effect were most likely 
being said by President Robert Cramond 
of the National Association of Dictating 
Machine Companies to John Cline, secre- 
tary of the organization, and his pretty 


“BLESS YOU, MY CHILDREN!” 


bride. Mr. and Mrs. Cline surprised 

delegates at the organization's conven- 

tion at Pittsburgh last month when they 

announced their wedding as having 

taken place the day before the conclave 
began. 


bly room of the Empire building, with their wives and 
families and, as was arranged, the ladies left for a 
tour of the city while the meeting was in progress. 
Members and families met again in the evening for 
dinner. 


cool, where accommodations were provided to spend 


UL, 





the first week in July with President 
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A /s “COMMON SENSE 
add NIZA 


PEN 


Because it’san Esterbrook, this pen is practical not only 
from the user’s viewpoint but thoroughly sound as an 


| fo 


item for progressive dealers to feature for individual 


use and as standard office equipment. 


For more than 78 years, maintenance of quality and 
traditional craftsmanship have won world-wide accep- 
tance for Esterbrook products. This common sense 
fountain pen deserves a prominent display in your store. 


bstertivuk 


Se NTAIN PEN 


e 1858 






ESTERBROOK STEEL 
PEN MFG. COMPANY 
86 Cooper Street 
Camden, N. J. 
or 
Brown Bros., Ltd. 
Toronto, Canada 


Worlds Great est $ $Ln 
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DEALER prorits/ 
TURNAPAGE 


. plays a top performance adding 
extra money to dealer profits. The 
new copyholder that folds away with 
the typewriter and turns pages of 


Write for 





consecutive copy... 


dealer details. 


Manelecturers of the femows Error. Neo 








After dinner, all were taken to a camp and | 
grove fourteen miles outside of Pittsburgh, high and | 
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HALL-WELTER CO, INC. 


181 ST. PAUL ST ROCHESTER, N. Y 


Note the Dawn Mig. Corp. is « division of the Hell Welter Co. Inc. who menulecture the 
famous Speedrite check writer ond the new inexpensive Chexsigne mgner 
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DON’T BE CAUGHT SHORT BY A REVIVED 
DEMAND FOR OFFICE DESKS! 


The ciean lines of the well styled 
Tempo" group are seen in this desk 


Be fortified for the wave of fali buying by building up your stock of 


EVANSVILLE DESKS 


Prices will certainly be no lower; probably higher. 

The dealer with a complete stock will reap the profits this fall. Insure 
these profits by stocking up on EVANSVILLE DESKS now. 

They're low in price but high in sales appeal. 

If you don't have the Portfolio of Designs, a request on your letter- 
head will bring it. 


EVANSVILLE DESK COMPANY 


BUILDERS OF WOOD OFFICE DESKS 
EVANSVILLE 


Bentson 700 


More Value 
for the money 


in filing cabinets 

WHEN your customer is hot 
on the trail of filing cabinet 
value—when the question is 
just what it will do, how long 
and at what cost — THEN 
is the time to tell about 
BENTSON 700. 

Rigidly framed, cannot bulge ; 
designed to keep out dust and 
check rebound. Fitted with 
cradle type, rust-proof quiet, 
roller bearing suspension 
slides. Solid bronze hardware, 
olive green, natural wood 
grain mahogany and walnut 
finishes. Five, four, three and 
two drawer letter and lega! 
cabinets, also check, card and 
ledger sizes, all 26'4 inches 
deep. Various combinations 
of card and letter, etc. 


INDIANA 











Full details of this and 
three other cabinet lines, 
Bentson storage cabinets 
and transfer cases, anc 
the Bentson line of Steel 
Desks and Tables sent on 
request. 





AURORA 
ILLINOIS 


Bentson Mfg. Co. 
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the holiday weekend. Extra meetings were held at 
the camp in the open from 9 A.M. to 2 P.M. at which 
time lunch was served and the rest of the day was 
spent in the grove with the families where games and 
other amusements were in progress. This arrangement 
was carried out for two days and proved very satis- 
factory. 

Reports from various members showed that this year 
has been a busy one. Several telegrams were received 
from members and others congratulating the Associa- 
tion on its fourth convention and assurance of their 
codperation and support. 

A special effort for new members and a drive for 
such, in which every member will have a part, was one 
of the definite plans for the year. 

In the election of officers Mr. Cramond was elected 
for a third term, R. E. Bell was named vice-president, 
and John Cline again elected secretary and treasurer. 

The bright light of the convention came when one 
had to introduce Miss Cox (who knows a lot about the 
bulletin) as Mrs. Cline. John Cline, the secretary and 
treasurer, and Miss Cox were married the day before 
the opening of the convention. 

The annual dinner was held at an old inn near the 
camp, which was a favorite stopping place of gallop- 
ing horses and thirsty owners of days gone by. This 
ended a perfect Convention of friendliness and good 
fellowship, with a vote of thanks to Mr. and Mrs. 
Cramond and others who helped to make the fourth 
convention a success and a very pleasant affair. 


—————o = -—____ 


PEN-MAR-VA TRAVELERS HOLD SPLENDID 
OUTING 

Members of Pen-Mar-Va Travelers Club had a golf 
outing at Sandy Run Country Club in Philadelphia 
on July 16. 

Maurice Landes won the first prize with a 75 and 
Stan Woodruff second with a 76. 

George Harshied and Ned Baynon failed to finish 
as darkness overtook them while they were looking for 
their lost ball. 

President John Kerns and Mark Kenna were part- 
ners in a putting contest called the “put and take 
game.” They won taking out more than they put in 
(the slot). And how! 

Everybody got in on the fine dinner and there were 
chorus leaders from Pennsylvania, Maryland, New 
Jersey, Delaware, Virginia, Georgia, Tennessee and all 
points south. 

Too bad, they said, Pen-Mar-Va couldn’t have an 
outing every month. 

-——____o—ie@- 
FIFTY PRESENT AT FIRST MEETING OF ILLINOIS 
STATIONERS ASSOCIATION 

With better than fifty in attendance, the first meet- 
ing of the Illinois Stationers Association was held in 
Eitel’s Restaurant, Field Building, Chicago, Tuesday 
evening, July 13. The association was organized early 
in June. It is apparent that rapid progress is being 
made. 

The meeting was called to order by President A. J. 
Barbaro, who reviewed the steps taken in establishing 
the organization. In the process he introduced the 
officers who were as follows: A. J. Bidwell, Chicago 
Stationers, Inc., vice-president; G. O. Stevens, Stevens, 
Maloney & Company, treasurer; and Eldon Just, Just 
& Sons, secretary. The directors of the organization, 
A. A. Amberg, Ernest Lund and Oscar Modene were 
also introduced. They were followed by brief presenta- 
tions of Fred Tracht, governor-elect of the Sixth Dis- 
trict of The National Stationers Association and E. H. 
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They're the 1937 “Headliners” n 


(below) 

Carter's *‘Cube-Stand Jr.”’ 
—with a Cube of Carter's 
finest fountain-pen ink ... 
both for 20¢. 










(above) 

Flying geese on the 
label identify Carter's 
Permanent Midnight 
Colors (Blue, Blue- 
Black and Black). 
Handy-sized Cube for 
school and office use. 


(below) 

Carter’s Colored Inks 
are identified by the 
ship and sunset design. 
Suggested for distinc- 
tive correspondence 
and contrast writings— 
Cubes have wide mouth 
for easy dipping and 

















filling...ink-tight screw (left) (below) 

caps that open at once. Carter's Washable Inks Carter's *‘Duplex Cube-Stand” 
(Blue and Black) have the - - « holds 2 large Cubes of 
tropical fish on the label. Carter's finest ink . . . Sells for 








Washes right off if it gets 57¢ complete. 
on your fingers . . . cloth- = 
ing. ie 





(below) 

This Carter “‘Cube- 

Stand"’ with a 10¢ 

New Carter formulas...even finer inks Cubeof Carter's finest 

7 fountain-pen ink... 

QUICKER STARTING — Flows the instant pen both for 3%—with a 

touches paper. No need to ‘“‘shake"’ ink loose 15¢ Cube, 44¢. Others 

. no extra pressure on pen point before writ- from 20¢ to $1. 

ing. Saves time—and temper, too. - 


SMOOTHER FLOWING — Whether writing is fast, 
slow or jerky—Carter's keeps pace with it. Ink 
doesn't adhere to the pen point. From pen to 
paper it flows evenly. 
—_ FASTER DRYING — Cuts down the risk of messy 
_ blots and smudges. Particularly heipful when 
— writing in check or notebooks ... any place 
where quick-drying ink is essential. 
RICHER COLORS—Color, like penmanship, adds 
a definite note of distinction to writing. Each 
—, Carter color hee been enriched . . . and Carter 
offers an unusually wide selection. 





All Carter Inks come in 
extra-large 10¢...15¢...25¢ Cubes 


The Carter’s Ink Company 


BOSTON ° NEW YORK ° CHICAGO 
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In every modern industrial plant where 
machines keep pace with science’s advancing 
frontiers, even the chairs in the outer office 
are considered an important cog in the smooth 
running machinery of business. 

Alert executives, appreciating the direct rela- 
tionship between body comfort and energetic 
minds, inevitably favor Milwaukee Chairs 


throughout the entire organization. 


Chair illustrated is No. 
260'oW with posture 
spindles shaped to cur- 
vature of spine Scooped 
saddle seat assures cor- 
rect posture 


MAKERS OF FINE CHAIRS FOR 
OVER HALF A CENTURY 





THE MILWAUKEE CHAIR 
MILWAUKEE, WISCONSIN 
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Installation of Milwaukee 
Chairs in office of large 
Vidwestern manufacturer 
of machine products sold 
throughout the world. 





COMPANY 


* 
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Franke, of the H. H. West Company, Milwaukee. Upon 
urging Mr. Barbaro introduced himself as president 
of the organization. He is connected with Aetna Sta- 
tioners, Inc. 

A telegram of congratulations from Charles P. Gar- 
vin, general manager of The National Stationers Asso- 
ciation, was read. Following it Mr. Barbaro referred 
to the Illinois association’s purpose, which is expressed 
in the following words: “To foster fellowship, high 
standards, efficiency and progress.” 

Charles Consodine, president of the Wis-Ill Club was 
on hand to bring the good wishes of his club. He was 
supported in his comments by a committee composed 
of Charles Mueller, Russell Carpenter, Harry Balch, 
and William Boyd. 

The speaker of the evening was Harold J. Hampton, 
vice-president of The National Stationers Association, 
who was introduced by Mr. Consodine. Mr. Hampton 
presented an intensely interesting address in which 
he emphasizes the need for and the value of local and 
state associations. He drew from his own experience 
to give examples of how associations have proved of 
genuine worth. He said, “The more we educate our 
competitors, the higher we raise the general standards 
of the industry.” When he concluded his address, Mr. 
Hampton was accorded a standing round of applause. 

After the appointment of a budget committee, the 
meeting was adjourned at 9:10 P. M. 





CHICAGO OFFICE APPLIANCE MANAGERS AT EVANSTON 
GOLF CLUB.—Upper picture, standing: A. E. Blackstone, Dicta- 
phone Sales Corporation; Don Oakes, Postage Meter Company; 
Herbert Frank, Shelby Sales Book Company; M. G. Hoffman, 
guest; San Cundall, Stromberg Electric Company; A. H. Fox- 
croft, L. C. Smith & Corona Typewriters Inc.; Al Schirmer, 
Shelby Sales Book Company. Kneeling: Harry Shiffiette, Marchant 
Calculating Machine Company; J. T. Stewart, W. 8. Gilkey Print- 
ing Company; E. L. Capehart, president, Office Appliance Man- 
agers Association; Harry Cross, Dictaphone Sales Corporation. 
Lower: A group at the nineteenth hole, which was on the lawn 
opposite the eighteenth green. 
—_- 


NORTHERN CALIFORNIA DEALERS PLAN ELECTION 

Final plans for its election of officers to be held 
this month were completed by the Carbon & Ribbon 
Dealers’ Association of Northern California at its July 
meeting according to John H. Griffith, secretary of 
the organization. 

In his statement of the July gathering, Mr. Griffith 
said that members of the association were addressed 
by Mr. Poquette, of the Kee-Lox Manufacturing Com- 
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i elneee 
SELLS ON SIGHT 





PRESIO for 


PERSONAL 


PAPER PUNCH 























Presto, the handy personal paper punch sells itself to students and 
school, children—salesmen, draughtsmen, stenographers, bookkeep- 
ers, and office managers. 

Display them with your school supplies or show them on any 
counter. People see them, try them, buy them—giving you an extra 
sale on an item that is priced for a big margin or profit. 

They're small in size to fit any purse or vest pocket; they clip a 
clean quarter inch hole one fourth of an inch from the edge of the 
paper; always ready for use. 

Presto Punches are carded in dozen lots on self-selling easel 
displays. Write or wire us for samples and discounts. 


METAL SPECIALTIES MFG. CO. 


3210 Carroll Avenue Chicago, Illinois 








Today’s demand for office and 
directors’ tables shows a pro- 
nounced taste for distinctive 
appearance as well as excellence 
in materials and construction. 
The dealer whose line is out- 
standing in these qualities has 
a definite advantage—he is cer- 
tain to secure the most desirable 
business. The Samson No. 151 
Series, shown below, is a worthy 
example. There are many other 
sales-inspiring designs in the 
new Samson catalog. Ask for 
your copy. 






Mutschler Brothers Co. 
502 Madison St. Nappanee, Ind, 
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Tj GENUINE UY 
V5s90 LEDGER OUTFIT 
-. . 5 CYS ‘ porwhery 





the fastest moving LEDGER made! 
seven rings with an 
for 150 accounts 
Leather Tab Index. 


It's loose leaf 
accomodation 


The sheets are visible punched. 
Bound and Lined in Durable Imita- 
tion Leather. 

The metal has the PRESS-TO Single 
Trigger. 


TRUSSELL MANUFACTURING CO. Poughkeepsie, N. Y. 








Take your Leather Goods 
out of the Moth Balls! 


Because:— 


@ 20,000,000 Students of all ages go back to 
school soon, and thousands of Stebco Port- 
folios, Zipper Envelopes and Zipper Ring 
Binders will be sold! 


@ An Army of Executives and Salesmen are 
finishing vacations and will be thinking of 
new “Business Cases” soon! 


@ If you clean up and check up your stock and 
take advantage of the circular on “Student 
Specials” just mailed, you'll make sales, 
soon! 


(lf you didn't receive the circular— 
write for it today—it will pay you!) 






BROS. MFG. CO., INC. 


CHICAGO 


231 S. Green Street 


New York San Francisco 


Suggestion: 

Trim Windows with 
Leather Goods be- 
ginning August 15th 














OFFICE APPLIANCES 


pany and Mr. Gibson, local manager for the Miller- 
Bryant-Pierce Company. At the same time, two new 
members were added to the association roster. They 
were Willard Kalbfleisch, representative of Waters & 








W. G. HUSTON 


Waters and John Edwards, representative of Schwa- 
bacher-Frey, Inc. 

The plans for the coming election were made by a 
committee headed by W. G. “Bill” Huston, president 
of the association and Pacific Coast manager for 
Mittag & Volger, Inc., who also presided at the 
meeting. 





LEO BURT AND HIS BIG 

HAT!—The regional gover- 

nor of District No. 1 is 

shown here wearing his ten 

gallon hat presented to him 

recently by Gene Dulaney 
of Cooke & Cobb. 


eo 


PITTSBURGH O. A. MANAGERS HOLD GOLF 
OUTING 

A record attendance and ideal weather conditions 
were the highlights of a golf outing held July 9 by the 
Pittsburgh Office Appliance Managers Association at 
the South Hills Country Club, Pittsburgh. 

According to a brief report of the tournament, which 
is to become a monthly affair, Fred Barteaux, Dicta- 
phone Sales Corporation, won the kickers’ handicap 
prize; Ed Phillips of the Multigraph Sales Corporation 
walked away with the prize for the greatest number 
of birdies and J. M. Hughes, manager of the Reming- 
ton Rand branch in Pittsburgh, won the prize for 
low gross. 

ee 
CENTRAL TYPEWRITER COMPANY MOVES 

Central Typewriter Company of Wichita, Kan., has 
moved to a larger store at 145 North Broadway. Wil- 
bur Walker and Edward Harrington are at the head. 
In addition to typewriters, filing cabinets, adding ma- 
chines, repairs and office accessories are shown in the 
store —CG 





Most-Wanted Pen 
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How to Share Big 


in Parker’s areata 3 i. 


Focus Your 


Selling Efforts 
on This New 


og ” 


of America’s 


$8.75 and *10 






This DOUBLE-PAGE advertisement in 4 colors will ap- 
pear in LIFE — we September 6. In addition, Parker’s 


School-Opening 


hedule includes 16 other National Mag- 


azines, 135 local Newspapers and 230 College Papers. 


To steam your Fall pen sales up to the boil- 
ing point, Parker now releases: 
1 A new and superlative model of the revolu- 
® tionary Vacumatic, in 3 sizes, at $8.75 
and $10. 
2 An exclusive and original new Gift Box, 
*created in Plastic for Parker by one of 
America’s leading Silversmiths. 
3 A smashing and dramatic Advertising pro- 
* gram of DOUBLE-PAGE SPREADS, full 
pages, 4 pages and 1-6 pages, in full color and 
black and white, in 17 national magazines, 135 
local newspapers and 230 college papers—fea- 
turing Parker Vacumatic Pens at $5, $7.50, 
$8.75, and $10, and Pen and Pencil Sets at 
$7.50, $11, $12.50 and $15. 
To share big in this big School-Opening “‘Pay- 
Off,” organize your selling efforts around this 
gigantic merchandising event as follows: 


Stock Parker Vacumatics in all sizes and 
* prices and “spotlight” the new model at 
$8.75 and $10. 
2 Arrange special store and window displays 
* of laminated Pearl Parker Vacumatic Pens 
and Sets and suggest these to all comers. 
3 Tune your store into Parker Advertising by 
*inserting tie-up ads in conjunction with 
Parker advertising in your local newspaper, 
and broadcast your Parker Vacumatics on the 
radio. Thus you will establish a profitable con- 
tact between your store and the multitudes of 
local people who will see Parker advertising. 


Ask our representative to show you the com- 
plete schedule of Parker’s School-Opening Adver- 
tising, and the dates the ads will appear in your 
local newspaper. Also have him requisition your 
tie-up ads (mats or electros), and special dis- 
play material. Do this at once. 


wis. 
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THE PARKER PEN COMPANY 


JANESVILLE, 
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AMERICAN BUSINESS 


The Steelcase line serves “‘big’’ business and small with 
the utmost in satisfaction to all parties concerned. Years 
ago, when Steelcase was young, American business was 
quick to discern its all-round high quality, its attractive- 


a ness and its true craftsmanship. Success came promptly 


because success was deserved. Today, Steelcase sets the 


pace in popularity, in prestige and in price. It leads! 
From coast to coast, many Steelcase dealers have shared 
in the success of the line. Wherever good live dealers are 
located, there you will find Steelcase. We are proud of our 
Steelcase dealer organization . .. it has helped a great 
line grow greater and we have profited together. Let us 


SECTIONAL 
SQUIER give you the facts . . . show you the sales possibilities of 





the line . . . send you our latest catalog. You have much 


to gain. Write us today. 


METAL OFFICE FURNITURE COMPANY 
Grand Rapids, Michigan 











LOCKERS 


STEELCASE 


Bsusiness fquipit err, 


oy j= DESKS E — 
FILING CABINETS STORAGE CABINETS 


SAFES SHELVING 4 Grades WARDROBES 
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RELIABLE ISSUES NEW PRICE LIST 

A new price list covering every make of standard 
and portable typewriter as well as a number of other 
office machines has recently been issued by the Re- 
liable Typewriter and Adding Machine Corporation of 
Chicago. Dealers desiring a copy of the new list should 
communicate with the organization’s home office at 
303 West Monroe street. 

—————o——e 
GIANT REPRODUCTION OF STEEL PENS ON 
SPENCERIAN DISPLAY CARDS 

A giant reproduction of two popular Spencerian pens 

standing out in third dimension from a “bull’s eye” 





TWO NEW DISPLAY 
CARDS.—The Spencerian Pen 
Company recently made avail- 
able to dealers these two dis- 


plays. The top is the No. 42, 
and the lower is the No. 240. 


in red is the attraction feature of the two new dis- 
play cards now offered free to its dealers by the Spen- 
cerian Pen Company, 349 Broadway, New York City. 
The pens are made of brilliant silver and gold foil 
board and are mounted on a sturdy card attractively 
finished in buff, blue and red. A double wing easel 
in the back keeps the cards standing up. Full instruc- 
tions for assembly are printed on the back. The cards 
measure 12% inches wide by 15% inches high. 


o—- ee 


OPEN DISPLAY TABLE BUILDS SUNDRY SALES 
Substantial increase in smaller items in office sup- 
plies was obtained recently by the L. A. Barnes Co., 
stationery and office supplies firm of Fort Worth, Tex., 
through installation of a large, open display table. 
There can be no question that many customers 


EE 





MAJESTIC 
CHAIR No. 105 


MAJESTIC OCCASIONAL CHAIRS 


The inherent characteristics of leather 
is magnificently exemplified in these 
MAJESTIC Occasional Chairs. Care- 
fully customed by skilled artisans 
they offer pleasing contrast or har- 
mony—a source of much extra profit 
for dealers. When you sell a suite, 
remember an occasional chair—and, 
above all, be sure they are all cus- 
tomed by MAJESTIC. 


MAJESTIC LOUNGE COMPANY, Inc. 
BRIDGEPORT, CONN. 


NEW YORK OFFICE AND SHOWROOM: 192 LEXINGTON AVE. 
CHICAGO SHOWROOM: MERCHANDISE MART 

















DARNELL 
Office Chair 


CASTERS 


e BUILD and HOLD 
BUSINESS 


Your customers will 
appreciate the smooth, effortless, quiet operation 
of Darnell Casters, Famous because they 


Always SWAWEE, and ROVE 


—Darnell Casters have longer life and give the 
maximum of floor protection. Made of highest 
quality materials throughout. Office Furniture 
and Appliances Factory-equipped with Darnell 
Products indicate the manufacturer’s high regard 
for quality. 
The new Darnell Caster and Wheel Manual 
is now ready for distribution. 


DARNELL 


CORPORATION, LTD. 
P. O. Box 4027-O, Sta. B 
Long Beach, California 





Featuring the Darnell Patented 
Double Ball-Bearing Swivel 














Write for 
FREE Sample 
Set of Darnell 
Noiseless — 




















24 E. 22nd St., New York City and 
36.N. Clinton, Chicago, Illinois Pro 
for Darnell 
Dealers 


4 











st 
Nm 








No. 1204—66" x 36" 


A Rishel Chippendale 


In Genuine American Walnut and 


Genuine Mahogany 


Distinctive in Style and Beauty 
isk for New Catalog of Complete Line 


Some Desirable Territory open 


for Experienced Salesmen 


J.K. RISHEL FURNITURE COMPANY 


Williamsport Pa. 











WOODSTOCK 
TYPEWRITERS 


CITIES 
THROUGHOUT THE WORLD 


BRANCHES IN PRINCIPAL 


DISTRIBUTORS 
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“help themselves” to additional merchandise, while 
waiting for purchases they have already made to be 
wrapped for them, where, formerly, fewer such sales 
were made, F. H. Barnes, manager, reported. 

The table stands somewhat higher than the ordi- 
nary display table; the table top is higher toward the 
center than the edges, on either side. Dividers pro- 
vide show space for innumerable miscellaneous items, 
such as gummed paper, glue, paper clips, etc BART. 

+ — 





A BUDDING STATIONER. — 
H. Dorsey Douglas III, who 
has just entered his fifth 
month, is expected to follow in 
the footsteps of his father and 
grandfather and keep the H. 
Dorsey Douglas Company one 
ef the highlights of Oklahoma 
City. —EVH 


—- 


CANADIAN NEWS NOTES 
Roy C. Hill, president of the Canadian Pad and 
Paper Company, 240 Madison avenue, Toronto, has 
been named as president of Eaton, Crane & Pike Com- 
pany of Canada, Ltd., which is moving into a new and 
finely equipped plant at 375 Madison avenue, Toronto. 
Norman A. Sinclair, who was instrumental in the for- 
mation of Eaton, Crane & Pike Company of Canada, 
Ltd., in 1920, is retiring from the management owing 
to prolonged ill health. He will, however, continue as 
vice-president of the company. John A. Johnston, 
who has been assistant manager of the company for 
a number of years, is now in charge of production. 
> > > 
Arthur H. Kerr, representative of the Remington 
Rand Company, Ltd., gave a splendid address to the 
Victoria Rotary Club, Victoria, B. C., recently, in which 
he explained the evolution of the typewriter from 1714 
to 1937. 
* * > 
Since May 31, there has been a general advance in 
the prices of fine office papers in Canada. Writing and 
text paper is advanced about $10 per ton, while ordi- 
nary paper is up about $7 a ton. The prices have risen 
until they are now eight per cent higher than at the 
same time last year. Chief influences in the series of 
advances, it is claimed, are the increasing labor costs 
and the threatened scarcity of sulphite resulting from 
the expanding demand for that product for consump- 
tion in other industries. Higher wages are also a con- 
tributing factor to the problem. Since the beginning 
of the year, there has been an increase of nine cents 
per hour in the average wage throughout the whole 
Canadian paper industry. The increasing demand for 
wood pulp is also a big factor. Wood pulp now forms 
the base for a wide range of products from artificial 
silks to ovenware. 
* * > 


The Dennison Manufacturing Company, makers of 
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@ Powerful heavy duty punch with 
adjustable and interchangeable 
punch heads. Suitable for manu- 
facturing stationers, county offices 
and abstract companies. Built on 
substantial frame finished with 
smooth, steel platen. Equipped with 
adjustable side and back gauges. 
Will punch upto 17” outside centers. 
Arranged to be fastened down to 
bench or table. Stock No. 1475 (2 


round ae 75 
134-inch diameter 2 8 
Hummer and Hercules Punches 
will accommodate from two to nine 


punch heads. Write for circular 
of complete Hummer Line. 











THE HERCULES 











Te Hummer Line 


PAPER PUNCHES 


THE HUMMER 


@ The punch of dependability—with adjustable and inter- 
changeable punch heads. Base and main bearings a single unit. 
Operating shaft of Manganese Steel, known for its strength and 
toughness. Powerful mechanism and unbreakable handle. The 
base is surfaced with steel, with engraved scale for setting 
heads. New graduated flat side gauge and quick acting back 
gauges. Combination cushion base and chip pan. Smooth finish 
in hard baked green enamel with nickel trim. > 45 
Stock No. 271 (2 round holes, 14-inch diameter). . 10 





THE MARVEL 


@ Base, bearings and fixed punch head cast in one unit and 
accurately machined in combination fixture. Practically inde- 
structible operating shaft of Manganese Steel. The new quick 
adjustable side gauge is graduated for sheet sizes and arranged 
to support the paper. 
Removable chip pan and 
rubber feet. Finished in 
green enamel with 
nickel trim. Stock No. 
60 (2 round holes, 4- 
inch diameter, 2°4-inch 
centers). 


$200 





THE REX 


@ A light weight office punch of pressed steel. Adjustable side 
gauge and removable felt cover chip pan base. Neat and com- 
pact. The handy 
punch to have in the 
desk drawer. Finished 
in black and gold. 
Stock No. 14 (2 round 
holes, 14-inch diam- 
eter, 2%4-inch cen- 


ters). 
$425 





WILSON-JONES COM Y 


ELIZABETH, N.Jd. 


CHICAGO NEW YORK, N. 
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Budsiness executives vitally concerned with 
operating expense come to the National 
Business Show, America ds efficiency ex- 
position, to Study the many new and re- 
markable machines, methods and appli- 
anced which assure greater Simplification, 
Speedier operation and surer control of 


every office task. Y The 34th Annual 
National Business Show will be held in 
Commerce Hall, Port Authority ZB uilding, 
New York, October 18th to 23rd. | For 
that week, the great exhibition hall will be 
the industry d lest point of contact with 
office equipment users. An opportunity for 
manufacturers of large or Small 
office utilities. 


National Business Show Co., SO Church Street, New York 
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office supplies is completing its seventh year as a 
manufacturing unit in Canada. The first factory which 
was opened at Drummondville, Que., in April, 1930, 
was enlarged forty per cent four years later. Special 
printing machines have just been installed. 

+. 7 x 

The last luncheon meeting of the season was held 
recently by the Commercial Stationers’ Association of 
Toronto, Ont., at the Ontario Club. The guest speaker 
was A. J. Denne of A. J. Denne & Company, Ltd., who 
spoke on “The Simplicity of Advertising.”—SJL 

ee 
ROTAPRINT NAMES NEW DISTRIBUTORS 

The American Rotaprint Corporation, Cleveland, has 
announced the appointment of two new exclusive dis- 
tributors to handle the corporation’s products in their 
respective territories. They are The Keystone Incor- 
porated, New Bedford, Mass., and Strawn & Company, 
Inc., Boise, Idaho. 

———?—>—e—____ 
BUSINESS CENSUS RELEASES EMPLOYMENT AND 
PAY ROLL DATA FOR RETAIL TRADE IN 1935 

Almost one-half of the employees in retail stores in 
1935 were engaged in selling, according to a report 
issued on April 23 by the Bureau of the Census on Em- 
ployment and Pay Roll, designated as Volume V of the 
series of reports on Retail Distribution. The 1935 cen- 
sus, for the first time, obtained information from retail 
stores on employment and pay roll by the nature of 
the duties of employees, using a representative week 
as the basis for an occupational analysis. 

Among the significant facts disclesed by the Employ- 
ment and Pay Roll report are that in each month of 
1935 the number of paid employees showed an increase 
over the preceding month with the exception of July; 
that each month of 1935 gained in employment over 
the corresponding month in 1933; that with few ex- 
ceptions, January or February was the low month of 
employment in each of the sixty-six kinds of business 
analyzed; that drug stores afforded the most steady 
employment, followed by food stores, and that 80.4 per 
cent of the total employees reported were engaged on 
full-time basis during 1935. 

The report shows that retail stores afforded employ- 
ment to 5,473,212 persons during the year, of whom 
3,961,478 were paid employees and 1,511,734 were active 
proprietors and firm members. 

The 2,641,041 full-time employees reported by retail 
stores for a representative week, received a total 
weekly pay of $51,660,716, or a weekly average of $19.56. 

The preponderance of selling employees over any 
other classification is clearly shown. These employees 
numbered 1,574,265, or 47.9 per cent of the total. The 
proportion was greater in the case of part-time selling 
employees (53.5 per cent of the total number) than for 
full-time employees, with 46.6 per cent of the total. 

In contrast to selling employees, office and clerical 
workers accounted for 8.2 per cent of all full-time 
employees, as compared with only 3.4 per cent of part- 
time employees. 

Reflecting the improved state of business generally, 
the analysis of employment and pay roll data shows a 
15.4 per cent increase in the number of persons em- 
ployed in retail stores in 1935, as compared with 1933. 

Each month showed an increase over the correspond- 
ing month of 1933, with the greatest increase (20.8 per 
cent) occurring in March. December, with the smallest 
increase, gained 10.9 per cent over December, 1933. 

Reports of the Census of Business are compiled un- 
der the direction of Fred A. Gosnell, Chief Statistician. 
The Retail series is prepared by Ira D. Anderson, retail 





NQUIRIES 


solicited 


from progressive dealers in position 
to do justice to the sale and dis- 
tribution of a quality line of Type- 
writer Ribbons and Carbon Papers. 


For 35 years, the responsibility and 
resources of the manufacturer of 


CROWN Products have been equal 


to every emergency. 


Write in for samples and full par- 
ticulars. 


Crown Ribbon 
& Carbon Mfg. Co. 


Rochester, New York, U.S.A. 























Why miss 
the boat? 


O you realize the rapidly grow- 
ing use of Stapling Equipment 
in this country? In Offices? In 
Stores? In Factories? 
Are you getting your share of this 
business? 
We suggest you look over your new 
_ Hotchkiss sales catalogue and re- 
fresh your memory on THE Com- 
plete Line of Stapling Machines 
and Staples. 











HOTCHKISS SALES CO. 


Norwalk, Conn. 


| P. S. See our new models before you buy. 











156 





DOPP-CRAFT 


This is the first of a series of pro- 
nouncements on Doppelt e- Co. policies 
in manufacturing and merchandising. 


Materials: 


The materials that go into the manufacture of DOPP- 
CRAFT products are the best the market affords. 
When top grain leather is specified you can be sure 
you are getting fine top grain leather—when under- 
grain leather is specified you can be sure you are 
getting the best undergrain leather possible at the 
price for which the product is sold. So it is with all 
materials that go into DOPP-CRAFT products. We 
are constantly in the market buying the best values 
in materials. These are converted into the best values 
for you and your customers in finished DOPP-CRAFT 
products. Send for catalog of complete line. 


CHARLES DOPPELT & CO. 


(Opposite Merchandise Mart) 
412 Orleans St. Chicago 
Los Angeles Office: C. J. Schubert, Jr.. 339 E. 3rd St. 











LIBERTY BOXES HAVE A 


INDE WY 


MODERN FRONT LABEL 


LIBERTIES face the 
world with a new front 


Consistent with a 20 year old policy, any improvement 


Vere) @ 
ES PAUN Matas, 


53 C) Pas Cam pany 


which thought te add to the service o 
of the LIBERTY STORAGE BOX ix adopted. Millions 
of these boxes have been sold in the last two decades, 


f appearance 


and in desigr vat label for the box, care 


carefully the characteristics of 





the eld front label so familiar to thousands of users 
is thought to have a suggestive 


hich will appeal even more 
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assistant, under the supervision of John Guernsey, 
distribution economist for the Census Bureau, at the 
Bureau’s Philadelphia branch. 

A limited supply of the report is available upon re- 
quest to the Philadelphia branch of the Census Bureau. 


e<=-o————... 





ROYAL SALESMAN GEORGE 
WITTGRAF, OF MINNEAP- 
OLIS, IS SHOWN BEING PRE- 
SENTED WITH THE VIC- 
TORY TROPHY FOR HIGH- 
EST SALES OF HIS OFFICE 
FOR JUNE. THE PRESENTA- 
TION WAS MADE BY MAN- 
AGER FOGG. 


—-— 


WIS-ILL CLUB NOTES 

W. F. Spaulding, an official of Kistler’s in Denver, 
was a visitor at the Wis-Ill Club luncheon July 16. 
He was the guest of Bob Pinney of Acme Card System 
Company, with whom he had spent the entire week. 

. > > 

The Wis-Ill Club was extended an invitation by Karl 
King of the Office Engineers, South Bend, Ind., to 
attend a football party in the fall. This would involve 
attendance at one of Notre Dame’s home games, a 
dinner and probably other entertainment including a 
golf game the next morning. The game is to be se- 
lected later at which time the arrangements will be 
made. 


* * * 


The Wis-Ill Club voted to have a sales rally in Chi- 
cago, which would be hooked up in a measure with a 
similar rally the club is sponsoring for the Michigan 
stationers, which will be held in Detroit. The officers 
have in mind several excellent speakers all, within the 
industry. 


* * * 


Taking a leaf from the book of the Northwest Sta- 
tioners Club, the Wis-Ill Club has decided to keep a 
scrapbook record of all its publicity. E. G. Harpold, 
sales manager of the J. L. Hanson Company, offered 
to donate the scrap book and was rewarded by being 
put in charge of the gathering of clippings and other 
material which has appeared since the club was organ- 
ized. 


« * * 


Following a vote of the members, several changes 
in the constitution of the organization have been 
ordered placed in force. The various articles and the 
meaning of the changes are as follows: Article II, 
That no member of the club shall use the activities 
of the organization as a means of advertising his 
firm, product, brands or himself individually. Article 
III, That the membership of the club shall be limited 
to those engaged in the sale of materials distributed 
by stationers, booksellers and office equipment dealers 
in Illinois, Wisconsin and the Upper Peninsula of 
Michigan. Article IV, That an initial fee of five dollars 
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“AMAZED AT THE PRICE” Says Dealer 


“| was expecting something pretty good when my order 
for Modernaire Desks was received,“said one of our deal- 
ers,“but | was really amazed when I saw this desk. | don’t 
see how you have put in so much value for the price.” 
You, too, will recognize the INVINCIBLE Modernaire Desk as an 


outstanding value with real sales possibilities . .. The Modernaire 
is heading the parade. Why not write for full details? 


“GO AHEAD WITH INVINCIBLE!” 
INVINCIBLE METAL FURNITURE CO. 


Factory and Executive Offices 


MANITOWOC, WISCONSIN 
NEW YORK—CHICAGO—LOS ANGELES 
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“Old Ironsides” they call him behind his back. He pays well and 
he’s fair enough — but he’s a stickler for accuracy. He selects his 
staff carefully and values them by a single standard — RESULTS! 
That's the kind of a boss the NIAGARA Duplicator likes to work for. 
It can give him exactly what he wants... hairline accuracy... 
simplicity of operation . .. greater speed than any other stencil 
duplicator. And when he judges by RESULTS — sees the finished 
work of the Niagara by the side of that of any other stencil dupli- 
cator — he'll be the first to consider Niagara a valuable addition to 
his business. AUTOMATICALLY CONTROLLED precision is built 
into every Niagara — from the new record-breaking K2 (nearly twice 
as fast as any previous standard automatic-feed stencil duplicator) 
to the lowest priced hand-operated model. Every model AUTOMATI- 
CALLY makes the feeding, printing, and slip-sheeting of any weight 
stock, from light paper to cardboard, a smooth, simple, precise 
operation. The finished Niagraphed job finds every sheet exactly 
like the original . . . with HAIRLINE REGISTRATION. That is superior 
performance ... that’s what sells the “tough boss”! 


MIACARA DUPLICATOR C0. 


MAIN OFFICES ¢ 128 MAIN STREET, SAN FRANCISCO 
PLANT NO. 1: 5815 THIRD ST.. SAN FRANCISCO @ PLANT NO. 2: 37 LITTLE WEST 12TH STREET. NEW YORK CITY 


CABLE “NIADO” U.S. A. 
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for membership shall be done away with and the pro- 
posed member assessed only his five dollar dues for the 
year. Article VII, That the president shall appoint an 
auditing committee at the annual meeting, to audit 
the books of the treasurer and make a report at the 
January business meeting. 
° . + 
The July 30 meeting of the Wis-Ill Club was an 
auspicious occasion. It marked the first visit of Bill 
Smith, well known Ace Fastener representative. In 
honor of the occasion Bill passed cigars and before 
the meeting was over passed them again in honor of 
E. J. (Gene) Mitchell, manufacturers’ representative 
who a couple of weeks before became a grandfather. 
The advent of the newest Mitchell is recorded else- 
where. * * «* 
The date of August 25 was announced for the Michi- 
gan stationers’ sales rally at Detroit by Harry Balch, 


chairman of the Wis-Ill Club’s committee. The speak- | 


ers are to be Charles P. Garvin, general manager of 
the National Stationers Association; Harold Hampton, 
governor of the fifth district, and Ken Boyer, governor 
elect. A large attendance is expected from Michigan 
stationers and members of their sales organizations. 
Likewise, many Wis-Ill Club members plan to be pres- 
ent. The meeting will be held at Hotel Tuller. 
* * * 

Russell Carpenter, chairman of the committee on 
the Chicago sales rally, announced that the meeting 
would be held August 26 at Hotel Sherman. The new 
Illinois Stationers Club was announced as a co-sponsor 
of the event. Charles P. Garvin and Harold Hampton 
will be on the program. 

R. Zuck, of Rite Rite Manufacturing Company, was 
elected a member of the club. 


—><-———— 





ROYAL'S BOWLING TEAM TAKES A 
BOW.—These ladies form the Royal 
Typewriter Bowling Team, which is 
rapidly acquiring fame wherever it plays. 
The captain is Miss Anna Mitchell and 
the other players are Lydia Strelchum, 


Helen Scheckley, Stella Rooney and 

Josephine Goode. This photograph shows 

the trophy, symbol of the team’s cham- 
pionship. 


> 


STATIONER GETS POSITION 

J. H. McGibbeny, secretary-treasurer of the Station- 
ers’ Association of Utah, was appointed executive sec- 
retary of the new Utah trade commission May 28 by 
Governor Henry H. Blood. The commission, a new 
agency authorized by the 1937 Utah legislature, is 
charged with the responsibility of administering fair 
trade practices laws enacted at the same time. 

Mr. McGibbeny has a wide experience in the type 
of work he will do in the new position, having for 
several years been fair trade compliance director under 
the industrial recovery act of the state, which was 
repealed on May 11 by the new fair trade acts. He 
has served as secretary-treasurer of the stationers’ 
group since last fall—ATW 
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PEERLESS KEYS Sell 
Themselves ! 


Y OUR typist customers don’t have to be sold on Peerless 
Keys. And even hard boiled employers and P.A.’s will give 
their approval, too, just as soon as they see how Peerless 
Just get 


Keys save typists’ time, eliminate typing errors. 


your typist customers to take a set on trial—and the keys 
will do the selling job for you! 

Peerless selling ideas are capitalized for you in the Peerless 
“Sampler” for distribution to your prospects. Write and ask 


for one with the complete Peerless profit story! 





PEERLESS KEY-IMPERIAL MFG CO., Inc. 
Manufacturers of the only complete line of rubber keys sold through dealers. 
GENERAL OFFICE & FACTORY 
407 Mulberry St., Newark, N. J. 

NEW YORK: 321 Broadway CHICAGO: 19 So. Wells Street 
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THE BOTTLE SELL THE INK? 


The new, attractive cube bottle, with its bulls-eye label, will 
sell many of your customers on Higgins Writing Inks. But 
more important—here is Higgins drawing-ink quality in 
popular-priced writing ink. While an attractive bottle may 


influence the first sale, it’s the quality of the ink that brings 


them back for more. The colors: Eternal Black, Blue-Black, | 
Washable Black, Washable Blue, Red, Green, Violet and 


Brown. 
Ideal for Dip or Fountain Pen Use. 


2 ox. to retail for 10¢ . 


CHAS. M. HIGGINS & CO., INC. 


th 


3 oz. to retail for 15¢ | 





JACKSON DESKS 





1600 Grade strikes 
the popular fancy 


Put it anywhere it can be seen and it 
will attract attention. Graceful and sub- 
stantial, it sounds a keynote for Ameri- 
can businessmen, an impression of serv- 
ice and sincerity. 


Genuine walnut exterior—dbeautifully 
matched, finished standard brown wal- 
nut, lacquer finish, rubbed. Three flat 
top sizes, 55, 60 and 66 inches, also 
pedestal and center drop typewriter 
desks, single pedestal desks, tables, cos- 
tumer and waste basket to match. 





If you sell any walnut furniture, be sure 
to show at least one JACKSON 1600, call- 
ing attention to ite appearance, construc- 
tion, use features, and moderate price. 
Full details or catalog, on request. 


Jasper Office Furniture Co. 
JASPER, INDIANA 
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MIDWEST TRAVELERS NOTES 
A. F. Sengbusch, of the Sengbusch Self-Closing Ink- 
stand Company, were vacationing with Mrs. Sengbusch 
and his young daughter, in the Pacific-Northwest and 
Yellowstone National Park during the month of July. 
They also visited Mr. Sengbusch’s sister in Portland, 
Oregon. 


> * . 


Visitors in St. Louis, calling on local dealers during 
early July, included A. H. “Augie” Krohne of the 
American Pencil Company, who found the new air- 
conditioned rooms of the Statler hotel very comfort- 
able after the hot days’ work. 

7 > * 

Stratton A. Terstegge, who was enroute home to 
spend a few weeks of leisure following a hot trip over 
his midwestern territory, in the interests of Binney & 
Smith Company, was also a visitor in St. Louis. 

> > * 

John Keeling, of Art Metal Construction Company, 
was seen hustling around St. Louis in the company of 
his dealers. Looked like he was on the trail of a “hot 
steel”—if you get what we mean. 

* . > 

H. L. McFarlan, the Esterbrook man, slipped in dur- 
ing June and found lots of room on dealers’ shelves 
for his stock and left with a loaded order book. 

7 * * 

We missed “Pete” McLaughlin around these parts 
of late. Come see us sometime, Pete. 

> * > 

Frank Miller, the beau brummel of the pencil group 
and genial representative for Wallace of St. Louis, 
dropped in for a “quickie” at the factory and found 
all the bosses working hard. 

7 . > 

Regardless of the time of day, the previous evening's 
activities, or the reading of the thermometer, our good 
old friend William “Billy” Schmiederer can always be 
found right on the job—cool, fresh and snappy look- 
ing. Those new colored shirts help a lot! 

* * - 

R. J. Simpson, one of “Red” Moore’s Columbia Car- 
bon ambassadors, was seen cavorting around Walter 
Ruedy’s headquarters at S. G. Adams Company, doing 
a lot of talking and writing—orders, we hope. 

* +. * 

R. B. “Bob” Valleau—the big desk and chair man 
from St. Paul—has been spending a lot of time in and 
around Kansas City lately. Wonder if those air-condi- 
tioned rooms at the Muehlebach hotel tempted him. 

* * 7 

The Aker family, headed by Martin J., of Wilson- 
Jones Company, spent two weeks visiting relatives in 
Iowa, returning to St. Louis in time for M. J. to attend 
the stationers’ outing at “Binx” Club, near Carlyle, Ill. 

> + * 

R. H. “Bob” Lewis, of the Dennison Manufacturing 
Company, announces his removal to larger and finer 
offices in the Railway Exchange building, St. Louis. 
The local stationers are waiting expectantly and hope- 
fully for an invitation to a grand opening or house- 
warming—or something, but you can’t beat Bob. Soon 
as he heard of this, he and Mrs. Lewis left for a trip 
through Tennessee. 

. . > 

Gene Mitchell has added to his several factory lines, 
the products of Nascon Service, Inc., of New York City, 
which includes Wire-O-Bound Day-at-a-Glance and 
Week-at-a-Glance Books. He will cover the states of 
Missouri, Kansas, Nebraska, North and South Dakota, 
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M ILLIONS have wanted it and millions are going to get it—a real quality fountain pen at a real value price 
—Kahn’s new, never-before-achieved sensation—the WEAREVER De Luxe. 
More than 7,800,000 printed messages a month—throughout the year, will tell your customers about it. These 
compelling advertisements will point out that WEAREVER De Luxe is not a cheap pen dolled up,—but that 
it is a new creation developed by America’s outstanding specialists in popular priced pen-making, a quality pen 
in its own right. 

Check the features and see— 


(1) Special 14 Karat Gold Point. Iridium point “air sealed.’’ No drying out, Ink 
tip. Patented reinforced guard. Three flows as soon as pen touches paper. 
points—fine, medium, broad. (4) Leak Proof. No inky fingers or cloth- 
(2) Large Ink Capacity. Not an oversize pe gues = food climinates teahy, 
: sweaty pen point. 

pen but exceeds the capacity of most (5) Gorgeous, Inlay Efect Colors. Asseté- 
pens of its size. ed, dozen packing, or any combination 
(3) Instant'Flow—Vacuum cap'keeps pen you wish, 


Can you sell it? You KNOW you can! The WEAREVER De Luxe is going to open up new markets, spread 
old ones, make real money and firm friends for you. Get a WEAREVER now—just as the advertising starts. 
Write at once for complete details of advertising, merchandising, selling campaign—national advertising, dis- 
plays, circulars, newspaper ads—all to help you SELL! 

YES! There’s a companion Pencil to the WEAREVER De Luxe Pen. Ask about it, too! 


DAVID KAUN, INC., North Bergen, N. J. 
MANUFACTURERS OF “PIONEER” AND “WEAREVER” 
Since 1896 .. . The World’s Finest, Popular Priced Writing Instruments 
See our exhibit at the National Stationer’s Convention, Chicago. 







AMERICA’S QUALITY DOLLAR FOUNTAIN PEN 
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JASPER 
DESK CO. 


No. 30 an extensive line of school 


furniture, teachers and students desks, 
kindergarten and typewriter tables, etc. 
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Compare it as to materials, durability of construction and 
finish, and moderate cost. Made of oak finished American 
school brown or light golden, also birch walnut finish and 
birch mahogany finish. 5-ply tops, 3-ply panels, double and 
single pedestal, commercial student, etc. For full descrip- 
tion of types and sizes, see our catalog. 

For more than sixty years, Jasper Desk Co. has maintained 
an unvarying standard of quality. Unceasing watchfulness 
and careful inspections brought their reward in dealer loy- 
alty and user satisfaction, establishing our reputation for 
quality in the popular priced field. 


; A S P ER DESK C O 


W. H. Brown, representative, 6708 Glenwood Ave:, 
Chicago (telephone ROGers Park 3644) 
New York Warehouse: 573 Broadway, New York, N. Y. 


NEW DESIGNS 














MODERN METAL SMOKERS _ 


There is plenty of eye appeal in the new 
line of Howell Modern Metal Smokers... 
and there's a full dealer-profit for dealers 
who feature them. 

All Howell smokers are of heavy gauge 
steel — beautifully finished in combina- 
tions of sparkling Chromsteel and durable 
baked enamel colors. The entire Howell 
line of smokers is made up of popular 
priced ready sellers. 

Write for descriptive catalog showing 
complete line. 


SHOWROOMS: 
NEW YORK CHICAGO LOS ANGELES 
SAN FRANCISCO 


HOWELL 


ST. CHARLES, ILLINOIS 


POPULAR PRICES 

















AUGUST, 1937 


Iowa, Minnesota, Wisconsin and all of Illinois, which 
is the same territory he covers with his other lines. 
> . * 

Among the visitors at the Horder picnic in Chicago, 
in early June, were several Midwest Travelers, all of 
whom had a most enjoyable day at a fine picnic. In- 
cluded among them were: William J. Dalton, of Bankers 


Box Company; C. B. Horr, of Victor Safe & Equipment | 


Company; Ralph Maneval, of A. W. Faber Company; 
Dan MacDougal, of Stationers Loose Leaf Company; 


Ed Mendenhall, of McMillan Book Company; Gene | 


Mitchell from St. Louis; John Pydlek, of Blaisdell 

Pencil Company, Herb. Walsh, of Southworth Paper 

Company, and one of our good old Kansas City friends 

—formerly a buyer and now a seller—John Uden of 

Boorum & Pease Company, with his family. 
ee ds 


ST. AUGUSTINE RECORD PRINTS 
ISSUE 

Made up of six sections which totaled seventy-four 
pages, the St. Augustine Record, St. Augustine, Fla., on 
July 4 printed a remarkable Restoration Issue as part 
of a drive to maintain the historic landmarks of the 
city. 

In an editorial printed on the second page, the 
newspaper explained its reason for publishing the 
large edition in the following words: “The purpose 
of this Restoration Issue of the Record is to arouse 
further interest in the program that calls for the 
preservation and restoration of historic St. Augustine.” 
After detailing the many local and state groups which 
had volunteered in the preservation and restoration 
work, the editorial concluded: 

“St. Augustine is a national treasure. It is vital that 
we let the nation know what we are doing, and what 
is contemplated. We hope that the Restoration Issue 
will play its part in this great program.” 

After the first section, which made up the ordinary 
issue of the newspaper, there followed another divi- 
sion which was devoted solely to articles and stories 
of historic days and places in the city’s history. The 
third section was devoted to the same type of mate- 
rial. 

Still another division was made up of ten rotogra- 
vure pages showing scenes and places of the past and 
present of St. Augustine. The last page of this section 
was beautifully done in colors and was a one-page 
advertisement of Florida’s international attraction, 
Silver Springs. 

Contained in the newspaper was a tabloid section 
setting forth the agricultural and horticultural possi- 
bilities of the entire state. Its first page, however, was 
devoted to a statement of Nathan Mayo, commissioner 
of agriculture for the state of Florida in which that 
official referred to the good which will be accom- 
plished in the restoration program by a recent state 
legislature appropriation of fifty thousand dollars 
signed by Governor Fred P. Cone. 


NEW CATALOGUE OF WEAVER PARTS FOR 
BURROUGHS MACHINES 

A new catalogue, the pages of which contain in- 
formation and pictures of Weaver parts for Burroughs 
adding machines has recently been issued by Weaver 
Service, 1719 West Seventh street, Los Angeles, Calif. 

Printed on white glossy paper, the foreword of the 
catalogue states definitely that the parts are not 
genuine Burroughs but are made by the Weaver or- 
ganization specifically for Burroughs machines. 


RESTORATION 


Throughout the pages of the new book are illustrated | 
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Give Your DATER BUSINESS 


A Colorful Complexion! 


Colorful and beautiful, America’s only 
really modern dater, the new 


FULTON 
FUL-KLEEN DATER 


will put new life into your dater business. 
People who have never bought daters before buy the FULTON 
FUL-KLEEN now—attracted by its rich color, its new, plastic- 
moulded material, its modern streamlined “sheathed protection’’ 
design, which protects hands, desk and papers against smudging. 


So light in the hand, yet so sure in operation, that the barest 
finger - pressure gives 
a full, clean, sparkling 
impression. A real pre- 
mium dater at no pre- 
mium in price. 


SHEATHED PROTECTION 
SUPERB BEAUTY 
Write for a sample UNPARALLELED UTILITY 


dozen. 


FULTON 
SPECIALTY CO. 
Elizabeth, N. J. 
Sales Office: 
200 Fifth Ave., 
New York City 


FULTON 


FUL-KLEEN 


America’s Only 
MODERN Dater 





“GAYLO” 


VIKING 








| 
The latest addition to the World famous GAYLO | 
line of metal folding chairs. Non-tipping, perfectly | 
balanced, indestructible extra 
heavy construction, rigidly 
braced, folds flat quietly, 
extremely comfortable. 











Use of automatic 
equipment makes 
for exceedingly 


LOW PRICE. 


Enamel finishes. 


Colors: Mahogany, 
Walnut, Black, Olive 


Green, Ivory. 


An investment in GAYLO 
superior quality equipment 
means service, economy 
and durability. Backed 
by an organization 
of many years of 
manufacturing 
experience. 


THE GAYLO MFG. CO. 
820 North Michigan Ave., Chicago, Ill., U.S. A. 
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REPORT FOLDERS 


BARKLEY EMBOSSED 


an & & &.<¢ ’ 
Office and School Reports, Catalogs, wai 
Price Lists, Sales Manuals, Ete. eo 

An ideal and inexpensive method of binding looseleaf 
sheets. Barkley Embossed Report Folders are made of a tough 
leatherette stock in a variety of attractive colors to accom- 
modate from | to 50 sheets. 

Equipped with the Barkley Fastener they form a neat and 
compact binding for either standard 2 or 3 hole punching. 


SEND NOW .. . For samples and com- 
plete details on our introductory offer -—— a 
















including this novel display stand {|,)|/// 
which has already proven a real sales “I | 
producer. _ ow | 
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Popular Office Chairs 


QUALITY CRAFTMANSHIP .. . 
MODERN STYLING . . . 
EXTRA COMFORT 


Office furniture dealers can 
make greater progress and 
do more business with 
Jasper Seating Co. chairs. 
Keyed up to present day 
demands in points of style, 
construction and comfort, 
their self evident value often clinches the sale for 
the entire ensemble—desk, 
table, cabinet, etc. Good 
furniture . . . prompt ship- 
ments. Catalog and de- 
tails on request. 


Jasper Seating Co. 
JASPER, INDIANA 


CHICAGO: L. H. Farber, 529 Se. 
Wabash Ave. Phone: Webster 3217 


NEW YORK: Office Furniture Ware- 
house Co., 573 Broadway 
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the more than 500 items manufactured by Weaver. 
These methodically arranged illustrations will be a 
boon to dealers who have heretofore been forced to 
order parts by drawing pictures of them. 

Members of the industry desiring copies of the use- 
ful catalogue should communicate with the home 
offices of Weaver Service. 

There is a charge of fifty cents for the catalogue 
which, however, is refunded with the first order re- 
ceived. 

ccimeaneeaianliadtiicitataiaiin 


NARCUS BROTHERS HOSTS TO ORPHANS 

Following out an annual custom, which has now be- 
come one of the gala events of their home city, Frank 
F. and Louis W. Narcus, proprietors of Narcus Bros., 
Worcester, Massachusetts, held a party and annual 
outing for 331 orphan children. 

The big event was staged on Tuesday, July 20, when 
nine large buses picked up children from six orphan- 
ages and homes for a day of fun and entertainment 
at White City Park. 

With the company’s store closed, the twenty-four 
employees of the organization were pressed into serv- 
ice to assist in making the day one to be remembered 
for the boys and girls all of whom were between the 
ages of five and fifteen years. Thirty-five selected Boy 
Scouts also cooperated with the Narcus brothers and 
their employees in caring for the children. 

Arriving at the park in the early morning, each of 
the youngsters was given a box lunch with plenty of 
fruit, cakes, tonic and milkshakes. When these ex- 
cellent lunches were consumed, the youngsters were 
treated to ten acts of vaudeville after which they 
were given free tickets to the many concessions in the 
park, and spent the day thoroughly enjoying them- 
selves. 

Just before they piled back into the busses for the 
journey home in the early evening, each youngster was 
given a large fiber envelope containing a school book, 
a loose leaf cover and the filler sheets, a block of col- 
ored letter-sized paper, bottle of ink and paste. As in 
former events of this kind generously arranged by the 
Narcus Brothers, each of the children had the time of 
his or her life, and after thanking the two party 
sponsors, wistfully hoped that they would be present 
when the affair was staged again next year. 

The organizations from which the children were 
taken included St. Anne’s Orphanage, Sisters of Mercy, 
St. Agnes’ Guild, Nazareth Home, Temporary Home 
and Day Nursery and the Jewish Home for Aged and 
Orphans. 








———— 


BAKER COMPANY HOLDS BUSINESS SHOW 

Featured by a splendid array of display booths and 
an attendance of 543 out of a possible 750, a fine busi- 
ness show was staged last month by the Baker Com- 
pany, Lubbock, Tex. 

For many weeks prior to the opening of the exposi- 
tion members of the firm, headed by Lennis Baker, 
worked out plans to assure success of the event. One 
notable feature of the affair was the purposely held- 
down attendance, the company selecting only 750 
names from its mailing list in issuing invitations. 

Manufacturing companies and their representatives 
who were in attendance during the exhibition in- 
cluded Imperial Desk Company, O. D. Mann; Allen 
Calculators, Inc., F. X. Bier; Remington Rand, Inc., 
L. H. Cameron; Victor Safe & Equipment Company, 
Fred Fenne; General Fireproofing Company, Tom 
McClure. 
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Speaking of good lines... CAR 








lsdlecdilen 5- pencil orders 


@ Whether you are fishing for trout or fishing for orders a good line is imperative. 
Smart Stationers are landing “big ones’ with Columbus, the pencil that has set a 
new quality standard in the Sc field. Columbus sells because it contains the superior 
A. W. Faber lead, because users become attached to its smooth ease of writing, its 
longer durability, its greater economy. Don’t you want your share of the catch? 
Packed one dozen in strong attractive slide box, six boxes in a carton, each 4 gross 


carton wrapped in cellophane. 


Made in U. S. A. 






COLOIIBUS PENCILS i 





(FABER, INC. « * * * * NEWARK, N. J. 





THE NEW ZEPHYR LINE 
BEAUTY witH UTILITY 


A COMPLETE LINE OF 
MODERN DESIGNED 
DESKS AND TABLES, 
WHICH ANSWERS 
EVERY DEMAND FOR 
TODAY'S OFFICE. 

A BEAUTIFUL 
STREAM -LINE SERIES, 
OFFERING THE MAXI- 
MUM OF NEEDED AND 
USEFUL FEATURES. 


PEERLESS STEEL EQUIPMENT COMPANY 
HASBROOK & UNRUH STS. 
PHILADELPHIA, PA. 


LOS ANGELES BALTIMORE CHICAGO 


NEW YORK 








COMBINING 





HERE ARE BUT A FEW 
OF THE MANY SUPE- 
RIOR FEATURES— 
CHROME HARDWARE 
—LINOLEUM TOP— 
DEEP LETTER DRAWER 
OPERATING ON SUS- 
PENSION SLIDES—PEN 
AND PENCIL TRAY — 
LINOLEUM COVERED 
SLIDING SHELVES, ETC. 
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Look No Purther! 


For a SMARTLY DESIGNED DESK 
SMARTLY PRICED 


Distinctive beauty of design, quality materials, 
fine workmanship, moderate price! These are the 
features of the Imperial 2700 Grade that are build- 
ing more profits for dealers! Look no further! 
Write today for details! 















* Full Walnut = exteriors. 
Drawer fronts, pedestal backs 
and center back panels ve- 
neered in V-matched quar- 
tered Stripe Walnut. 

* 5-ply tops. 1%” thick over 
Chestnut cores. Solid Walnut 
legs, 1%" square, rounded on 
all outside corners. Movable 
drawer partitions. Pen and 
pencil tray in knee drawer. 
Vertical file frame in right- 
hand double drawer. 

*% Cast brass bar pulls. Ultra 
Antique finish. Tumbler 
locks. 

*% Neo. 2700 Grade includes 
three flat top desks, two ta- 
bles, a bookcase, a costumer 
and a telephone cabinet. 

*% On special order, the 66- 
inch desk can be equipped 
with the new ‘“Dicto-Slide 
Shelf” (on the back side of 
the desk) for stenographer’s 
convenience. 


No. 2761 Flat Top Desk— 
60” x 34” x 30%” high. 
A chaste, sleek contempo- 
e rary design, interpreted 
775 } re 1 in richly figured wood. 


DESK COMPANY « Evansville, Indiana 


TRANSFILE 


(TRADEMARK) 

Here is the only line of collapsible corrugated files 
which enables you to sell every one. With three 
different styles and thirteen sizes, each made to 
meet a definite and specific need, there is a 
TRANSFILE for every purse and purpose. 

You will find TRANSFILES have every good feature 
known to the art. Steel Roller Bearings make the 
drawers roll easily and quickly, the heavier the 
load the easier the roll. And they look like regular 
steel office files with their steel fronts. 
























DE LUXE 


LEADER 





Sell your customers the economical, practical acces- 
sible TRANSFILE way to keep their records. 


FILING 
Ti aaa 
— ) > SUPPLIES 


Gussco dealers never worry about 
filling any order. They know the 
line is broad enough to cover all 
requirements. They know it is priced 
right to meet competition. And 
they know they have a house be- 
hind them that will back them to the 
limit. Try them on your next stock 
order. Prices, samples await you. 


GUIDE SYSTEM & SUPPLY COMPANY, 335 CANAL STREET, NEW YORK, N. Y. 





4 


REGULAR 











—— 
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SPENCERIAN SALES CASES FOR DEALERS 
The Spencerian Pen Company, 349 Broadway, New 
York City, has announced its new No. 12, ready sales 
case which is intended to fill the role of an extra 
“silent” salesman for dealers’ stores. An advertising 
card fits snugly into the top of the case and calls the 


\ 


{ This Card 





SPENCERIAN SALES CASE 


attention of customers to Spencerian pens. New cards 
are supplied each month. 

The case is made of metal, attractively finished in 
buff and blue. Twelve gross of Spencerian steel pens 
in dozen packing can be put in a case. They can 
easily be arranged to be always ready for customer | 
selection. The room under the top of the case is used | 
to store extra pen stock in one handy place. A rubber | 
ring on the base prevents sliding or scratching. 

The No. 12EV has an added top holding one and one- | 
half gross of rustless steel Everbrite pens in half dozen 
packing. Both models measure 9% inches at the base. | 
The No. 12 stands 9% inches high and the 12EV 132 | 


inches in height. 


| 
| 
| 


d a 
WOMEN ENLISTED IN “GET ACQUAINTED” EVENT 

In Riverside, Calif., recently, Tiernan’s, Stockwell 
& Binny, and Bailey Stationery Company, in company 
with other merchants each paid five dollars into the 
coffers of the Riverside Women’s Club, in return for | 
co-operation in putting over a “Get Acquainted” pro- 
motion. A prominent member of the Club was supplied 
to each store for one day’s time. This day was desig- 
nated as “Hostess Day” and was the opening day of 
the campaign. The hostesses presented themselves to 
the stores where they had been assigned as volunteers 
for the work. They were introduced to the employees 
in each store, who explained the stock to them. 

Their duties then were to introduce all the other 
clubwomen to the stock as they came into the store. 
Prior to the event, each hostess called up at least 
fifteen of her close friends and urged them to attend 
the stores on these days. In this way, parties were 
formed for visiting the various stores. 

Several hundred women journeyed to the stores on 
this day, and the two following which were designated | 
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St. Johns Office Table No. 24 









Northern"Grey Elm. Golden”Finish. 
Top. 14"bthick. Legs, 2\4"dsquare. 
6 Sizes: 24x36, 27x42, 27x48, 27x54, 
27x60 and 30x72. Shipped K. D.; 
Packed two of one top-size in crate. 











Here’s a Typical 


OFFICE TABLE 


From the Line That 
Gives You More Profit... 


... ST. JOHNS! 














Here at St. Johns, largest table factory in the 
world, we’ve been making America’s favorite office 
tables since the year 1868! No wonder we know 
how to build in the extra values that mean more 
sales and more profit for you! Standard range of 
office colors; golden, mahogany or walnut; range 
of sizes from 24x36 to 34x72; dovetailed drawers 
with 3-ply bottoms in all tables. Write today for 
catalog and prices, 


ST. JOHNS TABLE COMPANY 
CADILLAC, MICHIGAN 


Office Furniture Warehouse Co., 573 Broadway, New York 


You'll find many prospects who want mod- 
ern, up-to-date office furniture at a minimum 
cost. Desks are found to be satisfactory, but 
chairs need to be replaced. 

Here's 6281, designed to go with either a 
true modern desk or one of the staid commer- 
cial designs. 

Feature it to promote new and replacement 
business. 


MURPHY CHAIR COMPANY 


INCORPORATED 
OWENSBORO, KENTUCKY 
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A CONSCIENTIOUS SALESMAN 
For You 


Clarotype is a customer builder. It gives satis- 
faction which is remembered by the user when 


other good products are needed. 


The Clarotype formula cleans type quickly and 
thoroughly. It gets out all the dirt. The handy 
dauber is made to give good service from top to 
bottom of the bottle. Stenographers prefer this 
dauber because it prevents soiled hands. 


cLAR-O-TYPe 


the modern type cleaner 





Clarotype is a profit builder, 
too. If your type cleaner 
sales are small—teature Clar- 
otype. It creates repeat sales 
and telephone reorders. It is 
a profit builder and a con 
scientious salesman for more 
than 4500 dealers. Order to 
day from your jobber or 
from the Clarotype Company, 
Inc., 16-J Hudson Street, 
New York City. 


THE BEST KNOWN — KNOWN AS THE BEST 











OFFICE APPLIANCES 


as “Get Acquainted Days”. To all women coming in, 
the store stock was carefully shown, although no at- 
tempt was made to sell at this time. Bargain items 
were prominently displayed in all the participating 
stores, however, with the result that the event more 
than paid for itself. In addition to the word of mouth 
advertising, each stationer ran an ad in the local 
paper announcing the day, and this, too, drew in many 
non-club members. In every instance, the women were 
given the run of the store on these three days, with 
the result that a friendlier feeling was built up for 
the stationers. The event proved to be so successful 
that the local firms are now planning to repeat it.— 
BART 


——___—_ 9 





PROMOTED !—E. F. Kuhn, one 
of the Royal Typewriter Com- 
pany’s stars, was recently ap- 
pointed cashier at the organ- 
ization’s Baltimore branch. He 
was formerly assistant cashier 
at the St. Louis office. 


Oe 
OFFICE HAZARDS 

National Safety News (St. Joseph, Mich.) commented 
on accident severity for office employees, which during 
1934-35 increased 85 per cent over the 1931-33 period. 
This suggests that the safety of employees merits more 
attention, even if their accident volume is relatively 
small as compared with other reporting groups. Among 
twenty-one concerns covered by a recent survey, show- 
ing 29,000 employees, with 8,200 office workers, the 
accident ratio of office workers rose from 2.3 per cent 
in 1931 to 3.1 per cent in 1935. From the humanitarian 
standpoint an office accident is just as undesirable as 
one in other departments. Every accident means a 
loss of some kind to the employer. The average cost 
of each reportable accident to a company is $25, ex- 
clusive of indirect losses. Slipping, tripping and falling 
brought 93 of 338 serious mishaps. Collision with desks, 
chairs, windows, equipment caused 71. Handling ledg- 
ers and boxes containing supplies took a large toll. 
Opening windows that stuck caused serious strains. 
Eye injuries, including infections, scored nearly 10 
per cent of the total accidents. Hand tools and other 


sharp objects also did much damage. 
—————_o—=—o —__—__ 


YOU CAN’T CARRY TOO MUCH 

“Everybody wants something different when it comes 
to engineering supplies. You can’t carry too much 
stock.” This is the advice of H. D. Hart, president of 
the Fort Worth Office Supply Company, of Fort Worth, 
Tex., after his store, in a new location, had greatly 
increased its engineering supplies and made a special 
department of this merchandise. 

Together with the fact that his new store has three 
times more selling space than formerly, and with im- 
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THROUGHOUT THE WORLD a 
You will find these Quality Brands ph 


FOR USE ON. 


of Carbons and Ribbons 


Silk Spun M&M 
Eureka Mitvol 
Plenty Copy Tagger 




















Over 50 years of experience in the manufacturing of highest quality 
typewriter ribbons and carbon papers places the “M & V” line in a 
class by itself. “It’s the Tops.” 


Dealers who want the best in typewriter, hektograph and duplicator 
supplies at no higher cost than ordinary products, are urged to make 
a comparison. We are confident of the result. Send for samples and 
low prices. 





MITTAG & VOLGER, INC. eens 
Park Ridge, N.J.,U. S.A. secs: wuss in sata 


SELLS rons DOLLAR... 


“Worth it Five Times Over!’ 


SAY ENTHUSIASTIC USERS OF THIS NEW AUTOPOINT 
“WORLD'S MOST PRACTICAL MECHANICAL PENCIL!” 


@ “Of all the fast selling Autopoints,”’ say stationers, ‘“This new 
Streamlined Executive Model has them all topped!’’ And you'll 
know why the minute you see one! It’s a comfortable, man-sized 
pencil, made of gleaming Bakelite, with smart gold-filled trim. It 
has a sleek “‘diamond-cut”’ eraser cap and a new streamlined clip. 
More than that, this pencil has everything else that has 
made AUTOPOINTS the choice of millions. Greater 
writing ease . . . simplicity of construction . . . only two 
moving parts . . . famous “‘Grip-Tip” that won’t let 
leads slide, wobble or twist! Send for a sample of this 
new Executive Model 48-GT and complete information 
about the whole AUTOPOINT line! 


AUTOPOINT COMPANY, Dept.OA-8 /, 
1801 Foster Avenue, Chicago, Illinois 
+ 



















‘The B Better Pencil 
DISTRIBUTORS 
Mutual Stationery Co., 368 Broadway, New York City 


Associated Stationers Supply Co., Jefferson & Quincy Sts. 
hicago, 


Zellerbach Paper Co., San Francisco - Los Angeles 
In Canada, The Brown Brothers, Ltd., 100 Simcoe St., Toronto 













INDIANA 





Increase your profits! In building 
teachers and students desks, we 
hold to a standard in design, con- 
struction, finish and price, of estab- 
lished demand among school boards 
and architects. A full line of double 
and single pedestal desks, grade ta- 
bles, students desks, etc., is illus- 
trated in our catalog. We ship in 
pool cars with New Indiana Chair 
Co. chairs if desired. Dealers who 
know of prospective school business 
can avail themselves of our experi- 
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INDIANA 
DESK COMPANY 





School DESKS 


tage. 


ence and cooperation to their advan- 


JASPER, INDIANA 

















INDIANA 
CHAIR 
C0. 
TABLET 
ARM 
CHAIRS 











Prepare for school business now. We make 
tablet chairs in a fine variety of styles, and 
teachers and kindergarten chairs—quartered oak, plain oak or 
birch, finished light or dark oak, imitation mahogany or walnut, 
or school board brown. Shipped in pool cars with Indiana Desk 
Co. desks if desired. Full details by return mail, on request 


NEW INDIANA CHAIR CO. 
JASPER, INDIANA 




















| 
Hot Weather 
TIP 
for 
Outside 
Salesmen 





STAPLE REMOVER 


Cut down on the “footwork” ond moke every 
call count by demonstrating the ACE Staple 
Remover —the cleverest and handiest device 
for pulling out clinched staples Every user of 
a desk stapling machine wants one And then 
too it provides a nice approach for new stap- 
ling machine sales 


A SPLENDID SALES OPENER! 


ACE FASTENER CORPORATION 


3415 WN. Ashland Ave., Chicago 


Makers of 


THE WORLD'S BEST STAPLING MACHINES 
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proved business conditions, this department has con- 
tributed to the fact that his business over a recent 
period compared with the same period of a year ago 
is one hundred per cent better, Mr. Hart reported. 

Stocks in the draughtsman’s and surveyor’s needs 
were made very complete. A recess toward the back of 
the store was turned over to the new department; dis- 
play cases suitable to the display of instruments were 
set up. Drawing paper, detail paper, etc., is something 
that sells itself, Mr. Hart finds; once the customer finds 
you have it in stock, you can count on good repeat 
sales. Even so, a brisk order business must be done if 
all demands are to be met—as they should be, the Fort 
Worth store finds. 

A window is used on the engineering merchandise 
about once a month, or once every two months—it is 
made a feature of a supplies window, rather than given 
a window to itself—BART 


0 =o —_—_ 


ATLANTA NEWS NOTES 

The Office Supply Company, of 12 Auburn avenue, 
N. E., has opened a second store at 28 Pryor street, 
for the purpose of handling office furniture. The sec- 
ond store is in charge of B. W. Kaplan, a brother of 
E. I. Kaplan, president of the company. It occupies 
two floors of the building at the Pryor Street number, 
and provides space for a complete line of office furni- 
ture and equipment. 

> * > 

The Shaw-Walker Company, which has been located 
at 103 Marietta street, has leased a two-story building 
at 28-32 Pryor street, N. W., and is planning to occupy 
it at once. The building was recently completely re- 
modelled and a carrara glass front added, making the 
new home of the Shaw-Walker Company one of the 
most modern office equipment firms in the city. 

+ > > 

The Office Outfitters have moved from their location 
at 31 Pryor street, N. W., into new and larger quarters 
around the corner on Auburn avenue, the new address 
being 35 Auburn avenue, N. W. Space occupied on 
Pryor street by the Office Outfitters will be taken by 
the Ivan Allen-Marshall Company, which last year 
purchased the entire six-story building and plans to 
move into it early in the Fall—JHR 

$$ 


MOVE THE FIXTURES AROUND 
Display fixtures, particularly those exhibiting smaller 


merchandise, should have their positions in the office | 


supplies store changed from time to time throughout 
the year, R. P. White of E. L. White and Company, of 
Fort Worth, Tex., finds. 

The open display, which has been used to good ad- 
vantage by the Fort Worth store to build sales in 200 
to 300 smaller items, is kept available to the impulse 
buyer in a center aisle of the store. This position re- 
mains approximately unchanged throughout the year, 
Mr. White reported. But the trays themselves are 


changed around three or four times a year, for the | 
benefit of both clerks and customers who get tired of 


seeing merchandise always in one place.—BART 
— 9 


DENVER STATIONERY STORE ADDS BALCONIES 


Reflecting the steady increase in business being | 


done by the firm, the W. H. Kistler Stationery Com- 
pany, 1636 Champa street, Denver, Colo., is obtaining 


additional space in its building by constructing two | 


balconies over the lower floor. 
In the past, there has been a balcony at the rear of 


the first floor which was as an office. This space, how- | 
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Mt isn’t the Baliyhoo... It's 
the PROFITS You Want, 
And GET with IMPERIAL 


You're in business only to make money. So profits are 
your first consideration. And it’s profits that make 
IMPERIAL dealers so enthusiastic. 


* Because if you are not an Imperial dealer the chances are that 
you are not getting all you should out of your ribbon and carbon 
business. Direct selling competition may bother you. Your men 
may not have the confidence or the ability to render the service 
that gets the orders. Your line may not be complete enough to 
fill all requirements. 


*x IMPERIAL has overcome these bugaboos of the average 
IMPERIAL enables you to compete—on quality, on 
price, or on both. The Imperial Merchandiser enables you to sell 


dealer. 


intelligently, competitively, profitably. The Imperial line and 


the Imperial policy point the way to profits! 


Why not send for the Imperial story NOW ? 


PEERLESS KEY-I MPERIAL MFG. CO., INC, 
The Manufacturer with the Dealer’s Viewpoint 


General Office and Factory 401-407 Mulberry St., 
Newark, N. J. 
321 Broadway,’ New York 


19 S. Wells St., Chicago 











WORCESTER 
cAccessoO DESK TRAYS 


(Accesso Trays: Registered U. 8S. 

Patent Office Patent No. 1,867,738) 

The Greatest Improvement Ever Made in Wire Desk 
Trays. It doesn’t require much imagination to visual- 
ize the joy, the comfort, the convenience experienced 
in using Accesso Trays. 








Now there’s a reason to discard the old worn-out, 
hard-to-get-into-type. 


4 1. Hand openings on all four sides. 

2. Easy and quick access to papers. 
| eae 3. Strong and durable welded construction. 
POINTS 4. Trays build up to any height desired. 


‘| Worcester Wire Novelty Co., Inc. 
|| 2635 Boston St. Baltimore, Md. 
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BETTER 
BINDER FOLDERS 


@e Make your own binder folders 
with the ACCO “LL” Fastener 
Machine. 





WRITE FOR PARTICULARS 





A Cc C Oo LONG ISLAND CITY 


PRODUCTS, INC. NEW YORK 








WANTED 


MEN TO BUY— 
NO SELLING 


We need office machines 
and want you and other 
salesmen calling on offices 
to buy these machines 
for us. 


Send for FREE details 


COMPANY 


313 Pruitt Bldg., Chicago 





We Buy, Sell, Rebuild 
Office Machines of All Kinds 
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ever, has proved insufficient for present needs and the 
new balconies are the result. The printing department, 
also, has been crowded in its old quarters. 

When the remodeling is complete, one entire bal- 
cony will be given over to the sales force for office 
space. The larger part of the other balcony will be 
occupied by the printing department. Space also will 
be used on this second balcony by the Mimeograph 
department. 

The remodeling will be complete about July 15th. 
—BART 

oe 
JASPER CHAIR OFFICIALS VISIT FURNITURE 
EXHIBIT 

During an exhibition of new office furniture held 
in the Furniture Mart in Chicago last month, several 
officials of the Jasper Chair Company, Jasper, Ind., 
visited Chicago to witness the show. Louis T. Koerner, 
general manager of the company, took advantage of 
his stay in Chicago to hold a conference with his 
entire sales organization at which time the sales poli- 
cies and new designs for 1938 were approved. Mr. 
Koerner announced that efforts were being made to 
have these new numbers ready for display during the 
September convention of The National Stationers As- 
sociation where the Jasper Chair Company has en- 
gaged a large display space. 

Those who attended the conference with Mr. Koerner 
were: Sales Manager George A. Litchfield and Repre- 
sentatives James S. Fowls, E. W. Thomas, R. J. Free- 
man, S. H. MacDonald and W. H. Brown. 

SE dian cot RE 
GREIST EXTENDS USE OF CELESTIALITE 
LUMINAIRE 

Prompted by its outstanding success in the sale of 
White Knight desk lamps during the past winter, the 
Greist Manufacturing Company, New Haven, Conn.., 
last month announced that it has extended to twenty- 
two additional and newly designed lamps its Celestial- 
ite luminaire, an exclusive feature of the Greist White 
Knight lamps. 

In announcing the new policy, officials of the Greist 
Company said that the Celestialite luminaire reduces 
glare to a minimum but produces a white light which 
affords clearer contrast on the printed page. 

In addition to the eight White Knight lamps, the 
Greist V.A. (visual acuity) corrected light line now 
includes eight swinging arms, clamping types, four wall 
bracket units and two pedestal desk models with the 


Celestialite luminaire. 
“=o 


WATSON HAS 60,000 (COLLAR BUTTONS) 

Sam Watson, new and used office equipment dealer, 
located at 306 West Grand avenue, Oklahoma City, is 
the proud possessor of 60,000, not dollars, but brass 
collar buttons. Collar buttons are stored in bottles, 
drawers and baskets, and some may lurk beneath 
Sam's new-fangled utility chests for the office. He ac- 
quired this amazing quantity of collar buttons several 
years ago with some furniture taken in from a jewelry 
company. It looks as if Mr. Watson will have to do 
some old-time “boondogglin’,” the demand for such 
equipment being practically at the vanishing-point. 


| —EVH 





oie 


IOWA TO ASK MANUFACTURERS TO CO-OPERATE 
ON NEW USE TAX 

Manufacturers of office equipment and supplies sell- 

ing direct in Iowa from outside the state will be asked 

to add a two per cent gross sales tax to purchases 

according to plans announced for collecting the new 
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THE DEALER IS OUR 
SOLE REPRESENTATIVE 


We regard the ribbon and carbon dealer as our 
primary distributor, and accordingly refuse to 
enter into competition with him through the 
medium of direct salesmen or through the main- 
tenance of company stores. The gratifying re- 
sponse from dealers all over the country, who 
appreciate the added profit margin possible, has 
shown us the wisdom of this course. 


CLEANGRIP CARBON PAPER and 
STORMTEX RIBBONS, the leading members 
of the COMPLETE LINE, are in_ themselves 
sufficient justification for concentrating on 
H. M. STORMS products. 





q ae L 
Conds erer®? 





Write today for full information 


H. M. STORMS COMPANY 


Makers of “The Complete Line” of Carbon Papers and Inked Ribbons 
561 GRAND AVE. BROOKLYN, N. Y. 








‘Good 
Desks 
for 
Little 
M oney”’ 
No. 1060-F 
60x30 
No. 1050-F 
50x30 
A plain oak series made in flat top 


and drop head typewriter styles in 
standard sizes. 





Other patterns in oak, walnut or mahogany—square or turned legs. All sizes 


sturdily constructed, well designed. All in the low price range. 


ALMA DESK COMPANY 


HIGH POINT, NORTH CAROLINA 
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ANNOUNCING— 5 
Jhe ELMAN DUPLICATOR 
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50 


List 
Price 





The Lowest-Priced Full Size 

AUTOMATIC INKING and 
AUTOMATIC FEED 
Machine on the Market 


@ FULL SIZE 
Takes Postcards to Legal Size Sheets 


CLOSED DRUM 


With Automatic Inking 


AUTOMATIC PAPER FEED 


Full Floating, for Registration 


AUTOMATIC ROLLER RELEASE 
® AUTOMATIC FRONT PAGE REGISTER 













Other models fully automatic $59.50 
and $72.50—-electric portable, fully 
automatic at $139.50, complete. 





We invite you to compare this machine feature by feature. Compare its Precision Engineer- 
ing, its sturdiness of construction, with any machine on the market. Learn why the Elman 
Duplicator will give you quickest turnover with least servicing and greater profits. 


Write or Wire for Dealer Franchise and Discounts 


ELMAN SALES CO., 2300 W. Van Buren St., Chicago 

















Your customers like 
| WARSHAW FILING SUPPLIES 


Sure they do! There is an uniformity and 
precision to WARSHAW products that 
everyone likes. Only full automatic machin- 
ery does that. 

Give any buyer a chance to make a real 
comparison and he will put his finger on 


WARSHAW products as the best value— 


the finest quality at competitive price. 
Get samples and prices, today. 


WARSHAW MFG. CO., INC., 1 MAIN ST., BROOKLYN, N. Y. 


@ Roll Labels © Reinforced Folders 
® Guides ®@ Protex Stickons 
| ®@ index Cards @ Mending Tape 


© Gummed Index Tabs 














webs Aa 


In Ribbons and Carbons and 
Dealer Imprint Packages 


Sparkling New Air Tight Packages . . . Striking Im- 
prints, Distinctively Individual . . . A Ribbon and 
Carbon for Every Purpose . . . Business Builders, Con- 
tinuous Repeaters . . . Every Product Uncondition- 
ally Guaranteed . . . Cooperation That Defeats Com- 
petition . . . Carbindex Portfolios to Simplify Car- 
bon Sales . . . Small Order Required for Imprints. 
Strictly Exclusive 
SEND FOR PARTICULARS AT ONCE 
Ask for Your Copy of Tybon’s New Ribbon Chart 


CORPORA! 





147 North 12th Street Philadelphia, Pa. 
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use tax levy by the office of L. E. Roddewig, state board 
of assessment and review chairman. Roddewig de- 
claired that these manufacturers will be among the 
first with which negotiations will be opened for co- 
operating in collection of the tax. The law became 
effective April 16. Roddewig referred to the March 21 
United States supreme court decision which ruled 
interstate commerce transactions involving property 
for use in the taxing state as taxable under the use 
levy principle—ATW 


— 
MUTSCHLER ISSUES NEW CATALOGUE 


The Mutschler Brothers Company, Nappanee, Ind., 
manufacturers of a line of high quality tables for 
office, library and directors rooms, is showing its new 
and completely revamped line in a catalogue issued 
recently. This informative book is being mailed to the 
office furniture trade only. 

The Mutschler organization has recently concen- 
trated its efforts on building the widest selection of 
tables available in various styles and sizes at reason- 
able prices made by its modern manufacturing facili- 
ties and organization. 





WEDDING S 


HOPE—FURLONG 





Wedding bells rang out on Saturday, July 24, for | 


James T. Hope, Jr., popular district sales manager of 
the Cooke & Cobb Company for the New York Metro- 
politan area. Mr. Hope has visited this trade for sev- 











JAMES T. HOPE, JR. 





eral years and his many friends wished him happiness 
when he married Miss Catherine Veronica Furlong of 
Richmond Hill, Long Island, at Our Lady of Perpetual 
Help Church in Richmond Hill. The Reverend William 
Gibson of Wilkes-Barre, Penna., a personal friend of 
the young couple, journeyed to New York to perform 
the ceremony. After the nuptial mass, a wedding 
breakfast was held at the Columbus Club in Brooklyn. 
The happy young couple will make their home at 345 
Lefferts Avenue, Brooklyn, N. Y. 








o vo st 








MEET GENE MITCHELL II. 


STORK 


Gene Mitchell, well-known member of the industry | 


and secretary of the Midwest Travelers Club, was re- 
cently made a proud grandfather by the birth to Mr. 
and Mrs. Barrett K. Mitchell of a son on June 23. The 
youngster has been named Eugene John Mitchell and 
therefore officially becomes Gene Mitchell II. 
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LINE.. EXCLUS/VELY/ 


SJEEL STRONG  PRODUWUC 
THROUGH DEALERS ONLY 





Accounts in your territory are your accounts. 
You control them—earn and get full com- 
missions. We have no salesmen to pirate your 
customers and cash in on your missionary work. 
No competitor gives you that protection and that 
is why Steel-Strong franchises are valuable . . . 
secure . . . with the guaranty of Members of The 
Nat’l Ass’n of Stationers. : 

Steel-Strong Products include Coin Wrappers, 
Bill Straps, Coin Trays, Tray Pans, Coin gs, 
Currency Cabinets, etc. ...and each product 
has been developed to the highest oinbunak: 
Write for liberal discounts and sales helps. 


THE C. L. DOWNEY CO., Cincinnati, Ohio 











NBC 


STEEL-STRONG "PRODUCTS 











“ 





HOSE 








COIN 





THE C.L.DOWNEY CO. eincinnat 





POCKET 
ZIPPER 
CASE 




















POPULAR NATIONAL NUMBER 
Write See These Features 


® Top Grain Cowhide 
for ® 3 inch expanding gussets 
Catalog ® Talon Zipper fastener around 
three sides 
® Slide-away handles 
e ® Black or Brown 


and 
8 Handy Pockets 


NATIONAL 


BRIEF CASE MFG. CO. 


512 S. Peoria St. Chicago, Ili. 





NI 
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IF IT’S NOT IN YOUR STOCK 


DRAW ON OURS 









Everything from a Safe 
to a Waste Basket in 
Steel Office Furniture 
. and Twirlit Drills 
IN NEW YORK 
STOCK 














CAL CAMERON 
112-114 WOOSTER ST. 
NEW YORK, N 


> We 
y, 








drills 150 


sheets at one 
operation 


able. 


mens of work. 





TWIRLIT 






QUICKLY, SMOOTHLY, EASILY, ACCURATELY 


A simple turning movement ef a keen cutting tool—no 
long leverage or heavy jaw required. Choice of four hole 
sizes, % to 13/32 inch. 

Models for one, two or three holes list at $2.50, $6.25 and 
$10.75 respectively. Two and three hole models are ad- 
justable and fitted with etched scale, back and side guides. 


STATIONERS: TWIRLIT demonstrations are most profit- 
Get vour TWIRLIT now and display it with speci- 


Mitchell 

Binder 

Company 
Hagerstown 


Maryland 


No. 200 


@)iii@ 








OFFICE APPLIANCES 


(Seen & Heard in So. Calif.—continued from page 85) 
Roberts and E. H. Hunting, as direct representatives. 
They cover New Mexico and Arizona dealers through 
the Los Angeles office and Mr. Roberts called on the 
trade in these states on his return trip. 

While in the East Mr. Roberts also visited the Harter 
Corporation at Sturgis, Mich. The Harter line of chairs 
is distributed in California, Arizona and Nevada by the 
Hunting-Roberts Company. 


. hal > 


California Desk Co. Adds Salesman.—Jack Germer 
has been added to the sales force of the California 
Desk Company, 542 South Los Angeles street, Los 
Angeles. Before taking up selling he is familiarizing 
himself with the company’s lines, beginning with the 
shop and working up. 


* . * 


Changes in L. A. News Company.—The untimely 
death a few months ago of G. A. Wald, head of the 
Los Angeles News Company, has brought about several 
changes and promotions. He has been succeeded as 
superintendent at Los Angeles by Robert V. Miller, for 
more than twenty-five years with the Puget Sound 
News Company, Seattle. Mr. Miller took the Los An- 
geles position last month. He is succeeded at Seattle 
by Andrew R. Grant, who has been transferred from 
Salt Lake City. Mr. Grant’s former position at Salt 
Lake has been filled by D. B. Mead, former periodical 
superintendent of the Los Angeles News Company. 

Until the arrival of Mr. Miller at the Los Angeles 
office J. A. Peterson was acting superintendent. 

Wilson S. Turner has succeeded Robert A. Mannix 
as sales manager for the Los Angeles News Company. 


Optimists Meet in L. A. Next Year—.T. F. Peirce, pres- 
ident of the Pacific Desk Company, Los Angeles, is one 
of those instrumental in bringing the next annual 
meeting of the Optimists Club to Los Angeles next 
summer. All T. F. said was that the Optimists are go- 
ing to come. Betchu he was booster in chief. 


Some Vacations.—“Al.” Schick of the San Diego Of- 
fice Supply and Equipment Company, spent his vaca- 
tion in New York City and other points east. He 
stopped at the factories his firm represents. 

E. C. Wons of San Diego toured the Yosemite in his 
car. Understand it was his first visit to the famous 
valley. 


. * * 


Stockwell & Binney Add Famous Steel Furniture 
Line.—Stockwell & Binney of San Bernardino are re- 
ported to have taken the Shaw-Walker line for that 
city and Riverside. 


> . * 


Important Location Change.—The Western Whole- 
sale Stationers moved last month from 307 East Third 
street, Los Angeles, to 345 East Third street, where they 
have a four story and basement building of recent con- 
struction. The new building has ample capacity for 
carrying a large stock of merchandise. 


Schubert Takes New Office.—C. J. Schubert, Jr., fac- 
tory representative dealing in commercial stationers 
supplies, has moved his office from 307 East Third 
street, Los Angeles, to 339 East Third, continuing in 
association with the Western Wholesale Stationers. 
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Ceca j otitable sh vl busines thaf 
‘Bound fo hold’ 


Hold your customers 
by featuring MARKWELL 
ice type fasteners 
orand improved 


PATENTED staples. 


“J 
NS 




















Sell a MARKWELL 
stapler and staples 
for every purpose. 





PERFECTION METALS |} 


: . | 
for ring books and post binders— 
a service for manufacturing stationers | 


Your needs in various sizes of ring or post binder 
metals can be quickly and accurately supplied from 
our ample facilities. 

Many manufacturers and wholesalers can best 
keep their trade informed by means of loose leaf 
catalogs. By using PERFECTION metals, you 
can provide them with fast action binders, durable 
for lifetime service. The information is thus kept 
up to date, complete and at low cost. Sales and 
service manuals, too, are most efficient when in 
loose leaf form. 


“RX 45" 


RETAIL 


$175 


Be sure to have our catalog on file. It will help 
you realize on many opportunities. 


LOOSE LEAF METALS CO., INC. ~ *RK46" 


RETAIL 








6816-6824 Arsenal St. ST. LOUIS, MO. ARRWELL Mts. Inc. $275 
S. & D. Loose » Keng co were my ye Los » Angetes 200 Hudson St. New York. 





ale : ns to AE catatinsetiadinil 





Complete fire 


protection for LONG RECOGNIZED 
17000 SPECIALISTS 


letters in the IN 


SCHWAB HECTOGRAPH 
ere SAFE CARBON 


A full size, four drawer For All 


letter file or legal size file 
ee eon cede GELATIN and SPIRIT TYPE 


temperatures reaching 


1600 degrees F., for a one DUPLICATORS 
hour period, a hotter and 
longer test than can usu- 
ally happen in service con- 


ditions. Yet the safe We are specialists in the manufacture 
wide by 62% in. high by of Hectograph Carbon and Ribbons. In 

ee BR. ee fact we are recognized as having de- 

a deg AE neem veloped one of the best and most com- 

The fire protection, con- plete lines on the market. 

venience and economy of 

Schwab Safe offer addi. We can meet every Hectograph Dupli- | 
wanes ie oe yp  — cating Rquirement. It will pay you to 
ay gay send for prices and samples. | 


to the office equipment 
dealer. 





PHILLIPS PROCESS CO., Inc. 
THE SCHWA B SAFE CO. 194 Mill Street, Rochester, New York 


LAFAYETTE, INDIANA 























OFFICE APPLIANCES 





Office 
Churniture 
“Accessories 


To supplement our complete 
line of Desks, we offer many 
other profit making items to 
the office furniture trade 
costumers, stands, cabinets, 
tables, baskets, bookcases, 
etc., all illustrated in our 
Accessory Folder. Your in- 
quiries are invited. 


OX 


t = aan j 


Tell City Desk Company 


TELL CITY, INDIANA 





























“KILIAN” 


Unground Ball Bearings for the 
Metal Office Furniture Industry 
U. 8S. Patent 1,782,622. Canadian Patent 324,059. Other patents pending.) 





All parts machined from bar stock and heat-treated, 
outer races are one piece and can be made in any desired 
shape. (No soft stampings used whatsoever.) For cradle 
slides our ball bearings and rivets are in one unit for 
quick assembly. 95% of filing cabinet drawer slides in 
United States and Canada operate on “Kilian” unground 
bearings. Samples made to your specifications. . 


Kilian Manufacturing Corporation 


107 North Franklin Street Syracuse, New York 











WOODSTOCK 


TYPEWRITERS 


BRANCHES IN PRINCIPAL CITIES 
DISTRIBUTORS THROUGHOUT THE WORLD 








ADK 


Automatic 
STAPLER 


staples 40 sheets 
as easily as 2 


$4.00 


Retail 


A. D. K. does all the work—you simply touch 
the lever for instant, effective action. Satis- 
faction guaranteed if No. 333 staples are al- 
ways used. 


A. D. K. Tacker, another automatic machine, 
operates with slight pressure and no kick- 
back. Adjustable for all kinds of tacking. 
Use No, 444 staples exclusively to assure sat- 
isfaction. 









Order your A. D. K. Automatic Stapler now 
for demonstration and sales. Full details on 
request. 


A.D.K. Corporation 


2531 N. ASHLAND AVE. 
CHICAGO, ILLINOIS 


ADK 


Automatic 
TACKER 


62° Retail 
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TYPEWRITERS INCREASE YOUR SALES WITH 
Atlantic City, N. J.—Harvey Hand has taken over the local branch of THE POLAR-LINE 
“ Biemingham, Ala.—J. 1. Tigney SINGLE WALL DISPLAY RACK 


Rigney is a new salesman here for the Royal 





Typewriter Company, Inc 

Detroit, Mich._Ray Langlois has returned to his position as salesman 
here for the Royal Typewriter Company, Inc., after an absence of almost 
one year due to illness. 

Greeley, Colo.—Clifford Rousey has returned to the service of the Royal 
Typewriter Company, Inc., in this territory. He had been with Royal 
offices at Denver and Pueblo previously. 

Lewiston, Iidaho—L. W. Vail has joined the Royal Typewriter Company, 
Inc., here. 

Little Rock, Ark.—Perry Griffin has joined the local branch of the 
Royal Typewriter Company, Inc., selling in the Little Rock territory. 

Sheridan, Wyoming.—R. G. Hunter has joined the Royal Typewriter 
Company, Inc., here as a salesman. 

Seattle, Wash.-W. A. Stratton has been appointed a salesman for the 
Adding Machine & Typewriter Exchange, 717-21 Third avenue. 

NEW INCORPORATION 

New York, N. Y¥.—The Cashman Typewriter Company has been char 
tered to deal in typewriters and typewriter equipment; capital stock, 200 
shares no par value; Jos. W. Kaufman, charter representative, 36 West 
Forty-fourth street, New York 


The dealers 
who have 
arranged to 
install this 
new modern 
method of 
displaying 
our class of 
merchandise 
have in 
creased 


their volume 


Port Arthur, Texas.—The Sabine Typewriter Company has been char 100%. 
tered to deal in merchandise; capital stock, $2,000—incorporators, Maud : 
Davis Cross, James E. Davis and Howell B. Wilson. On this 





Sioux City, lowa.—Paul Barth, formerly of McCook, Nebr., is a recent 
acquisition to the local branch of the Royal Typewriter Company, Inc. 
South Bend, Ind.—P. ( Rhoads has become manager here for the 
Royal Typewriter Company, Inc. He had been a salesman here formerly. 
Springfield, 1.—Don Anderson has taken a sales territory here for 
the Royal Typewriter Company, Inc. 

Wilkes-Barre, Penna.—E. I. Ofgant has been appointed manager here 
for the Royal Typewriter Company, Inc. 

Seattle, Wash.—The local branch of the Royal Typewriter Company, 
Inc., has moved to enhanced quarters in the Columbia building. 

Wichita, Kans.—The Central Typewriter Company has moved to a 
larger store at 145 North Broadway. The lines carried include type- 
writers, filing cabinets, adding machines and office accessories. 


single Wall 
Rack display 
are shown 
only a few of 
the 100 dif- 


ferent items 





in the Polar 





line. 


WRITE FOR COMPLETE CATALOGUE TODAY 


ADDING MACHINES | POLAR MFG. COMPANY 


Dallas, Texas. A branch of the Victor Adding Machine Company has a Terminal Commerce Building 
been established here, at 308 Travis building. 40! N. Broad Street PHILADELPHIA, PENNA. 
Houston, Texas...W. B. Meador, who had been a salesman for the 
Dallas branch of the Victor Adding Machine Company, has been trans- 
ferred to the local branch. 


OTHER MACHINE S| TRINER 


NEW INCORPORATIONS BEAM POSTAL SCALES 
oie cain bas te “ " oul te yey Suine deotestion teaaidnan, NATE 
Oo Street, has been chartere Oo se and service ¢ rice ‘4 es, 
ELIMI 
POSTAGE WASTE 





























incorporators—Hal. A. Steeves, Paul A. Peirce and Samuel P. Haines. 

New York, N. Y.The Ideal Duplicator, Inc., has been chartered to deal 
in duplicating machines; capital stock, $20,000; J. W. Kera, charter rep 
resentative, 152 West Forty-second street, New York, N. Y 








FURNITURE Oe a — over 


Chicago, 1.—-The Hedges Manufacturing Company has moved to 2931 
Wentworth avenue rhe new location provides increased space for this 











business instantly 
NEW INCORPORATION 

Brooklyn, N. Y.A. Pearson’s Sons has moved the office and display shown by 
Room to 359 Pearl street, Brooklyn, N. Y. This business was established indicator 
in 1856. 

Cleveland, Tenn.— Lloyd McLain has established the Commercial Office 
— ort or on = second floor of the Terminal building. Capacity 1 lb. x % oz. 

enver, Colo...The \ H istler Company has built two balconies, 
iffording space for several departments WITHIN 10 GRAINS! 

Fort Worth, Texas.._The Fort Worth Office Supply Company has moved : sh oa: 
to the 700 block of Throckmorton street. The lines of The Browne- That is now the postoffice scale sensibility and tolerance 


Morse Company, and the Indiana Desk Company have been added to for checking postage. 


its stocks. . “gs 
Geneva, tll._-The Anderson-Hickey Company has been chartered to mar Forty-eight cents to 96 cents f pound P ailing 


ket desks, chairs, furniture and school equipment postage cost must be checked by every mailer to prevent 
Jacksonville, Fla...The Wilkerson-Martin Company is a new office equip costly postage waste. 

ment house, located at 332 West Forsyth street. The principals of this Triner refinements make this close-weighing accuracy 

business are R. E. Wilkerson, president; George W Martin, secretary - bal . 1 allo j " 

secasuser: Clar Seuser, shese taamener possible. Permanent balance, specia yed steel pivots, 
Lubbock, Texas.—-Th« taker Company held a business show some perfect alignment and operation of moving parts, to- 

weeks ago, at which were displayed the products of a number of office gether with sturdy, high-grade construction, insure de- 

equipment manufacturers pendable and lasting service. Capacities 9 oz. to 4 Ibs. 
New York, N. Y.—Cal Cameron has expanded his warehouse fa- in various models, with computing charts on those of 1 

cilities in a central location at 112-14 Wooster street He stocks the Ib d 

products of The Browne-Morse Company, The Melink Steel Safe Com- + an over. 

pany, Sturgis Posture Chair Company and the Mitchell Binder Company's ° — : 

“Twirlit.”” site Send for detailed description and prices 


Portiand, Ore..._Henry F. Lintner has joined the D. C. Wax Office Equip- 
ment Company as district sales representative — TRINER SCALE & MFG, co. 
San Antonio, Texas...). H. Keenan has joined the Maverick-Clarke 2714 W. 2ist Street Chieage, Illinois 


Litho Company 
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WE OFFER THE FINEST 
LINE OF 


CARBON PAPERS 





TYPEWRITER 
RIBBONS 


EXCLUSIVE FOR 
THE DEALER 
AND STATIONER 


Allen & Company 


11-13-15 Vandewater Street > 


New York 















BY / \ts sharp 
7 / point easily 
By] Erases one 
7 / or more letters 
without 
smudging the 


whole word. 


r Pencil 


Samples 
Furnished on 


Request. 





Pull Thread Back To First Hole 
And Unwind Paper Strip. 
Pat. No. 1,756,953 


SV A1SOCM Pavwoerenin OS. 














OFFICE APPLIANCES 








RIBBONS AND CARBONS 


Chicago, tll.—F. 8S. Cooper, president of the Codo Manufacturing 
Corporation, returned to Chicago a short time ago after an extended 
trip through several of the Western states. 

Chicago, 111.—The National Manifold Products Company, 11 South Dear- 
born street, has been chartered to deal in typewriter ribbons and inks; 
capital stock, 200 shares no par value common; incorporators—V. J. 
Crane, A. M. Fay and R. T. Savage. 





>) 


. United States Exports of Typewriter Ribbons, Carbon Paper, Duplicating 
Machines and Office Supplies, May, 1937 








7763 
4750 Duplicating 
Filing folders, machines, 
index cards, 9395 parts & 
and other 9392 Typewriter supplies 
office forms Carbon papers ribbons for 
Countries No Value No Value No Value Value 
Austria 73 «C$ 50 34 $ 16 65 $ 141 $ 180 
Belgium 190 lil 462 1,097 10,841 
Czechoslovakia 39 122 41 
Denmark 40 40 140 
Finland 27 3Q5 77 189 
France 1,490 207 1,545 SSS 1,352 3,462 3,885 
Iceland 30 23 
Italy 225 36 66 YS 488 1,047 4,850 
Netherlands 5,782 1,056 790 567 730 2,025 11,703 
Norway 347 260 SYS 740 171 458 349 
Poland and Danzig 70 390 
Portugal 67 24 112 
Rumania 74 40 70 152 
Sweden 44 29 360 397 144 315 1,939 
Switzerland 530 201 217 186 326 909 442 
Albania SI 72 
United Kingdom 375 149 9,995 7,617 3,599 6.955 23,660 
Yugoslavia 87 183 
Canada 8,623 3,483 1,775 793 2,597 13,990 
British Honduras 6 24 
Costa Rica 206 241 149 33 106 942 
Guatemala 528 115 190 sg 188 597 
Honduras S82 134 115 lil 306 22 
Nicaragua 27 126 Sl 198 524 
Panama 698 4,282 2,298 133 22 441 
Salvador 155 21 74 285 
Mexico 6,971 561 428 S74 1,847 4,573 
Miquelon and St 
Pierre Islands 273 193 
Newfoundland and 
Labrador 247 s4 135 122 2 Ss v0 
Bermuda 414 56 17 26 61 
Barbados 54 83 13 * 38 
Jamaica 3,107 S48 78 os i8 45 524 
Trinidad and Tobago 343 90 43 30 5 16 355 
Other British West 
Indies 309 144 93 53 14 30 
Cuba 2,282 s42 4,070 3,286 832 1,615 2,417 
Dominican Republic 747 228 401 661 24 130 526 
Neth. West Indies 1,823 24 89 
Haiti, Republic of 48 15 17 41 108 1 
Argentina 182 4.811 1,482 2,104 3.945 SO4 
Bolivia 759 348 485 66 192 561 
Brazil i8 615 578 117 26 1,868 
Chile i9 2,082 3,087 454 1,759 697 
Colombia 349 2,718 1,945 728 1,703 990 
Ecuador 1,666 2 9 
British Guiana 66 
Surinam 156 2 54 11 31 
Paraguay 24 28 
Peru 2,702 707 563 442 147 420 
Uruguay 5 16 
Venezuela 2,092 gsi 612 1,157 367 1,422 519 
British India 417 184 4,299 2,571 371 902 31 
British Malaya 169 56 5 18 
Ceylon 121 33 SA 33 27 44 
China 1,596 448 1,103 843 354 615 220 
Netherland India 62 58 1,330 1,001 201 464 173 
French Indo-China 31 20 50 174 153 
Hong Kong 341 79 29 10 53 
Iraq 30 82 
Japan 954 248 16,410 11,510 436 1,309 209 
Kwantung 15 2: 7 25 
Philippine Is 4.247 S66 2,589 2,093 519 1.679 834 
Siam 566 290 s 28 
Syria 22 
Turkey 64 166 
Other Asia 3 5 2 5 
Australia 151 45 4.512 2,007 212 1,033 1,006 
Br. Oceania 24 32 
Fr. Oceania 4 1! 
New Zealand 63 63 36 27 193 731 1,054 
Br. East Africa 372 
Union of 8. Africa 2,256 1,332 2,563 1,165 276 727 172 
Other Br. 8. Africa 108 123 
Gold Coast 95 
Nigeria S7 4 24 63 
Egypt 45 24 371 902 
Other Fr. Africa 22 17 11 25 
Liberia 62 27 12 4s 17 
Morocco 5 3 14 35 
Other Portuguese 
Africa 43 92 
Total 128,430 $32,978 73,857 51,371 18.257 $44,695 $93,006 
Shipments to 
Hawaii $75,312 25,928 1,602 $1,239 363 1,075 2,373 
Puerto Rico 18,649 2,723 9ST 677 S7 270 1,468 
Virgin Islands 19 15 7 


Japanese Office Equipment Production 

The Specialties Division of the United States Department of Commerce 
has reported on the manufacture of office equipment in Japan. The 
products include adding and calculating machines, typewriters and cash 
registers, and steel furniture and other similar items fabricated from 
steel. The statistics which follow cover the respective classifications, 
with values expressed in yen: 

Adding and calculating machines, typewriters and cash registers—1932, 
2,012,363; (1983) 2,157,272; (1934) 3,590,144; (1935) 3,697,656 

Steel furniture and similar articles made of steel—(1932) 9,468,910; 
(19383) 11,536,268; (1934) 14,881,633; (1935) 16,120,778. 

The Department of Commerce understands that the first classification 
included numbering machines, while filing cabinets, individual lockers, 
steel desks and chairs, cash boxes, etc., are included in the second classi- 
fication 
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Pelouze Postal Scales Satisfy 


There is a model for every mailing require- 
ment. Pelouze Postal Scales will satisfy every 
customer. Consider these superior points of 
Pelouze Scales. 

Save time and stamps. 

Self-computing dials include Parcel 

Post by zones. 

No over-payment of postage. 

Twelve styles in green or gold bronze. 

Warranted accurate. 


At all leading dealers 











National 4 Ib. Catalog of complete line upon request. 
‘math PELOUZE MANUFACTURING CO. 
232 East Ohio Street Chicago, Illinois 

















"NE PERFECT 


Convertible 
OFFICE 
CUSHION 





They Like Leather 


Show Them the BRIGHT Line 


Among business men, the preference for 
leather upholstered furniture is demonstrated 


The P toneer—P opular Priced every day in sales rooms and installations. In 
° . ° the BRIGHT Line, you'll find lasting value, 

Conver tible and F ine Quality based on quality shop standards and high 
“Convertible” always in stock and display. Costs ne mere rele CS ee ee ee 
than other good quality cushions and has the advantage luxurious, appealing designs, customed cor- 


of a velvet corduroy surface in brown, green or maroon 
for winter use, and a fibre covering on the reverse side 
for cool summer comfort. 


STATIONERS—Compare the “Perfect” line of sponge 
rubber office chair cushions. We'll be glad to send you 


rectly and priced right. 
Send for the new BRIGHT catalog 


full details and prices on request. BRIGHT CHAIR COMPANY, Pac. 
The Perfect Rubber Seat Cushion Co. 127-133 Bleecker Street NEW YORK, N. Y. 
5200 Akron Street Philadelphia, Pa. 














4 LAW BLANK CABINETS 


An item adaptable to the large and 
smal! office alike, these cabinets may be 
used for Law Blanks, Stationery, Electro- 
types and Original Engravings. 

Smart in appearance, smooth in opera- 
tion and easy on the purse, these cabi- 
nets are a desirable addition to any office 
—a necessity to any law or advertising 





department. 





Display both these cabinets now and 
No. 266—FIVE DOUBLE-COMPARTMENT DRAWERS get your share of this profitable business. 


A RT ST EF E L CO - | NC A poder “¢rs No. 166—SIX peawan LAW BLANK 
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U. S. TYPEWRITER RIBBON MBG. CoO. 






RIBBONS CARBONS 


ESTABLISHED 1895 
Dealers Inquiries Solicited 


Sansom at Tenth Street Philadelphia, Penna. 











es for your information 
WE ANNOUNCE 


that we are now 


WESTERN DISTRIBUTORS for 
ROBERTS NUMBERING MACHINES 


We carry a complete assortment in stock for your immediate 
needs—6 different models, 5 figure styles, 67 different ma- 
chines, lever to 14 movements, including typographic num- 
bering machines. Write for our liberal trade-in schedule 
We accept any make of machine regardless of condition to 
apply against the purchase of a new ROBERTS NUMBERING 
MACHINE. 


Sell Your Customers 


the Best - - - - - 


Dr. Scat Typewriter 
Cleaner and Refinisher 


@ Cleans Type 

@ Removes Platen Ridges 
@ Polishes Enamel 

@ Prevents Rusting 

Sold from Coast to Coast 


DR. SCAT CHEMICAL CO. “Fefinisher” | 


178 N. Franklin St. Chicago, Ill, R&S-U-S: PAT. OFF. 














for convenience and complete 
service, order from 





LOUIS MELIND CO. 


362 W. Chicago Ave., Chicago, Ill. 


593 Market St. 
San Francisco, Calif. 














by adding » « billing » « 
A *" bookkeeping »« 


calculating machines 


TYPEWRITERS CHECKWRITERS 
OFFICE DEVICES 


Rough and Rebuilt 
Write for Latest Price List 


Reliable TYPEWRITER & ADDING MACHINE CORP 


303 W. MONROE ST. CHICAGO, ILL. 


CELU DEX 


N LIN 


CEL-U-DEX CORP., srooxtvn, w. v. 




















cc |] FOR DRAWERS, peri 
PROTECTION FILES, DESKS, in | Inspect the high quality and get the 
attractive prices of Browne-Morse 











Wonber Lock offers 
positive theft proof pro- 
tection for locking se- 
curely every kind of 
drawer, file or door. Can 
be instantly applied. No 
holes to drill. No nails 
or screws. No tools re- 
quired. Every store, 
office, factory and home 
a prospect. Write at 
dally de~ once for full particulars. 





All purpose type, pagee 
signed for drawers, desks, files, cash 
registers, etc. 


ONDER Lock 53 W. Jackson Blvd., Chicago, Hl. 











office equipment and supplies. Put 
your stock in order with merchan- 
dise that sells. . . . . The Retail 
Trade is hitting a new high level. | 








Are You Prepared 10 casu w 


on improved business conditions? Write today. | 
Begin now to sell more with real profits. } 


Browne-Morse Company 
MUSKEGON, MICHIGAN 





























AUGUST, 1937 183 














—_______— | 
MARKING DEVICES 1912 1937 
aquedt mies ahes 0h Gtabene Gn, Ga a an ae he T W E N T Yy ¥. FI V E Y E A 4] G 


Penny is in charge. 











STATIONERY 


Manufacturing 
NEW INCORPORATION 


incor . STENCIL DUPLICATING MACHINES 


deal in pens and pencils; capital stock, $5,000; William H. Campbell, Jr., anid 
charter representative. 

Milwaukee, Wis.—A. F. Sengbusch, of the Sengbusch Self-Closing Ink- 
stand Company, vacationed in the Pacific Northwest and Yellowstone 
National Park. The trip included a visit to Mrs. Sengbusch’s sister in SUPPLIES EXCLUSIVELY 
Portland, Ore. 

Little Rock, Ark.—The Arkansas Printing & Lithographing Company has 
remodeled its plant and added to the space devoted to displays. There e 
is a separate department for office furniture. 

North Tonawanda, N. Y.—W. F. Block has been appointed president f E R m t 
and general manager of The Victor Safe & Equipment Company, succeed- pee r Eve equiremen 
ing R. M. Tussing. A Rotos d 2 ry 

Springfield, tll.—Coe Brothers Book Store has moved to Sixth and Priced from $27.50 to $155.00 


Monroe streets. This business had been many years at 524 East Monroe 





street. 
NEW INCORPORATION e 
Tallahassee, Fila.—Associated Stationers, Inc., has been chartered to deal 
in office supplies, etc.; incorporators—O. F. Perkins, Mrs. M. B. Perkins 
and Helen Durrance; capital stock, ten shares $50.00 par value. UALITY SUPPLIES 
Walla Walla, Wash.—The Casper Book Manufacturing Company, 16 Q 
East Adler street, has celebrated its fifty-third anniversary. = FOR 
—— a ee = = 
‘ " Y STENCIL DUPLICATING NEED 
International Documentation EVERY § 
Commerce Reports states that an agreement was signed at Paris, April e 


3, 1987 between the governments of the United Kingdom and France to 
facilitate the proof of certain official documents without legalization. Of 
commercial interest is the inclusion of official certificates issued by the —_ 
Patent Office in London, or the National Office of Industrial Property in Write for our agency proposition. 
France, verifying copies of trade marks, patents, designs and other 
deposited documents, as well as of official copies of judgments, decrees, 
orders and other judicial proceedings of the courts in the respective 
countries. The agreement provides that these documents, among others, 

shall be admissible as evidence in the courts of the other country without THE ROTOSPEED COMPA NY 
legalization under the conditions stipulated. (The English-French text is 


on file in the Division of Commercial Laws of the United States Depart- oe 
227 S. Wilkinson St. DAYTON, OHIO 


ment of Commerce.) 
9. 


“World Economic Review” 

The United States Department of Commerce has issued the ‘“‘World 
Economic Review,”’ offering a valuable series of comparative business 
statistics for the years 1929 to 1936, inclusive. This report is the fourth 
of an annual series, now published in two parts. Part 1 covers the 
United States, while Part 2, which will be issued later, will cover foreign 
countries. 

The present report embodies material which should be of direct interest 
to business men, economists, educators, students and all others who 
endeavor to keep in touch with developments in periods of rapid and 
significant change. 

Copies are available at the office of the Superintendent of Documents, 
Government Printing Office, Washington, D. C., or any of the offices of 
the Bureau of Foreign and Domestic Commerce which are located in the Compact, all-metal reached repeatedly by MOORE 
principal cities of the United States. The ‘World Economic Review display cabinet. Maptack advertising. e market 
will be ready for distribution shortly. Sent FREE with ‘2 : 

ae <a order for Maptacks, | £0T Maptacks is infinite. Get your 
Russians Working on a Voting Machine share of this profitable business 
by letting this fine cabinet help 


Papier Zeitung (Berlin) published a report from Russia indicating that . 
the Moscow factory producing calculating machines is working on a project you sell. Sent to you FREE with 
to make machines for voting. order for Maptacks. Write your 

jobber today. 


MOORE PUSH-PIN CO. 


Menuiocwrers of MOORE Push-Pins 
an Pushless rs. 
113-1 25 Berkley St., Phila., Pa. 














On sales maps from coast 
to coast most of the nation's 
60,000 towns are spotted with 


MOORE Maptacks 


And the owners of every map are 













_ —_<g___—_ 
May Paper Specialties Exports 


The United States Department of Commerce reports that nearly all 
classes of paper items showed increased exports in May, 1937. Included in 
these exports were blotting paper, filing folders and envelopes, envelopes 
and vulcanized fibre. 


SSceesey 
rreccere 
grerrrerre 
errerrr = 

* ‘oni 


grrceeecoce 











an = 
Foreign Commerce Handbook 

The basic source of data on the Foreign trade of the United States for 
1935, ‘“‘Foreign Commerce and Navigation of the United States’’ has been 
issued by the Superintendent of Documents, Government Printing Office, 
Washington, D. C., or can be obtained from any district office of the 
Bureau of Foreign and Domestic Commerce. Price, bound in buckram, 
$2.26. 


_ i - - 
When Color Came to the Stationer All large 
The Stationery Trade Review (London) commented on the fact that 
at the beginning of this century the stationer’s stocks were confined to users should 
sombre colors. Then came a change, which seemed radical to the trade. | buy in bulk 
Fountain pens, note paper and blotters brought the hues of the chameleon 
to the stationer’s stock. | 
> 


Italian Comment on American Advertising 
L’ Ufficio Moderno (Milan) commented on the money spent by American 


cans, Grippit’s economy invites you 


advertisers in the development of business. That publication dilated on | to use it wherever you require adhesive that never wrinkles 


the impressive sums spent by American advertisers. The conclusion is 
that the sale of the newspapers alone is hardly enough to pay for the 
paper on which the newspapers are printed. 
— hf _ —_ 
Typewriter for Brief Case 
Burghagen’s Zeitschritt fur Burobedarf (Hamburg) reported that a 
Swiss manufacturer has produced a portable typewriter which is so com- 
pact that it can be carried in a brief case 


paper . . . that keeps work and workers unsoiled . . that 
holds permanently, yet can be peeled off without damage. Write 
for Free Tube and Profit Story to Harriman-Welts Products Co., 
200 Summer Street, Boston, Massachusetts 
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Amazingly Efficient! 


Speed-Mo STAMP PADS 


This exclusive Sponge Rubber Stamp Pad keeps 
the stamp clean, providing clear, sharp impres 
sions. Proved in use by America’s largest indus 
tries to stand up under hardest usage. Models 
for every office and commercial use 


Have you seen the sensational 
FOUNTAIN BRUSH and CLEAN- 
ER? Cleans everything—from type 
to white fabrics. A hit everywhere. 


RIVET-O MFG. CO. 
53 Jason St. 
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CLOYES 


Replacement Parts for Adding, Book- 
keeping, and Calculating Machines 


Write for our new catalog 


CLOYES GEAR WORKS 


17214 Reseland Read, N. E., Cleveland, Ohio 


















MAK-UR-OWN 
ALL TRANSPARENT 
INDEX TABS 





Write now for samples and prices 


THE VICTOR SAFE & EQUIPMENT COMPANY, Inc. 


NORTH TONAWANDA, N. Y. 


ae 
Carbons & Ribbons 


-products of high 
quality giving better 
service —easier to sell 
and resell. Better 
typing—better letters 
result from use of 
Codo Carbons and 
Ribbons. If you are 
interested in the op- 
portunity offered as 
distributor of truly 
satisfactory mer- 
chandise, let us hear 
from you. 


Codo Mfg. Corp. 


Coraopolis, Penna. 
| New York Chicago 
















DEALERS WANTED 


(One in a territory) 
For a spring cushion 
typewriter key having 
permanent pure white 
characters. You will 
get more key business 
by selling 


MASTER 
SPEED KEYS 


(ne rubber te wear out) 


Write for our interest- 
ing proposition. 


Speed Key Mig. Co., Inc. 
299 Columbus Place 
Brooklyn N. Y 














ACME 
CHANGEABLE 


SIGNS 


Used in offices, banks, hotels, clubs 





restaurants, buildings, churches 
| etc. 
Also attractive changeable letter 


desk name plates. 

“A size & style for every purpose” 
Write for illustrated catalog 
ACME BULLETIN & DIRECTORY BOARD CORP. 

214 E. 37th St., New York, N. Y. 














Sell MEILINK 


Protection 


Meilink Fire-resistive Products Pro- 
vide “Better Protection”? for Every 
Business Office and Home Use. 36 
years’ Protection Service. Also Mod- 
ern Systems of Cash Protection. 


MEILINK STEEL SAFE COMPANY 
TOLEDO, OHIO 








TECHNYGRAPH LETTERING GUIDES 


-Al3C BEFGHJ<LMN@/?2STUV 


6¢/2/S@@%el©SIZEZTIBZAXM 





Over 40 different guides from % to and including 
34 inch. Made in AMBER COLOR and packaged in 
GREEN KRAFT THUMB-CUT JACKETS WITH A 
CELLOPHANE WINDOW. Are you selling these— 
if not, why not. Sell the best—they cost no more. 
Write us for circulars and prices. 


THE TECHNYGRAPH 
Techny, Illinois 
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e The PERFECT 
RA qi g ic=- F 1 ow Duplicatins Ink 


This ink can be used in all types of 
duplicator machines. Magic-Flow will 
help build your duplicating supplies vol- 
ume because it gives complete satis- 
faction. 









Four Outstanding 
Features 

1. Will not separate 

2. Dries quickly 

3. Intense in color 

4. Gives sharp, brilliant copies 


Samples and Prices on Request. 


Dealers Inquiries Solicited 


63 E. Cermak Rd. Continental Ink Company Chicago, Ill. 











en 1 
SOOO OOOO OOOO esse se ge or oe oe ore Seoes 


The “Aluminum” Pocket Seal 
and other MARKING DEVICES 








Sell More 
Hanson 
Scales! 


There is a wide market for 
shipping, postal and air 
mail scales—and there is a 
Hanson for every scale use. 
Hanson scales are me- 
chanically perfect and the 
Hanson merchandising plan 


_——-— - s 
x<ixx xy wy 





xr x 


POCKET SEALS SPECIMEN IMPRESSION LEVER SEALS 





No. 1577 \ 


MEYER & WENTHE- CHICAGO f tine li 
OFFICE & FACTORY - 24to30 S. Jefferson St. ptoauy Say for Bulletin No. 5. 


_——————e eee ee 
_——— eee 


Scale 


LOOP STORE - 31 North Clark Street HANSON SCALE CO. 
WEST SIDE STORE - 30S. Jefferson St. $17.50 ly. yg at 


I ee ee ee ee a j 
ee ae ae ae a ae eu ee ae ae ee a a a a ae . — . ——— 



































salen <v Sabin QUALITY. 


Stark Calendars ap- 





Nos. 

peal on sight to the 
508 most discriminating THE AM ERICAN 
406 users. Constructed 


to give utmost writ- 
ing ease. Equipped 
with rubber bumpers 
and curled end for 
pen or pencil rest. 

Write today for details and 
prices on our complete line of 


flAat and arch type desk calen- 
dars. 


STARK CALENDARS, INC. 
BEDFORD BLDG. 
Adams and Dearborn Sts., Chicago, Ill. 






a IN 
MODEL 110 


5 MOVEMENTS IN 1 MACHINE 
PRICE $7.50 RETAIL 


WRITE FOR DISCOUNTS 





AMERICAN NUMBERING MACHINE CO. 
BROOKLYN, NEW YORK 


To DOMESTIC and 
Have You FOREIGN DEALERS 


























ba WwW t th rtunity f 1 fi h 
a Friend—.o: business acquaint- s@oamehe eee 
ance who might like to keep in touch Select rough and rebuilt 
with office equignen by reading TYPEWRITERS @ ADDING, CALCULATING 
Office Appliances? IF so, send us and BOOKKEEPING MACHINES 
the Name, address and business and Our stocks include thousands of machines. Our 
we will send a sample copy with our present scale of prices meets all competitive market 
compliments | conditions. 
co B - Write or telegraph at once for prices and particulars. 
TH FFICE APPLIANCE COMPANY 
20 NORTH WACKER DRIVE, CHICAGO, U.S.A. MORSE TYPEWRITER CO., INC. 
305 CANAL ST., NEW YORK, U. S. A. 
CABLE: MORSETYPCO, N. Y. 
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(Pens 


exclusively 
SINCE 1876 


% COMMERCIAL LINES, in Steel, Silver Alloy and Gold Plate 
%& EXCELLENT NEW SCHOOL SERIES 
%& IMPRINTS A SPECIALTY 


TURNER & HARRISON 


PEN MANUFACTURING CO. 
1215 SPRING GARDEN STREET PHILADELPHIA, PA. 





OFFICE APPLIANCES 


ADAMS 


Ideal BOOK RING 


THAT FLATTENED JOINT is there 

for a purpose—to keep the ring al- 

PATENTED ways right side up. No need to hunt 

PER. 17,1020 JAM. 11, tent and fumble to find the place where 

mov. 6.1923 the ring opens, if it’s an Adams ring. 

Here is the simplest, quickest-operat- 

ing and most satisfactory ring ever 

Seven Sizes oa soy Py . r ag —- or 

° nders of all sorts. ows binder or 

inside Diameters: — 3 y Yr — open at any 
” ” point. e enlarg joint, nicely | 

a ae rounded and smoothed. keeps ring 

Ne. 0%’ No. 4.2%” ———— 

Ne. 6, 3”’ Order through your wholesaler. We also 

manufacture inexpensive loose leaf metals. 


Henry T. Adams Mig. Co. 11,5 fist “"~ 








A set-up that dealers like: 


We make, you sell. Oxford does not sell 
direct. And filing supplies are ALL we make. 
That’s why quality is higher, why we give 
extra service, why the Oxford line is complete 
ee you need to meet any competi- 

ion. 

There’s profit in selling filing supplies— 
when you handle the line of “your filing sup- 
ply specialists” — 


OXFORD FILING SUPPLY COMPANY 


340 Morgan Avenue Brooklyn, N. Y. 
125 South 8th Street St. Louis, Mo. 











Mahogany 
Size 22” x 36” 


$1Q00 


LIST 





Ravenswood Office Specialties Co. 


Originators of Glass Desk Pads 


1800-02 Newport Ave. Chicago, Illinois 














SWIFTSET 


Rubber Type--“’It Slides” 


* Fastest and most easily set 
rubber type ever made. 

* Handy type case with al- 
phabetical compartments 
incorporated in each set. 

* Letters are automatically 
set right side up as that’s 
the only way they'll fit. 


Write for literature, prices 
and discounts. 


THE SUPERIOR TYPE COMPANY 


Branch Warehouse: Main Office: 
268 Market St. 3940 Ravenswood Ave. 























San Francisco Chicago 











chal 
; 





Card-cases, any size, loese-ieaf envelopes, p F 
menu covers, fectory record protectors, ‘eg holders, 
bill-fold envelopes; stamp containers, etc. Made of 
acetate (slow-burning) transparent cellulose. We 
build to fit your particular need. Write us for details. 


MARKILO COMPANY, Mfrs. 





3633c S, Racine Ave. Chicago, U.S. A. 











STENCIL BACKING SHEETS 


Interleaving Sheets Mounting Cement 
Cushion Sheets Stencil Folder Boxes 
Parchment Wrapping Paper 


YOSHINO PAPER FOR STENCIL MANUFACTURERS 


Samples and prices furnished upon request. 


STENCILGRAPH 


701 S. Wells St. CHICAGO, ILLINOIS 





< SHOUTING WON'T DO— 
A DOLLAR FOUNTAIN PEN 


MUST PERFORM! 


Play safe with the Spencerian No. 101. The 
dollar pen with the write action that makes 
sales—and satisfies. 

Modern shape—smart colors—sales appealing counter display card 
to attract customers. Long lasting. smooth writing stainless steel 
point, I4kt gold plated and tipped with iridium. 


Gow es the best pen name 

fyentdietie” 
PEN COMPANY 

349 Broadway Dept. P New York, N. Y. 
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In a range of 
‘ole) Co) <M eo bole Met aett el 
providing almost 
unlimited decora- 
tive possibilities 


EAGLE-OTTAWA LEATHER COMPANY 
GRAND HAVEN ....... .. MICHIGAN 


S 
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Only with e 


iyi, 
“Teletalk 


. can you meet all wi 
intercommunication requirements 


Webster Electric Sound Systems are licensed by agree- 
ment with Electric Research Products, Inc., under pat- 
ents owned by Western Electric Company, Inc., and 
American Telephone and Telegraph Company, Inc. 
WEBSTER ELECTRIC COMPANY 


RACINE, WISCONSIN, U.S.A. ¢ Established 1909 
Export Department: 100 Varick St., New York City Cable Address: ARLAB, N.Y. 








Collier-Key worth Company 


GARDNER, MASSACHUSETTS 


CK) 


Office Chair Irons 
and Hardware 




















PROFITS ...... 


SELL 
SPIRIT DUPLICATOR FLUID, SPIRIT CARBONS 
AND OTHER ITEMS FOR ALL TYPES DUPLI- 
CATING MACHINES 
Write 
MODERN SALES CO. 
303 Exchange Bidg. Nashville, Tenn. 




















u-bdja- 
Brands 


vr ~J 

DUPLICATOR INKS 
DU-WA-CO Duplicating Ink is more than 
just an ink. It is a part of the satisfaction 
in accomplished workmanship in the duplicat- 
ing room, critical endurance in your advertis- 
ing department, and the final analysis of pull- 
ing power in the presentation of your literature. 
Intense color—more copies to the pound— 
doesn’t offset or smudge—approved and in 
use by Army, Navy and other government 
offices, also schools and corporations. We can 

help you extend your sales. Write. 








erazvemtn | junham-Gdatson 
*ERY Keine tant” Om 44 50. CLARK ST, CHICAGO 


















You can Actually Staple 
from 2 sheets up to 

a Pile of Paper 

This Thick (*%"') 


with the New 
ACME No. 1 


Heavy Duty 
Hand Stapler 





\ 






ACME 
STAPLE SS 
COMPANY 


1643-1647 Haddon Ave. 
CAMDEN, N. J. 








Efficient and economical. 
Will keep correspond- 
ence and papers always 
on hand and properly 
arranged. The most ef- 
ficient desk file on the 
market. Made in four 
sizes. A very profitable 
item for stationers. 








Stanley R.Bristow 
24 Central Ave.West Orange.N.J. 



































Weaver Parts for 
Burroughs Adding Machines 


Used in the repair departments of the 
largest Pacific Coast Banks. 





Send 50 cents for 40-page illustrated catalog. 


Weaver Service 


1719 West 7th St. Los Angeles, Calif. 
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THE ORIGINAL 
VIAL STYLE 


INK 
ERADICATOR 


Especially recom- 
mended for students 
and travelers. Bent 
neck prevents over- 
flow. A tap releases 
a drop—leaves a 
clean surface for re- 
writing. For sale at 
leading stationers. 


INK ERADICATOR CO. 


1707 ZEREGA AVE. 
NEW YORK, N. Y. 





Cable: ERADICATOR 





a 














A deck of Wiggins Book Form 
Cards fits into the Compact 
Binder with no gluing, pad- 
ding, or stapling. 

Ask any of these paper mer- 
chants for samples or write to 
us for the stationer’s proposi- 
tion. 





Ae Dean Wren 
Paine! Mevertiscag 


New York City 
Richard C. Loesch Co 


Pittsburgh 
Chatfield & Woods Co es 
. " Qtnstanatt URE-PRUtit wusimess card vrucrs witu .m.5 
The Chatfield Paper Co, Steck amd binders get the statieoner farther than 
Detroit these in which he must squeeze each nickel. 
Seaman-Patrick Paper 
Co. The John B. 


Grand Rapids 


coe WAGGING company 


L. 8. Bosworth Co., Inc 
1162 Fullerton Avenue, Chicago 


St. Lowis 
Compact Binders 


Tobey Fine Papers, In Book Form Cards 





When you are in need of— 


STATIONERS GLASSWARE 
STATIONERS HARDWARE 
STATIONERS CALENDARS 
STATIONERS SPECIALTIES 


Send to 


Frank A. Weeks Mfg. Co. 
311 Broadway New York, N. Y. 




















For uniform, de- 
pendable quality, 
say ‘‘Graffco’’ 
when buying 
Maptacks. Un- 
| breakable spheri- 
| eal heads; perfect 
| tool steel points. 
| Unlimited combi- 
| nation of sizes, 
colors, symbols. 
| GEORGE B. 
+ GRAFF CO. 
64 Washburn 
Avenue 


Gra ffeo Cambridge, Mass. 


MAPTACKS 
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THE STATIONER’S 


SCRAP 
BOOK 


IDEAS 


PRICE $400 POST FREE 


The most valuable money- 
making volume ever placed 
before the Stationer Trade 
—Contains nearly 200 hints 
in connection with every de- 
partment of your business. 


Press Comments: 


The book contains some 178 pages of common sense sugges- 
tions for commercial stationers and dealers in office equip- 
ment. It is conveniently divided into four sections, as follows: 
Organization; Advertising and Publicity; Selling Ideas; Win- 
dow Display and Selling Ideas for Specific Lines. An index 
in the front of the book classifies the subjects treated and gives 
the numbers of the pages where the stationer may find sugges- 
tions on the particular phase of his business that he may be 
interested im at the time. The subjects run all the way from 
account books to window dressing and are written in such a 
way that the volume ts an excellent reference book. 

—Office Appliances. 


The Scrap Book can be dipped into almost anywhere, and 
useful hints on a wide range of subjects, presented in a very 
readable form, will be found on every page. 

~The Newsagent, Bookseller’s Review and 
Stationer’s Gazette. 


It was a distinctly good idea to bring together such a series 


of approved ideas, and the volume should meet with a warm 
welcome. 


—The British Printer 


A good idea in itself and admirably carried out. 
-The Stationery Trades Journal. 


Send Your Order with Remittance Today 
to the Publishers 


F. W. BRIDGES, LTD. 


GRAND BUILDINGS, TRAFALGAR SQUARE 
LONDON, W. C., ENGLAND 
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IN EVERY COUNTRY 


You will find ONE leading office equip- 


ment trade journal of national importance. 


IN 
FRANCE 


First and foremost office equipment maga- 
zine dealing with office and factory manage- 
ment and efficiency is the ideal advertising 
medium for U. S. Manufacturers desiring to 
increase their export trade, particularly with 


FRANCE 
BELGIUM 
SWITZERLAND 
ETC. 


Include “METHODES” in your ad- 
vertising appropriation: It pays. 
Send for free copy today. 


METHODES 


27 rue des Petites Ecuries 
Paris X* France 
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SELLING FAST / 















F ASTER and faster—orders con- 
tinue to pour in from all over 
the world for the new Borg Parcel 
Post and Office Scale. Faster than 
we can gromeee them! Faster than 
we can fill them! Each is shipped 
as quickly as possible—in the order 
received. 

Such an ovation emphatically 
proves that here is a small, com- 
pact, precision-built scale that fills 
a definite need. A need no other 
postal scale has ever filled before! 


BORG POSTAL SCAL 


MANUFACTURED BY THI CALE Divi: N ‘ 
GEORGE W. BORG CORPORATION, 469 £ r t t . 





A 
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ROOCO 


® All-Purpose 

© Ink for 

® Stencil 

® Duplicators 
Office Equipment Dealers are en- 
titled to the duplicating machine 
supplies business in their territory, 
but quality supplies are needed to 
get and hold the trade. ROOCO 
Duplicating Ink is of such quality. 
cn yy for open or closed drum 
stencil duplicators, it makes dense 
black, sharp impressions. Samples Brooklyn, N. Y. ene tt 
and prices on request. Foot 


F B LOOSE LEAF 
oa s i 


Bind sheets orderly and se- 
curely. Fit any width of 
sheets or distance between 
punch centers, capacity - 
lated by interchangeable 
posts. $3.50 per dozen sets, 
f. o. b. N. ¥. Request on 
your letterhead brings sam- 
ple and details. 


F. B. Mfg. Co., “New Yor N.Y. 













AFAFAFA FAP, FFF. FF 











H. D. ROOSEN CO. 






St. 



















HOLDER 















pew STENCILS 


ARE SOLD BY OVER 800 OF 
AMERICA’S LEADING 
STATIONERS 


Aus FIBRO 
\ Y) srenen. CORPORATION 


WT, 
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FOR ADVERTISING, NATIONAL AND LOCAL, written 
the way you would write it—down to earth, 
full of facts, hard-selling—100% for the 
dealer... watch for Royal's Fall Campaign 
on the Royal Portable. It will sell Royal... 


it will sell your store as the place to buy! 


FOR PORTABLE TYPEWRITERS, designed and built 
in the way you and your Customers like them 


—handsome, sturdy, easy to sell, and easy to 


OFFICE APPLIANCES 





use... see Royal’s complete line of portables. 
Three models, each a leader in its price class, 
each with a generous profit margin for you— 
plus an EASY-PAY plan that makes “time” 
as good as “cash.” 

FOR FULL INFORMATION on Royal's Fall Plans 
(no obligation), address: Royal Typewriter 
Company, Inc., 2 Park Ave., New York City. 


World’s largest company devoted exclusively to the 


manufacture of typewriters. Factory: Hartford, Conn. 


LINK TO LEADERSHIP! 











* HEYER STENCILS ANDINKS + 


























. Another 
Improved 
Package 


age for No. 998 Ink 
shown to the right has 
real sales-appeal. Why 
the change? Merely to 
helpyou sell more Heyer 








ECONOMY 
TENCILS 


HE Heyer Line has much to offer you both in 

superior performance and wide variety. For 

only in the Heyer Line will you find a selection 
of Six Different Stencils, a complete assortment of 
Black and Colored Inks and other supplies that will 
so completely cover the requirements of All of your 
duplicator customers. Lettergraph, Mimeograph, 
Neostyle, Rotospeed, Niagara and all other stencil 
duplicator users once introduced to this quality 
line of supplies continue to demand Heyer Quality 
Merchandise because they know that it is standard 
and of constant high quality. Investigate this 
modern and most complete line. Write for addi- 
tional information and prices today! 


| CORPORATION-CHICAGO 











. quiet as a foot-fall on the sands of the seashore 
...the ideal executive office typewriter 


The Improved Underwood Noise- 
less, made by Underwood in the 
great Underwood works in Hart- 
ford, Conn., represents noiseless 
typewriting brought to a new 
high peak of perfection. 
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Underwood Elliott Fisher 


Speeds the World's Business 
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Underwood has taken the Noise- 
less out of the realm of the type- 
writer curiosity. Underwood has 
made it something more than a 
machine that writes without 
racket. Underwood has made the 
Noiseless an_ all- 
purpose, all-round 
writing machine that 
writes up to time- 
tried Underwood 
standards of per- 


formance — gives sharp type im- 
pressions and produces all the 
carbons usually required on any 
type of work, from letters to 
tabulating and other figure work. 
Every Underwood Typewriter is 
backed by nation-wide, company- 
owned service facilities. 


Typewriter Division 
UNDERWOOD ELLIOTT FISHER COMPANY 
Typewriters. . Accounting Machines... Adding Machines 

Carbon Paper, Ribbons and other Supplies 
One Park Avenue, New York, N.Y. 
Sales and Service Everywhere 
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